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for More Proof in RB DAVE 
Lucky Strike Suit) vertical Broiler 


NEw York, Feb. 23—After hear- 
ing seven full days of testimony in 
the $1,500,000 lawsuit by Brayton 
W. Castle against American Tobac- 
co Co., supreme court justice Irv- 
ing Levey departed from his usual 
procedure of rendering a decision 
from the bench and instructed both 
sides to exchange briefs and pre- 
sent him with the final submis- 
sions March 5. 

“I generally decide these cases 
right from the bench at the end of 
the trial,” he remarked after the 
defense had rested and the plaintiff 
was concluding. But, he said, be- 
cause of certain questions of law 
involved, particularly over the 
statute of limitations, he asked for 
the submission of final briefs. 

Earlier in the day, Judge Levey 
indicated that the plaintiff’s con- 
tentions left the court with a “ter- 
rific burden” in coming to a deci- 
sion. 

“You're putting a terrific burden 
upon my shoulders,” he told plain- 
tiff’s counsel John B. Griffin. The 
judge said he was willing to assume 
any burdens, but he wanted addi- 
tional evidence from the plaintiff 
proving (a) that he had created 
the “Be Happy—Go Lucky” idea 
and (b) that he had presented it 
to American Tobacco Co. 


® In summary, the defense ques- 
tioned Mr. Castle’s credibility, 
maintained that his entire case 
rested on the use of the word “be,” 
and said that he could not sue now 
because of the statute of limita- 
tions. 

The defense summarized evi- 
dence it had submitted earlier 
showing variations on the “Happy 
Go Lucky” theme that had run 
through the years. 

Mr. Castle’s suit, filed in 1951, 
charges that he presented the slo- 

(Continued on Page 192) 
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V-B DAY—This ad will run in news- 
papers in 110 markets on March 16 
to announce V-B Day for Norge’s 
new vertical broiler. Arthur Gross- 
man Advertising, Chicago, is the 
agency. (Story on Page 8.) 


K&E, BBDO Plan 
New Activities in 
Foreign Markets 


New York, Feb. 23—American 
advertising agencies are spreading 
their wings in the international 
field. 

ADVERTISING AGE learned this 
week that Batten, Barton, Durstine 
& Osborn will open a Canadian of- 
fice in April. It will be BBDO’s 
first office outside of the U. S. 

AA also learned that Kenyon & 
Eckhardt has a major overseas ex- 
pansion plan in the works. 

The impetus for this new inter- 
national surge comes from the de- 
velopment of overseas markets by 
clients. These foreign markets have 
become increasingly important to 
American companies since the end 
of World War II. 

BBDO expects to open in Toron- 
to with three accounts—identities 
unknown. A staff is now being re- 
cruited. 

BBDO has been one of the few 
top American agencies without an 


(Continued on Page 193) 


GM and Ford Were Still Top Outdoor 
Spenders in ‘55, OAI Figures Show 


New York, Feb. 21—In 1955 the 
100 largest users of outdoor adver- 
tising spent $93,422,641 in the me- 


Coca-Cola Co., with an expendi- 
ture of $3,395,598. Coca-Cola 
dipped to fifth place with $3,192,- 


dium, compared with $91,799,317 | 000 


in 1954. 

These figures were released this 
week by Outdoor Advertising Inc. 
in its second annual listing of the 
top 100 outdoor advertisers. The 
first published figures were car- 
ried in AA last Aug. 22. 

General Motors Corp. again led 
the list of outdoor advertisers, with 
a total expenditure of $10,228,386, 
an increase of $2,033,485 over 54. 

Ford Motor Co. was second, 
with an outlay of $6,665,796, up 
$20,506 over 54. 

Third place in ’55 was taken by 
Distillers Corp.-Seagram (fifth in 
54) with $3,653,674, displacing 
Schenley Industries, which 
dropped to eighth place. Jos. 
Schlitz Brewing Co. climbed from 
seventh to take fourth place from 


s Anheuser-Busch held sixth place 
with $3,130,852, down $113,812 
from °54. Shell Oil Co. moved up 
to seventh place from eighth with 
$2,481,865, up $76,088. Schenley, 
in eighth place in ’55, spent $2,- 
466,889, as against $3,440,039 in 
"54. 

General Foods Corp. in ’55 dis- 
placed Chrysler Corp., with $1,- 

(Continued on Page 192) 


Announcement 
This is by far the largest issue 
Advertising Age has ever pro- 
duced, in terms of editorial con- 
tent, number of advertisers, num- 
ber of advertising pages, and 
dollar volume of advertising. 


By John Crichton 


New York, Feb. 22—In 1955, 66 giants of the 
agency business billed individually $10,000,000 
or more—the largest number of agencies ever 


reported in this bracket. 


In total this group—representing the titans | 


of the agency business—billed 


This compares with $2,194,400, 
over-$10,000,000 agencies in 1954, and it illus- 
trates graphically the tremendous growth of | 
these leaders of the agency business. 

How this group has grown is perhaps best 
shown by recalling that in 1945—just a short 


decade ago—there were only 26 


over-$10,000,000 bracket, and those 26 agencies 


billed $630,000,000. 


times as many 


$2,560,300,000. 
000 for the 60 


| 
agencies in the | 


New 4A’'s Standards 
Discussed by Gamble 


Association President 
Replies to 10 Questions 
Submitted to Him by AA 


New York, Feb. 21—Frederic R. 
Gamble, president of the American 
Assn. of Advertising Agencies, to- 
day told Apvertistnc Ace that in 
the future the Four A’s will ad- 
vise its member agencies to enter 
into written contracts with media 
in placing advertising. 

This will be one of the changes 
made in its Standards of Practice 
as a result of the consent decree it 
signed with the Justice Depart- 
ment on Feb. 1. Five publishing 
associations remain as defendants 
in the government’s anti-trust 
suit. 

Mr. 


Gamble announced this 


change in answering a series of 
questions submitted to him by AA. 

In his reply, 
Mr. Gamble em- 
phasized again 
that the consent 
decree should 
have little effect 
on the advertis- 
ing agency busi- 
ness, as it does 
not govern activ- 
ities of individual 
agencies. In fact, 
he reported that 
Four A’s mem- 
|bership is increasing and he pre- 
dicted that it will reach new highs 
jas a result of the settlement. 

Mr. Gamble said the revised 
Standards of Practice will contain 


(Continued on Page 8) 


F. R. Gamble 


Last Minute News Flashes 


FTC Charges Revlon with 


Allowance Discrimination 


WasuinctTon, Feb. 24—The Federal Trade Commission will file a 
complaint Monday charging Revlon Products Corp. with discrimi- 
nating among its retailers in granting promotion allowances. As part 


of a multi-city check, FTC found 


that, in Washington, for example, 


Revlon gave ad allowances to 26 of 118 dealers, and allowances ranged 
from 69% to 100%. Revlon is the fifth major cosmetics maker to draw 
an FTC complaint for violation of the industry code with respect to 


promotion allowances. 


Magnavox Buys Sentinel 


Radio Corp. 


Cnicaco, Feb. 24—Magnavox Co., Ft. Wayne, Ind., has purchased 
Sentinel Radio Corp., Evanston, Ill. The purchase price was not dis- 
closed. No decision has been reached on the status of Gourfain-Cobb 
& Associates, Sentinel agency. Foote, Cone & Belding is the Magnavox 


agency. 


Stowell Resigns at B&B; Successor Not Named Yet 


New York, Feb. 24—E. Esty Stowell, exec vp of Benton & Bowles 
and top man on the agency’s portion of the General Foods account, 


has resigned “for purely personal 


reasons and will take a long rest 


and then announce his plans.” B&B has not decided on his successor. 
(Additional News Flashes on Page 193) 


So, while there are about two and one-half 


agencies in this group as there 


were in 1945, their billings have quadrupled. 

The median billing for this group falls be- 
tween $21,000,000 and $21,200,000, down some- 
what from 1954, when the median was some- 
where between $22,000,000 and $22,400,000. In 
1953 it was $23,500,000; in 1952, $21,000,000. 

The way the median clings in this area is 
evidence, of course, that a large number of new 
agencies have found their way into the elite 
circle, thus offsetting the upward spiral in bill- 
ings for their larger competitors. 

A quick glance at the billings will show the 
following picture: 

There is one agency with more than $200,- 
000,000 in total billing; there are three with 


more ‘than $60,000,000, and all 
are approaching the $200,000,000 
mark. Of these four agencies, three 
have sizable international billing. 
All are headquartered in New 
York. 

Immediately below this group 
are three agencies in the $70,000,- 
000 to $100,000,000 bracket. None 
is headquartered in New York, 
only one has an international op- 
eration. One in this group has a 
major automobile manufacturer; 
another has just picked up some 
auto business (each of the big four 
has an auto account). 

Just below. this group are four 
agencies in the $60-$70,000,000 
range—three in New York, one in 
Chicago. One has an international 
operation, and all have automobile 
accounts. 


= In the next group, $50,000,000 to 
$60,000,000, are five agencies, 
three in New York, one in Detroit, 
one in St. Louis. Only one had an 
auto account in 1955; another add- 
ed an auto account early in ’56. 

In the next bracket are four 
agencies, all in New York, all bill- 
ing from $40,000,000 to $50,000,000. 
All are heavily in packaged goods; 
one had an auto account all during 
55, but lost it early in 56. 

In the $30,000,000 to $40,000,000 
bracket are eight agencies, four in 
New York, one in Cleveland, one 
in Chicago, two in Detroit. 

In the $20,000,000 to $30,000,000 
bracket are two Canadian agencies, 
two Detroit agencies, three New 
York agencies, and one Minneap- 
olis and one Chicago agency. 

Below this point the agency size 
groups become much larger, so 
that there are, for instance, 22 
agencies billing between $10,000,- 
000 and $15,000,000. 


= This is probably a good place 
to insert ADVERTISING AGE’s an- 
nual warning that billings figures 
are billings, not income. An agen- 
cy billing $50,000,000 has an in- 
come of $7,500,000, not $50,000,000. 
Billings are important only as a 
measure of the business placed for 
(Continued on Page 66) 
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As Critics Storm, 2nd Commercial 
British TV Station Hoists Sails 


Ratings Look Good, but 
TV Independents Suffer 
Money, Program Troubles 


|in commercial tv have resigned; 
talks are now in progress with the 
government for a grant of funds 
from the tax-paying public. 


® The bright spot transforming 
By Derek Jameson this gloomy picture is that com- 
BIRMINGHAM, ENGLAND, Feb. 21—| mercial tv—after four months’ 


Britain's second commercial tele-| operation—is leading customers to 
vision station opened here today in | the stores and outpacing the state- 
good time to bolster the sagging/run British Broadcasting Corp. in 
fortunes of the nation’s independ-| popularity, notwithstanding its 13- 


KEGS FOR KEGLERS—This poster is the second in a series illustrating 
Rainier beer’s slogan “There’s More Life to Rainier.” The series 
depicts popular pastimes and sports. Miller, Mackay, Hoeck & Har- 


ent tv structure. 
One of the enterprises behind) 
the first station in London is losing | 
money fast through lack of adver-| 
tising support, and the entire set- 
up is under fire, charged with poor 
taste, amateurish presentation and 
failure to raise artistic standards. 
Much of the criticism is ill-in- 
formed, but none could deny that) 
the new venture is engulfed in 
stormy weather. Some big names 


Modern Mergers Can 
Get Unmanageable. 
D&B Expert Warns 


New York, Feb. 22—The current 
wave of mergers among U.S. in- 
dustrial firms threatens to involve 
management in more “diversifica- 
tion” than it can handle, according 
to Roy A. Foulke, vp of Dun & 
Bradstreet. 

Mr. Foulke makes the point in 
“Diversification in Business Activ- 
ity.” a 37-page booklet on the his- 
tory and prospects of business 
mergers, consolidations and acqui- 
sitions. Dun & Bradstreet is the 
publisher. 

The post-World War II crop of 

(Continued on Page 183) 


Billings Omitted 


The billings of three agencies 
were omitted from the agency-by- 
agency rundown that begins on 
Page 66. They are: 


Wesley Associates, New York, 
billed $6,500,000 in 1955, compared 
to $5,480,000 in 1954. Billings on 
Sulton Inc. increased considerably. 
The agency also added Metlon 


Corp., Cox-Moore of England and 
Elastoner Chemical Corp.; it lost| 
the Sportsman division of John | 
Hudson Moore Inc. It has 45 em-| 
ployes. | 

| 


Hixson & Jorgensen, Los An-| 
geles, billed $6,141,308 in 1955, of | 
which $1,544,977 represented cap-| 
italized fees. In 1954 the agency 
billed $5,498,780, of which $1,374,- 
695 represented capitalized fees. 
During the year the agency added 
four accounts: Gladding McBean & 
Co.; O’Keefe & Merritt Co.; Weber 
Showcase & Fixture, and Fluor 
Corp. It lost two: Andersen’s 
Foods and Simple Simon pies. 
Media breakdown: Newspapers 
12.9%, magazines 11.9%, newspa- 
per sections 5.3%, radio 11.2%, 
television 19.3%, outdoor 13.6%, 
business papers 5.2%, farm publi- 
cations 6.4%, transit 2.5%, point 
of sale 8% and other 4%. It has 84 
employes in two offices and fore- 
casts a gain of 20% in '56 volume. 


U.S. Advertising Corp., Chicago, 
billed $2,200,000 in 1955; as Ewell} 


& Thurber Associates the agency | been active in the agency business | 


billed $7,338,348 in 54. (Ward Can-| 
aday and C. E. Rickerd purchased | 
contro! of the agency from James) 
Ewell and Hal Thurber and re- 
named the agency on July 1, 1955.) | 
Although it lost both Willys Motors 
and Wilson canned meats (except | 
Ideal dog food) late in 54, the bill- 
ing loss wasn’t really felt until 
1955. The agency added Quality | 
Chekd Dairy Products Assn. in| 
September. | 


year lead. 

Birmingham's new station, in 
the industrial and heavily popula- 
ted Midlands, is the first step to- 
ward network commercial tv cov- 
ering all Britain. For the first time 
commercial tv chiefs will be able 
to sell programs more than once, 
thus cutting costs all round. Com- 
mercials will also be used more 


| extensively. 


Next May will see a third station 
in operation at Manchester, in the 
north of England, and 60% of the 
population will be within the range 
of commercial tv by the end of the 
year. 


® An estimated 1,500,000 people 
saw the first programs from Bir- 
mingham. With a present range of 
some 35 miles, the station can reach 
the homes of 6,000,000 people. A 
lively ad campaign is in progress 
to persuade those able to pick up 
only BBC tv programs to convert 
their sets to receive the new 
“Channel Eight.” 

The first commercial seen by 
Midlanders was for Cadbury’s 
chocolate. Viewers were taken on 
a tour of its vast candy manufac- 
turing plant. 

Every available minute of ad- 
vertising time was sold on opening 
night—at a peak of £1,540 a min- 
ute, or about half the peak cost 
in London. Vaudeville, boxing and 
a gala ball were the highlights of 
the entertainment programs. 


® Government regulations in Brit- 

ain rigidly control commercial tv. 

The Independent Television Au- 
(Continued on Page 189) 
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Clarance Hatch Jr. 


Hatch Leaves Kudner 
to Become Exec VP 
of Campbell-Ewald 


Detroit, Feb. 21—Campbell- 
Ewald Co. has elected Clarance 
Hatch Jr. exec vp and a member of 
its executive committee, effective 
March 5. 

Mr. Hatch resigned as senior vp 
of Kudner Agency, New York, to 
return to Detroit, where he has 


for the past 25 years. 
His first position in advertising 
was with Chrysler Corp. He joined 


|Campbell-Ewald Co. in 1929 and 


was one of the original group that 
formed D. P. Brother & Co. in 1934. 
Mr. Hatch was named creative su- 
pervisor on the Oldsmobile account 


|in 1936 and later became exec vp 


of the Brother agency, the position 
he resigned to join Kudner last 


August (AA, Aug. 22, 55). 


tung, Seattle, 


is the agency. 


Cuicaco, Feb. 21—E. Geoffrey 
Circuit, director of advertising and 
public relations of Hart Schaffner 
& Marx, today strongly criti- 
cized the men’s and boys’ wear in- 
dustry for failing to advertise and 
promote its merchandise. 

Speaking at the 38th annual con- 
vention of the National Assn. of 
Retail Clothiers & Furnishers, Mr. 
Circuit deplored the industry’s at- 
titude toward advertising. He rec- 
ommended that men’s and boys’ 
clothing stores plan to invest be- 
tween 4% and 5% of planned sales 
in advertising and publicity this 
year. 

Although he said that there is 
nothing basically wrong with the 
industry, Mr. Circuit said he 
thought there is a lack of com- 
petitive spirit, and a lack of confi- 
dence in the industry’s ability to 


To Un-Crown 7-Crown? 


Drive Aims at 
Top Blend Spot 


New Shipping Case, New 
Bottle Part of 3-Year 
Merchandising Drive 


| New York, Feb. 21—Schenley 
Distillers Co. is introducing a new 
bottle and label for Schenley 
Reserve and has planned a three- 
year multi-million dollar pro- 
|gram, “the most extensive adver- 


@ \tising campaign ever seen in the 


liquor industry,” aimed at gaining 


) | first place in the blended whisky 


market for Schenley Reserve. 
More than $100,000,000 has been 
spent in the past 22 years to pro- 
mote Schenley’s familiar amber 
glass, black label package. The de- 
cision to replace it with a new, 
distinctively shaped clear glass, 


company’s “Golden Age of Ele- 
gance” drive which began more 


observe the elegance of its con- 
tainers will conclude that the 


ity,” the distiller stated. 


middle of March. Exact dates in 
individual markets will depend on 
the speed with which distribution 
is achieved. The campaign includes 
20 color newspaper ads, plus sup- 
plementary space. Magazine ad- 
vertising is slated for April issues 
of Céllier’s, Cue, Life, Look, The 
New Yorker and True. 

Extensive outdoor and trans- 
portation advertising also is 
planned, plus a “massive” business 
paper campaign using large space 

(Continued on Page 189) 


Schenley Reserve 


white label package is part of the| 
than a year ago. “Customers who} 


whisky is of the same high qual-| 


s A concentrated eight-weeks in-| 
troductory campaign is slated to} 
launch the new blend about the| 


NARCF Speakers Attack Weakness of 
Advertising in Men’s Apparel Industry 


|capitalize on “unparalleled” sales 
|opportunities. He said the industry 
must advertise more and more 
often in order to compete success- 
fully for its share of the consumer’s 
| dollar. 


. “So it seems when you look at 


}our sorry, sick, sad, spindly-sized 
jyearly advertising investment,” 
| Mr. Circuit said. “This spectacle of 
weak-sister under-promotion— 
both by manufacturers at the na- 
| tional advertising level and by re- 
tailers at the local advertising level 
—is perhaps at once our biggest 
problem and our biggest oppor- 
tunity.” 
| Mr. Circuit asked why retailers 
were spending less for advertising. 
“Why—in the face of the great- 
est number of potential customers 
|of all time, earning the greatest 
| real income of all time—do most of 
jus in this industry go on, season 
| after season, actually reducing the 
| amount of advertising that we put 
| behind our selling efforts?” he de- 
| manded. 
| In showing the relationship of 
advertising to sales, Mr. Circuit 
| discussed the following points, the 
results of three surveys: 


|@ Local men’s wear specialty stores 
| actually decreased their newspaper 
|advertising space in 1954 by 3.5% 
below 1951 and 8.8% below 1947. 
Total sales of the same stores for 
|’54 were a fraction of 1% below 
/1951 and 1.2% below the ’47 total. 


|@ Local men’s wear departments 
lof department stores increased 
their local ad linage in 1954 by 
2.6% over 1951, and by an aggres- 
|sive 23.4% over 1947. Total sales 
|of the departments were up in ’55 
| by 13% over ’51 and by 14% over 
"47. 

| 

|e Shoe stores stepped up their 
‘newspaper promotion in 1954 by 
7.2% over 1951 and 10.2% over 
1947. Shoe stores’ sales for ’54 in- 
lereased by 8% over 51 and by 
|26% over '47. 


theme of a lunch meat promot 
cluding a color spread in the May 
by Visking Corp., maker of cellu- 


lose sausage casings. Weiss 
Geller, Chicago, is the agency. 


scheduled to start May 1 and in- | 


7 Life. The promotion is sponsored 


Advertising Age, February 27, 1956 


Senate Unit Will 
Seek Anti-Trust 
Slant on Networks 


Commissioners Tangle 
on De-Intermixture as 
Senators Cite Plotkin 


| WasuIncTon, Feb. 23—The Sen- 
ate commerce committee pounded 
|away at the Federal Communica- 
tions Commission’s chain broadcast 
rules this week and decided to call 
top officials of the Department of 
Justice to discuss whether or not 
tv networks violate the anti-trust 
laws. 

Focal point of the anti-trust is- 
sue was established when the com- 
mittee’s counsel, Kenneth Cox, 
demanded to know whether FCC 
has considered the legality of net- 
work “must buy” policies. 

“Isn’t this a collective refusal 
to deal, conflicting with the Su- 
preme Court’s decision in the mo- 
tion picture cases?” Mr. Cox de- 
manded. 

The option rules were generally 
defended by FCC members, though 
Commissioner John Doerfer con- 
ceded some modification might be 
necessary. He warned: “The pub- 
lic likes networks. Be careful not 
to throw the baby out with the 
water.” 


® The anti-trust issue climaxed a 
day and a half of grilling of the 
seven FCC commissioners as the 
commerce committee prodded for 
action to encourage construction of 
more tv stations. 

Commissioner Rosel Hyde, who 
was eloquent in picturing the im- 
mediate need for more stations, 
joined in the defense of option 
time, pointing out that advertisers 
and networks need assurance that 
they will get on the air. 

He conceded that National 
Broadcasting Co. and Columbia 
Broadcasting System occupy so 
much of the best time in top mar- 
kets that American Broadcasting 
Co., national spot and local adver- 
tisers are at a serious disadvan- 
tage. 

Instead of advocating action 
against CBS and NBC, however, 
he called for steps to create more 
stations. 

Fresh from five days of confer- 
ences with agencies, talent and 
networks, he contended ample ad- 
vertising is available to support 
more stations. 


® In his opinion, the major stum- 
bling block is the failure of FCC 
(Continued on Page 186) 


San Jose Market Slighted 
in Retail Sales Growth 

The story in last week’s issue 
of ADVERTISING AGE, calling atten- 
tion to the standard metropolitan 
areas which had increases in re- 
tail sales of 50% or more between 
|the 1948 and 1954 censuses of 
| business, did not mention San 
| Jose, Cal., although it should have 
done so. 

San Jose showed an increase of 
66% in total retail sales for the 
| six-year period. Its 1948 total was 
| $279,967,000, while its 1954 total 
was $464,634,000. 


\JWT Names Weaver in L. A. 
| George Weaver, director of 
| media research of Foote, Cone & 
Belding, Los Angeles, has been 
| appointed media director of J. 


HUNGRY?—“Quick ’n Fun” is the} Walter Thompson Co., Los Ange- 


|les, effective March 12. He has 
been with FC&B for 14 years. 


‘Miami News’ Names Agency 

The Miami Daily News has ap- 
pointed Harris & Whitebrook Ad- 
vertising, Miami Beach, to handle 
its advertising. 
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Merchants Oppose 
N.Y. Crackdown on 


Retail Financing 


ALBANY, Feb. 22—Fears that pro- 
posed amendments to New York’s 
retail instalment sales act would | 
stifle purchases by lower income | 
groups were voiced at a public 
hearing Tuesday. 

“This bill goes too far,” former 
State Senator George R. Fearon of 
Syracuse told the joint codes and 
judiciary committees over which 
Sen. Williamson of New York City 
presided. 

“The legislature isn’t going to do 
anything to make it more difficult 
for the man who needs to finance 
the purchase of a second hand 
car,” he predicted. 

“We are satisfied to be regulated 
—but be practical.” 


® The proposed legislation elim- 
inates “small type” in instalment 
contracts, requires contracts to be 
filled out before signing, regulates 
sales at retail of goods under $3,- 
000 and fixes credit for service 
charges. 

It also repeals special provisions 
for conditional sales contracts and 
chattel mortgages involving goods 
selling under $1,500. 

Clifford A. Allanson, executive 
manager of the New York State 
Council of Retail Merchants, said 
the law would have a major im- 
pact on 1,000,000 small retailers in 
the state. 

He objected to the 10-day notice 


required before a seller may re-|, 


possess an item from a customer, 
claiming it would only serve to 
give the customer time to hide. He 
also opposed the forfeiture of car- 
rying charges by the seller if an 
error is discovered in the instal- 
ment contract after it is 60 days 
old. 

“A $50 limitation on repos- 
session charges is a defect of this 

(Continued on Page 182) 


Parker Ericksen 


Parker Ericksen 
Resigns as Exec VP 
of Crosley-Bendix 


CINCINNATI, Feb. 21—Parker H. 
Ericksen, exec vp of the Crosley 
& Bendix home appliance division 
of Aveo Mfg. Corp., has resigned. 
He has held the position since Sep- 
tember, 1954. 

The resignation becomes effec- 
tive Feb. 29. No reason was given 
for the resignation but a company 
spokesman told AA that the resig- 
nation was accepted “reluctantly” 
and that the parting was a friendly 
one. Mr. Ericksen indicated he has 
no definite future plans, other than 
an extended vacation in Florida. 

A successor has not been named. 
An Aveo official said there was no 
connection between Mr. Ericksen’s 
decision to leave and the shift of 
the appliance advertising account 
from Earle Ludgin & Co., Chicago, 
to Compton Advertising, New 
York (AA, Feb. 20). 

Mr. Ericksen had been with 
Bendix since 1937. Formerly he 
was an Avco vp and general man- 
ager of appliances for Crosley & 
Bendix. 


66% of Market... 


“55 Was a Big 
Sales Year for 
25 Top Brewers 


Cuicaco, Feb. 23—The nation’s 
leading brewers did very well in- 
deed last year, according to figures 
issued by the National Beer Whole- 
salers Assn., in cooperation with 
Brewers Journal. 

According to the NBWA figures, 
the 25 top-selling brewers of last 
year moved a total of 56,008,895 
barrels of beer in 1955, compared 
with 52,026,532 bbls. the year be- 
fore. This gain of nearly 4,000,000 
bbls. compared with a sales in- 
crease of 1,682,000 for the industry 
as a whole; it suggested that the 
rest of the industry suffered a sales 
loss of around 2,300,000 bbls. 

Share of market figures bear this 
out: The top 25 brewers accounted 
for 66% of U.S. beer sales last 
year. In 1954 the same brewers 
(some of whom were not among 
the top 25 then) sold 62.5% of the 
beer. 

Within the elect circle of the 
top 15 brewers there was also an 

(Continued on Page 189) 


Chilton Co. Purchases 
‘Butane-Propane’ and 


Gas’ from Jenkins 


PHILADELPHIA, Feb. 21—Chilton 
Co. has purchased from Jenkins 
Publications Inc., Los Angeles, two 
of its publications—Butane-Pro- 
pane News and Gas—and its tech- 
nical book divisions, effective with 
June issues. Both publications 
have national circulation. 

Although no purchase price 
was announced, it was estimated 
that about $1,000,000 was involved. 
The sale does not include Western 
Metals, which Jenkins will contin- 
ue to publish. 

Robert A. McKenna, a Chilton 
director and publisher of Hard- 
ware World (San Francisco) and 
Distribution Age (Philadelphia), 
will add supervision of the two 
publications to his duties. 


s According to Mr. McKenna all 
present personnel will be retained, 
although he will serve as publish- 
er of Butane-Propane News until 
someone is named to that post, now 
vacant. Jay Jenkins, head of Jen- 
kins Publications, will be associ- 
ated with Chilton in a consulting 
capacity on the two publications 
he sold. 

The purchase did not include the 
Jenkins Publishing Bldg. at 198 S. 
Alvarado. Chilton has leased the 
major part of the space in this 
building and will not move the 
editorial, business or promotion 
offices of the two publications. 
Western Metals also will continue 
publishing at that address. 


BIG BUG—Velsicol Chemical Corp., 

Chicago, is using farm publications 

to promote Heptachlor, a soil in- 

secticide. The “Big Bug” campaign | 

started earlier this month and will 
run through April. 


Gruesome Pest 
‘Dramatizes’ Ads for 


Velsicol Insecticide 


Cuicaco, Feb. 21—One of the 
most frightening illustrations ever 
used to adorn an advertisement is 
being used in its current campaign 
by Velsicol Chemical Corp. as a 
means of dramatizing to farmers 
their need for the company’s Hep- 
tachlor. 

Ads in the “big bug” campaign 
more closely resemble ads for a 
horror movie than for a crop in- 
secticide. The top half of each ad 
features a forbidding picture of a 
corn root worm (magnified thou- 
sands of times) chewing up a corn 
stalk. To the left of the bug 
in large red, dripping letters is the 
suggestion, “Kill.” Copy tells the 
benefits of Heptachlor and how to 
use it. 

“We think this is the first time 
that ads for insecticides have been 
so dramatized,” David L. Howlett, 
of Western Advertising, which has 
the account, told AA. “An artist 
using a microscope drew a bug in 
action. The ads are designed to 
bring the message of crop loss and 
insect damage more forcefully to 
the attention of the farmer.” 


s L. E. Carls, ad manager of Vel- 
| Sicol, and Western Advertising 
| prepared the ads and other promo- 
|tion material for the campaign. 
Ads began this month and will run 
in March and April in lowa Farm 
& Home Register, Nebraska Farm- 
er, Prairie Farmer, Wallaces’ 
Farmer and Weekly Star Farmer. 

In addition, the company has 
furnished dealers with four educa- 
tional booklets on soil insects, as 
well as with wall posters and win- 
dow streamers featuring the “big 
bug,” and mats. Velsicol also is 


| bellion, quietly hatched 
| Francisco by Guild, Bascom & Bon- 
| figli and its client, Ralston Purina 
| Co., St. Louis, will be announced 
_|March 2. Meanwhile it already is 
>) | out of the shell on grocers’ shelves, | 


using two direct mail pieces. 


|*No One Likes the Premium’... 


| Ralston Purina Drops 


All Boxtop Premiums 


After 20-Plus Years, 
Cereal Maker Abandons 
‘Bribery’ of Consumers 


Feb. 23—A re-| 
in San) 


SAN FRANCISCO, 


threatening to make obsolete such | 
merchandising gimmicks as “space | 
helmets,” “fission guns,” “sheriff | 
badges” and “atomic rings.” 
Without fanfare, GB&B, noted 


Census Bureau | 
Embarks on New | 
TV Set Enumeration 


WASHINGTON, Feb. 21—Census | 
enumerators set out this week to. 
make a new estimate of the num-| 
ber of tv sets in use. The study 
updates a similar count which was | 
carried out by the bureau in co-| 
operation with the Advertising| 
Research Foundation last June. 

The tv question is added to the 
regular list of questions which are 
used by the bureau’s nationwide 
staff in its monthly study of em-| 
ployment and unemployment. 

When the results are tabulated, 
they will furnish information 
about the number of households | 
which have sets and the number | 
of sets per household. Statistics | 
will be published for the country 
as a whole, for the urban and 
rural parts of the country and for 
groups of cities classified by size. 
Statistics will not be available for 
individual states. 

At the time of the June, 1955 
survey, Census found that two- 
thirds of the nation’s 48,000,000) 
households had sets, compared 
with one in eight at the time of the 
housing census of 1950. 


‘for its “off-beat” 


—ss 


Rice 
CHEX 


LOOK, MA, 


NO PREMIUMS 
: In this box you'll find no 
trading cards, space 
ships, fission guns. Noth- 
ing that rips, roars, or 
rolls, goes sh-boom or 
even pitit... 


No Venetian poison 


: rings, slave braceletspumem 
' car jacks 
Y 


6 take pride in bring- 
ing you the yummiest 
ready-to-eat cereal you 
can buy. Why should 
you be bribed to eat it? 


MUNCHABLE—-This telescoped box 

panel was used by Ralston Purina 

to proclaim its abandonment of 

|premiums as a merchandising de- 
vice for iis cereals. 


campaigns, has 
taken Ralston Purina completely 
out of premium merchandising, 
after more than 20 years of exper- 
ience as premium users. 

What’s more, although the na- 
tion’s moppets may be heart-brok- 
en, the Moms and Pops who buy 
Ralston’s Rice Chex or Wheat Chex 
like the idea. 

The idea of eliminating premi- 

(Continued on Page 183) 


‘Benevolent Monarch’ General Moiors 
Haunts Independent Auto Paris Men 


Dealers Feared to 
Testify for Congress 
Unit, Says NSPA Speaker 


San Francisco, Feb. 22—The 
ghostly presence of General Motors 
haunted the 32nd annual meeting 
of the National Standard Parts 
Assn. here this week. 

Whatever fears the association’s 
members (350 makers and 2,500 
wholesalers of automotive replace- 
ment parts, tools, etc.) have about 
GM were summed up by the ques- 


Travel industry isn’t meeting com- 
petition for consumer dollar, 
Nelson says 

Canada needs more people, 
head of lumbermen’s’ group 
says 

Political battles in marketing 
fields during ’30s accomplished 
little, new book asserts Page 28 

Newsprint consumption in Janu- 
ary, 56, tops last year ..Page 28 

Two agencies will serve merged 
West Coast banks ....Page 32 

Bedell’s ad effectiveness formula: 
AE = P (II x SEx A) t + Ft 


Highlights of This Week's Issue 


Pabco coordinated merchandising, 
ads to make its drive a suc- 
cess 

Tv film commercial business 
reached $25,000,000 in ’55: “Ross 
Reports” 

Radio men should establish them- 
selves in community, Eldon 
Campbell says 

Canadian department stores had 


top year in 1955 ...... Page 50 
Robert Hall stores bow in 
Los Angeles with saturation 
a a er ee Page 56 


Imagination is needed to increase 


consumer buying, Ben Donald- 


son says 
American business should use 


domestic os methods | 
abroad, adclub told ....Page 148 | 
Frozen food industry is eager to) 
freeze as many foods as pos-| 


WE + tunnas c+ 8aedtiwss Page 140 
REGULAR FEATURES 
Advertising Market Place€ ..0.......6.. oa 
Coming Comventions ...........cnn 165 
Editorials 12 
Getting Personal 16 
Obituaries 150 
Photographic Review ooocccccccccmnns 190 
Rough Proofs nr 
This Week in Washington .................. 147 
Voice of the Advertiser 134 


What They're Saying 


Meee eaner een eeeereenesensnererees 


tion asked them by Joseph W. 
Burns, chief counsel and staff di- 
rector of the Senate anti-trust and 
monopoly subcommittee: 

“If General Motors could elimi- 
nate a competitor which was big 
enough to have $50,000,000 of sales 
annually, what can it do to you?” 

He added: “General Motors 
went into the locomotive industry 
in 1934 and now contzols 75% of 
the production, having practically 
eliminated from the market some 
of its major competitors. In the 
industry, General Motors has ob- 
tained 80% of the production and 
has eliminated such formidable 
competitors as White Motor Co., 
ACF-Brill and Twin Coach.” 


= Mr. Burns stressed that he was 
speaking as an individual and not 
as a representative of the Senate 
subcommittee. 

Speaking of the anti-trust laws, 
|Mr. Burns said he has concluded: 
“First, the remedies and penalties 
of the anti-trust laws have largely 
been ineffective in eradicating the 
effect of the practices which have 
been held to be unlawful them- 
selves; second, the laws themselves 
are inadequate to maintain the 
kind of competitive society which 
we have believed to be desirable.” 

Referring to the automobile in- 

(Continued on Page 182) 
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Improve Services 


to Advertisers, 
Dailies Are Urged 


HARRISBURG, PA., Feb. 22—News- 
papers were advised to educate 


advertisers as to their functions| 
as media, and to use—and tighten 
—their acceptance and billing pro- 


cedures, at the joint conference 
of the Pennsylvania Newspaper 
Publishers Assn. and the Inter- 
State Advertising Managers Assn. 
here last week. 

Harry B. Campbell, advertising 
manager of American Stores, told 
the group his company spends $6,- 
400,000 a year in advertising, 65% | 
(or $4,100,000) of it in newspapers. | 
Newspapers get about as much as 
American Stores’ stockholders, 
since the 1% budget on which the 
chain operates is about equal to 
its net, and two-thirds of the net 


81% are in 


their own magazine . . 


292,321 corporate officers or titled executives 
pay for and read THE ROTARIAN. 


or business 


19% are in the 
and 90% buy material, equipment, supplies 
or services for their firms. 
Reach these men‘effectively and economically through 
E ROTARIAN. 


| as possible, he said, because of|/ 


goes to stockholders, just as two-| 
thirds of the advertising budget 
goes to newspapers, he said. 

Mr. Campbell reported that his 
company is confronted with almost 
daily increases in advertising rates, 
but he said, “We are not in posi- 
tion to expand our advertising 
| budget.” The company feels com- 
| pelled to keep its prices as low | 
publicity about the disparity be-| | 
tween farm prices and retail food} 
prices. He cited as a second reason | 
the necessity for engaging in the| 
retail trading stamp battle. 

DAVID PORTER, who resigned as vp 
and advertising manager of Cos- 
mopolitan in December (AA, Dec. 
5, 55), has been named manager 
of national sales of Screen Gems. 


® Mr. Campbell asked specifically 
that newspapers (1) give adver- 
tisers a clear picture of the areas 
they cover, (2) furnish advice 
about copy preparation with a 
view to keeping rates down, (3) 
position ads with consideration, 


manager, Ellwood City Ledger, 


322,138 Average Tota! Net Paid ABC June, 1955 


(4) proofread ads before sending | 


them to advertisers and (5) run 
training courses for new people in 
advertising. 

William C. Brophy, advertising 


told the group about the use of 
r.o.p. color on a small daily, which 
he believes is responsible for the 
increased volume of national ad- 
vertising in his newspaper. He re- 


ported the minimum size of a color 


es 


JUST USABLE FACTS ABOUT IOWA anp 
THE DES MOINES SUNDAY REGISTER 


1,920,000 people in Iowa 15 years of age or more. 


1,31 0,000 readers of The Des Moines Sunday Register—or more than 68 


out of every 100 


980,000 Iowans—74%—do not read any other Sunday newspaper—includ- 
ing 66% of urban readers of The Sunday Register, and 82% of its rural readers. 


87 % of reader-households have The Sunday Register delivered to their homes. 


Iowans. 


2.6 people, on the average, read each copy. 


7 0.6% of urban dwellers read The Sunday Register. There are 380,000 
readers in cities of 25,000 and over; 260,000 readers in towns of 2,500 to 25,000. 


66.4% of rural dwellers read it. There are 270,000 readers in towns under 


2,500; 400,000 readers in open country. 


80% of all readers are married. 70% own their own homes. 70% have families 


of three or more 


The Sunday Register goes to 82% of all lowa’s upper and upper- 


members. 


middle income families. 


75% of people age 15 to 24 are readers. 73% of people age 25 to 34 are readers. 
71% of people age 35 to 44 are readers. 67% of people age 45 to 54 are readers. 


One more important fact: It takes editorial integrity to earn the reader confidence that 
these figures reveal. The Des Moines Sunday Register gives full, unbiased coverage of 
local, national and international news... 


freedom of thought and expression for all. 


The facts stated above are reported in “A Study of the Des Moines Sunday Register 
Audience in lowa,” by the Advertising Research Foundation. 


THE DES MOINES REGISTER anv TRIBUNE 


.--an “A” Schedule Newspaper in an “A-1” Market 
GARDNER COWLES, President 


Represented by Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


it recognizes, believes in and encourages 


ad is 1,000 lines in the Ledger, but 
local advertisers may run smaller 
units if a national ad is scheduled. 

The deadline for color is from 
three to seven days, he said, but 
the Ledger has handled spot color 
as little as a day in advance. But 
additional time permits sale of ad- 
ditional space to local advertisers, 
he emphasized. 

At one time colors cost 25%, 
3344 % and 50% for each additional 
color, but national advertisers now 
are charged $35, $50, $70 in addi- 
tion to black. Local advertisers pay 
$25, $40 and $60. 

At first the Ledger charged con- 
tract rates to local advertisers. Now 
it charges open rate for all color 
ads plus added charges for color. 


Shrout Opens New Agency 

James E. Shrout has opened a 
new agency, Shrout Agency, at 
400 W. Madison St., Chicago. Mr. 
Shrout first entered the Chicago 
agency field when he founded 
Shrout Associates in 1947. The 
agency was incorporated in 1953 
as Saunders, Shrout & Associates. 
Mr. Shrout resigned as vp and 
treasurer of the latter company in 
August, 1955, to begin organizing 
his new agency. Helmco Inc., 
Crown Rheostat & Supply Co. and 
Offner Electronics Inc., all Chi- 
cago, are among the clients of the 
new agency that previously were 
serviced by Mr. Shrout. 


Advertising Age, February 27, 1956 


|New Publication 
Aims to Halt Dip 


| in Newsstand Sales 


New York, Feb. 21—Reader’s 
Guide—What’s New and Best on 
the Newsstand, a leaflet published 
by Newsdealer, will bow Feb. 27, 
as a new venture to stimulate 
newsstand sales. Initial distribu- 
tion in the U.S. and Canada will 
be 1,500,000 copies, according to 
Roger Damio, editor of Newsdeal- 
er. Of this total, 125,000 copies will 
be distributed in Canada. 

The four-page leaflet, 3%4x9%4”, 
a two-color offset job, will be is- 
sued monthly, in the last week of 
each month. It will carry no adver- 
tising in the conventional sense, 
Mr. Damio said, but publishers will 
pay for notices about their pub- 
lications at a base rate of $300 for 
nine lines, or $150 for four lines 
one time. 

Distribution will be through 
wholesalers, who buy copies in 
minimum lots of 2,500 for $1. 
Wholesalers, in turn, will distrib- 
ute copies to retailers and news- 
stands without charge. Retailers 
will give away the leaflets to cus- 
tomers. 


s There has been an alarming fall- 
off in newsstand sales over the past 
year or more, Mr. Damio said. 

The new leaflet is an attempt to 
win back readers. Everything 
practicable will be done, he said, 
to give readers concise, easy-to- 
read information about what’s new 
in newsstand reading matter. 

Publishers of a score of titles, he 
said, are participating. These in- 
clude, he said, American Home, 
Coronet, Cosmopolitan, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, Look, McCall’s, Reader’s 
Digest, Science & Mechanics, Sev- 
enteen, True and Time. 

In addition, he said, Bell Rec- 
ords and several pocket book 
publishers are supporting the new 
leaflet. 


Gore Gets Art Books Only 

AA recently reported that Rein- 
hold Publishing Corp. had ap- 
pointed Chester Gore Advertising 
to handle its book division (AA, 
Feb. 13). Actually, the Gore agen- 
cy was appointed to handle only 
Reinhold’s art and architectural 
books. Waterston & Frisch contin- 
ues to handle the company’s tech- 
nical and scientific books. 


MEN’S STORES KNOW 


HOW BEST TO SELL BUFFALO'S MEN! 
ed 


WOMEN’S STORES KNOW 


HOW BEST TO SELL BUFFALO'S WOMEN! 


3 
’ BOTH 


WOMEN’S-WEAR STORES 
Daily... ..++++++1,634,930 lines 
Sunday. eeeeeeeee +636,661 lines 


S| POR 


RESULTS 
BUFFALO ‘ 


PLACE THEIR 


GREATEST DAILY LINEAGE 
in the COURIER-EXPRESS 


. and use additional space Sund 
swelling the ind still further 


1955 COURIER-EXPRESS 


MEN’S-WEAR STORES 


Daily... ..+++++++878,222 lines 
Sunday. «...++++++126,300 lines 


Use the Morning Courier-Express to get 


BUFFALO COURIER-EXPRESS 


Representatives: Scolaro, Meeker & Scott 


Pacific Coast: Doyle & Hawley 
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What finally 
separates the men 


from the boys 


is size! 


, oe 
10— ##— TOTAL CIRCULATION 
be 3 Circulation Source: 
THIS WEEK — combined ABC averages ended 9/30/55 for 35 newspapers 
Other magazines — ABC average ended 6/30/55 
S.£.P.— circulation base 


on 
a . 4 "i 
This Week ye 
MAGAZINE 3 
$ ; § 
‘ Te: Pr - i. 
AMERICA'S LARGEST FAMILY MAGAZINE wes * e i me eS - 
Reap By 11,000,000 Famiuies Every SUNDAY : . — — as. = 
THIS WEEK LIFE S.E. POST LOOK COLLIER’S 


11,040,023 5,655,473 4,650,000 4,076,869 3,732,304 
SHARES THE POWER AND PRESTIGE OF THESE 35 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun - The Birmingham News - Boston Sunday Herald - The Charlotte Observer - Chicago Daily News - The Cincinnati Enquirer 

Cleveland Plain Dealer - The Dallas Morning News - Des Moines Sunday Register - The Detroit News - The Houston Post - The Indianapolis Star 

The Jacksonville Florida Times-Union - Los Angeles Times - The Memphis Commercial Appeal - Miami Daily News - The Milwaukee Journal - Minneapolis Sunday Tribune 
New Orleans Times-Picayune-States - New York Herald Tribune - Norfolk Virginian-Pilot and Portsmouth Star - The Philadelphia Sunday Bulletin 

The Phoenix Arizona Republic - The Pittsburgh Press - Portland Oregon Sunday Journal - Providence Sunday Journal - Richmond Times-Dispatch 

Rochester Democrat and Chronicle - St. Louis Globe-Democrat - The Salt Lake Tribune - San Antonio Express and Sunday News - San Francisco Chronicle 

The Spokane Spokesman-Review - The Washington Sunday Star - The Wichita Sunday Eagle 
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in the world! 


Of the field! . 


Pioneer 


McCREADY PUBLISHING 
71) W. 23rd St. WY. 10 


INFORMATION! 


HEADQUARTERS FOR TOY MARKET 


Stanfield Lid. Names Three 
Harold F. Stanfield Ltd., Mon- 

treal, has appointed Bart Wake- 

field an account executive, James 


| Buchanan group art director and 


William Hodapp director of the 
radio and tv department. Mr. 
Wakefield formerly was an ac- 
count executive of Foster Adver- 


| tising Ltd., Young & Rubicam and 
|Foote, Cone & Belding. Mr. Ho- 
dapp, who recently completed a 
| project 
|gramming for Alfred P. Sloan 


in experimental tv pro- 


| Foundation, has produced tv pro- 
| grams for NBC and CBS and has 
been a consultant for Twentieth 
Century Fund, Rinehart & Co. and 
the Educational Radio & TV 
Center. 


Frank Voss Joins Dana 

Frank J. Voss, formerly general 
manager of WRAW, Reading, Pa., 
has been named public relations 


manager of Dana Corp., Toledo, | 
manufacturer of parts for the au-| 


tomotive and allied industries. 


JEFFERSON STANDARD BROADCASTING COMPANY 


CHARLOTTE, N.C, 


| 426.mU 


| 


| 


'D. EDWARD WESTON JR. has been 
named general manager of the 
new television receiver department 
formed last week by Hotpoint Co., 
Chicago (AA, Feb. 20). Mr. Wes- 
ton formerly was manager of radio 
and tv marketing of General Elec- 
|tric Supply Co., Bridgeport, Conn. 


House Hears 
Criticism of 
Mail ‘Abuses’ 


WASHINGTON, Feb. 22—A House 
post office subcommittee will be- 
gin hearings Monday on proposals 
for legislation to tighten up on the 
“mailability” of many kinds of 
merchandise which are distributed 
through the postal system. 

While subcommittee members 
are particularly concerned with 
|obscene material, Rep. John Dowdy 
(D., Tex.), the subcommittee 
chairman, also has been criticizing 
“unsolicited articles” and requests 
|for contributions. 

| In a speech on the House floor 
| yesterday, he said that all over the 
country post office patrons are be- 
ing flooded with unsolicited articles 
coupled with requests for payment. 

Unsuspecting citizens who un- 
wittingly pay for some of the items 
find themselves placed on a “pre- 

| ferred” list. This causes them to 
| be bombarded with a still greater 
volume of this material, he said. 
| Other patrons, who do not pay 
|for the items—which in most in- 
|Stances are “over-priced and of 
| cheap, shoddy materials,” are often 
|harassed by dunning letters, he 
| added. 


® He _ specifically mentioned 
“stamp sales organizations” and 
“book and record sales groups” 
which “refuse to cut off orders 
brought about by misleading state- 
ments contained in advertise- 
ments.” 

Rep. Dowdy said his subcommit- 
tee is particularly concerned about 
the flood of “filth” passing through 
the mail because of a “technicali- 
ty” which prevents the Post Office 
Department from inspecting the 
contents of sealed first class mail. 
He appealed for assistance from 
members of Congress and the pub- 
lic. 


GE Reorganizes Turbine 
Marketing Structure 

General Electric Co.’s_ large 
steam turbine-generator depart- 
ment has realigned its marketing 
structure, adding three marketing 
operations: pricing and contract 
policy, product service, and the 
marketing office. Along with the 
realignment, GE appointed Charles 
E. Kilbourne manager, marketing 
research and product planning. 
Mr. Kilbourne has been acting 
manager since mid-1954. 


It’s a great feeling 


without losing one’s shirt. This 
is the object of our before-and- 
SAY P after booklet. Get it .. .it’s free. 
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r— Everything’s New in New Orleans 


$225,612,000 in New Building 


New homes, new construction everywhere. In 1955 
dollar volume in contract awards totaled $225,612,000, 
according to Dodge Reports—29% over 1954, with resi- 
dential construction at almost $104 million. Pictured here 
is Aurora Gardens located across the river—in an area 
where developers have built 1100 homes, and will build 
1200 more, as well as a $25-million, 60-acre shopping 


New downtown bridge, crossing the Mississippi. In left of picture you 
see Pier 1 of the new river bridge, which will be completed in 1957 at a 
cost of $59 million—typical of large, new public works broadening this big 
market, among them a new causeway spanning Lake Pontchartrain. 
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Che Cimes-Picamune 
NEW ORLEANS STATES 


Represented Nationally by JANN & KELLEY, Inc. 


aa 


center, with everything, up to and including an all- 
weather swimming pool. The Census of Business report- 
ed retail sales in the metropolitan area at $762,523,000 
in 1954—a 38 per cent gain over the 1948 figure, typical 
of the way things are burgeoning in this prosperous, 
changing market best sold by The Times-Picayune New 
Orleans States, which published better than 52 million 
lines of advertising in 1955. 


zone, for instance, 


Circulation: 
Daily 280,747 
Sunday 278,886 


A.B.C. Publisher's Statement 
6 mos. ending Sept. 30, 1955 


New manufacturing plants, like this one of the 
Delta Match Company, near Kenner. Port-rich 
and oil-rich New Orleans continues to attract new 
industry—and new payrolls. Employment was 
last reported at some 306,000 workers, the high- 
est it’s been since December of 1952. : 


New store for Sears, located at Gentilly Woods— 
typical of large shopping center developments in 
New Orleans. Suburban areas, outside New Or- 
leans, accounted for 13 per cent of retail sales in 
the metropolitan area. Sold, too, by The Times- 
Picayune States—which is read by 87% of per- 
sons in East Jefferson parish area of A.B.C. city 
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New 4A’s Standards 
Discussed by Gamble 


(Continued from Page 1) 


the following new section: 
“a. 


sion Acts. 


“b. The advertising agency|*there will be more written and 
should not knowingly fail to ful- specific contracts between adver- 


fill all lawful contractual commit- 


ments with media.” 


And the revised Qualifications |™ 
for Membership will contain this | 


section: 
“a. The advertising agency 


should conform to its agreements | tual protection and less risk of 


with media. 

“b. No applicant agency should 
be deemed worthy of membership 
who has failed to fulfill its law- 
ful contractual commitments.” 


s Under the terms of the consent 
decree, the Four A’s is prohibited 
from advocating a specific rate of 
commission or from _ directing 
agencies not to rebate. However, 
if these terms are written into in- 
dividual agency-media contracts, 
then the parties are lawfully obli- 
gated to abide by them. 

The crucial question, then, be- 
comes the relationships of media 
with agencies. No definite answer 
on this score can be given now, 
because publisher groups are still 
fighting the suit. The government 
charges that the associations, by 


concert of action, have frozen the | 


commission rate at 15% and there- 
by lessened competition. 


s To the question: Would an 
agency jeopardize its Four A’s 
standing by announcing that it is 
doing business on 10%? Mr. Gam- 
ble answered: 

“If it could do so without vio- 
lating any lawful contracts, it 
would not jeopardize its standing 


The advertising agency | 
should where feasible enter into | Four 
written contracts with media in |jJudge whether to do business with 
placing advertising. When entered|8" agency. Asked whether this 
into the agency should conform to| would make it more difficult for 
its agreements with media. Failure agencies to obtain credit, Mr. Gam- 
to do so may result in loss of|ble said: “That would depend on 
standing or litigation, either on the |™edia, and I can’t presume to 
contract or for violations of the Speak for them.” 
Clayton or Federal Trade Commis- | 


in the Four A’s. That has always 
| been true and it is true today.” 
The consent decree forbids the 
A’s to help media to 


s Mr. Gamble said he believes 


tisers and agencies, “but not neces- 
sarily as a result of the settle- 
ent. 
“There is simply a trend on the 
|part of both agencies and adver- 
| tisers to realize that there is mu- 


|misunderstanding when there are 
|clear written agreements,” he ex- 
plained. 

Mr. Gamble told AA that no 
agency has resigned from the Four 
A’s as a result of the association 
accepting the consent decree, “and 
we don’t see why any member 
should want to.” 

He reported that since the gov- 
ernment complaint was filed last 
May, 16 new members have been 
elected, bringing total membership 
to a record 325. Sixteen more ap- 
plications currently are being 
processed. 


® Pointing out that there will be 
no change at all in Four A’s serv- 
ices to members, Mr. Gamble said 
jhe expects that “the settlement 
eventually will result in increased 
| membership.” 

| “The legal language of the judg- 
|ment may sound as if we are giv- 
ing up a great deal,” he added. 
“Actually, in my memory at least, 
we have for years leaned over 
backward to avoid doing any of 
the things which the judgment en- 
joins us from doing.” 

The Four A’s must revise five 
of its basic documents under 
terms of the consent decree. These 
revisions must be made by April 1. 


Answers to Questions from AA 


By Frederic R. Gamble 
President, American Assn. of 
Advertising Agencies 


Q. Deo you think that the settle- 
ment of the anti-trust suit will re- 
sult in increased membership in 
the Four A’s? Less membership? 
No difference? 

A. I think that the settlement 
will eventually result in increased 
membership. 

The judgment contains a pro- 
viso, you will note, recognizing 
our right to acquaint “the public, 
advertisers, advertising agencies or 
media by means of writing or 
speeches designed and available 
for general consumption in the| 
trade, with the nature, background, | 
services and functions” of Four A’s 
members and with “the advan- 
tages of their employment.” 

I certainly do not think it will 
mean any less membership, since 
there is no change whatever in 
Four A’s services to the agency 
business, to advertising or to mem- 
bers. The legal language of the 
judgment may sound as if we are 
giving up a great ceal. Actually, 
in my memory at least, we have 
for years leaned over backward to 
avoid doing any of the things 
which the judgment enjoins us 
from doing. 

Completely unaffected are our 
many activities on agency man- 
agement aids, personnel, research, 
advertising content, media opera- 
tions, mechanical production, tele- 


relations with all kinds of media, 
advertisers, government, educators, 
the public, etc. 

Since the complaint was filed 
last May, 16 new members have 
been elected—several of them 
jlarger agencies—bringing our 
membership to a record total of 
325. In addition, 16 applications 
are currently being processed. 


Q. Do you think speculative 
presentations will become more 
common now? 

A. I don’t know. 

It doesn’t necessarily follow that 
they will, just because our stand- 
ard against them has been elim- 
inated. We made clear in our 
answer to the complaint that ob- 
Servance of these Standards of 
Practice has always been at the 
voluntary and sole discretion of 
each member and that there had 
never been any attempt to police 
these Standards. 

It remains the privilege of every 
agency, as it always has been, to 
decide whether it is good business 
or professionally proper to use 
speculative materials in soliciting 
accounts. 


Q. Would an agency jeopardize 
its standing in the Four A’s by 
announcing that it is now doing 
business on 10%, or that it is now 
rebating to clients? 

A. If it could do so without vi- 
olating any lawful legal contracts, 


western management committee 


R&R COMMITTEE—Members of Ruthrauff & Ryan’s newly appointed 


D. Watson and Haakon B. Groseth (AA, Feb. 13). Mr. Metzger and 
Mr. Groseth are exec vps and Mr. Watson is vp and manager, Chi- 
cago. The committee has full executive and management powers 
over the western division offices in Chicago, St. Louis, St. Paul, 
Cincinnati, Dallas, Houston, Seattle, San Francisco and Los Angeles. 


Groseth 


Watson 


are Roswell W. Metzger, William 


ing in the Four A’s. That has al- 
ways been true and it is true to- 
day. 


Q. Do you think the settlement 
will result in more specific con- 
tracts between agencies and ad- 
vertisers? 

A. I think there will be more 
written contracts and probably 
more specific contracts between 
agencies and advertisers, but no 
necessarily as a result of the set- 
tlement. 

There is simply a trend on the 
part of both agencies and adver- 
tisers to realize that there is mu- 
tual protection and less risk of 
misunderstanding when there are 
clear written agreements. 

The Four A’s has always en- 
couraged written agreements be- 
tween agencies and advertisers. 


Q. Will agencies have a more 
difficult time now obtaining credit 
from media? 

A. That would depend on media, 
and I can’t presume to speak for 
them. 


Q. Would an agency jeopardize 
its standing in the Four A’s if it 
tried to get a cut rate from a mag- 
azine or newspaper? 

A. If a magazine or a newspaper 
is willing to cut a rate, Four A’s 
members, and indeed most agen- 
cies, have always regarded it as an 
obligation to seek such a rate for 
their clients. The agency always 
has the obligation of seeking the 
lowest available rates. 


Q. What is to stop an agency 
from trying to get new business 
now by offering advertisers more 
attractive “price” terms? 

A. Nothing more than there ever 
was. I can’t see that the Judgment 


| Conditions on the back of the form 

may be made, provided they are 
|clearly shown on the face of the 
form. And acceptance by media re- 
mains optional, of course. 


Q. We have been told that al- 
though the Four A’s is restrained 
\from advocating a 15% commis- 
sion rate for agencies, it will in- 
sist that its members live up to 
their “lawful” contractual agree- 
ments with media, and this will 
| presumably insure the continu- 
ance of the 15% rate as an indus- 
| try standard. Would you elaborate 
on this point? How can the 15% 
|commission granted by media be 
considered a “lawful” contract? 
Isn’t it more of an ethical code, or 
a standard which has evolved 
through practice rather than law? 

A. The Four A’s is restrained 
from advocating any particular 
rate of commission. 

In our “Questions and Answers 
Pertaining to the Settlement of the 
Anti-Trust Action with Respect to 
Four A’s” Questions and Answers 
#15 and #16 read as follows: 


15. “Will the judgment affect the 
issi thed of compensating 


agencies? 

No. The commission method of com- 

pensation was not attacked by the 

government in the complaint, and the 

judgment does not deal with it.” 

16. “Can A.A.A.A. continue te ad- 

vocate the desirability and benefits 

of the commission method? 

There is nothing in the judgment to 

prevent this.” 

As to members living up to their 
lawful contractual agreements 
with media, see Question and An- 
swer #13, which reads as follows: 

13. “What about the individual agen- 

cy'’s obligation to fulfill its lawful 

contractual commitments te media? 

There will be a new section on ‘con- 

tracts’ in our revised Standards of 

Practice, as follows: 

a. The advertising agency should 


has changed the situation. The 
agency has always tried to get new 
business by making price conces- 
sions if it was willing to run the) 
legal and business risk in a 
so. | 


Q. Will the Four A’s retain its| 
standard agency contract form? 
A. I assume you mean our copy-| 
righted Four A’s Order Blanks for 
use with media in the purchase of | 
advertising space and time. 
Yes, we will continue to have} 
four such copyrighted Order| 
Blanks, just as we have had—for | 
Publications, for Spot Broadcast-| 
ing, for Spot Telecasting, and for) 
Transportation. All four are being) 


the Judgment. 


vision and radio administration, 


it would not jeopardize its stand- 


As before, any changes from the 


Advertising Age, February 27, 1956 


where feasible enter into written con- 
tracts with media in placing adver- 
tising. When entered into the agen- 
cy should conform to its agreements 
with media. Failure to do so may re- 
sult in loss of standing or litigation, 
either on the contract or for viola- 
tions of the Clayton or Federal Trade 
Commission Acts. 

The advertising agency should not 
knowingly fail to fulfill all lawful 
contractual commitments with media. 
There will also be a section on ‘con- 
tracts’ in our revised Qualifications 
for Membership, as follows: 

a. The advertising agency should con- 
form to its agreements with media. 

No applicant agency should be 
deemed worthy of membership who 
has failed to fulfill its lawful contrac- 
tual commitments.” 


Q. Has any member agency of 
the Four A’s resigned as a result 
of the signing of this decree? What 
seems to be the reaction of the 
membership? 

A. No. No member has resigned 
and we don’t see why any member 
should want to. 

Just as the Four A’s as an as- 
sociation has had and continues to 
have a policy of obeying the law, 
so member agency people have the 
same policies. They are pleased 
that the Four A’s has so quickly 
been able to satisfy the Depart- 
ment of Justice and, through this 
Final Judgment, make certain that 
its operations are in accord with 
the most recent interpretations of 
the law through court decisions. 


® I want to say that we appreciate 
this opportunity to answer your 
questions. The advertising agency 
business involves a unique and 
complicated relationship with me- 
dia on the one hand and with ad- 
vertisers on the other. Misunder- 
standings are easy. We have tried 
to clarify all points we could in the 
booklet, “Questions and Answers 
Pertaining to the Settlement of the 
Anti-Trust Action with Respect to 
Four A’s,” available on request. 

One thing needs to be widely 
understood: The judgment deals 
only with acts by the Four A’s and 
by others acting on its behalf. The 
judgment does not in any way re- 
late to any individual arrangements 
between an agency and media or 
between an agency and its clients. 


Norge to Introduce 


Vertical Broiler 


(Picture on Page 1) 
Cuicaco, Feb. 23—In mid-March 
the Norge division of Borg-Warner 
Corp. will launch a consumer 
campaign for its new vertical 
broiler, incorporated in its top 36” 
range line. 

Newspapers in 110 markets and 
outdoor posters in 133 markets will 
be used. The first full-page ad will 
break on March 15, followed by an 
ad March 16 announcing “Vertical 
Broiler Day,” which will be on 
March 17. 

Dealers will promote the new 
broiler with St. Patrick Day give- 
aways and promotions. Two more 
full-page ads will follow on April 
4 and April 18. After that sched- 
uling of ads in the 110 markets will 
be governed by response to the 
new campaign. 


= Depending on the progress of 
Norge’s distribution and sampling 


| 


| 
| 
i 


JOHN M. VAN HORSON, formerly a) 
vp of Biow Co. and manager of 


Inc., New York. 


program, announcement ads will 
appear in Life and The Saturday 
Evening Post some time after May, 
to be followed by pages or possibly 
spreads in Good Housekeeping, 
Ladies’ Home Journal, McCall’s 
and Woman’s Home Companion. 
Features of the vertical broiler 
which will be stressed in the ads 
are (1) that it broils both sides at 
once, thus cutting broiling time in 
half; (2) it will not smoke; (3) 
meat shrinkage is considerably 
less; (4) door can be closed while 
broiling, and (5) broiling will be 
completely automatic, with con- 


somewhat revised to conform with| the merchandising department Of tro); setting degree to which meat 
|Young & Rubicam, has been @P- |i; to be broiled. 


Use by agencies remains optional.| Pom™ted @ vp of Bryan Houston! arthur Grossman Advertising, 


Chicago, is the agency. 
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GENE KRUPA - LIONEL HAMPTON - BEN POLLACK- TEDDY WILSON 
EDWARD “KID” ORY «=< fuse Siow HARRY JAMES 
MARTHA TILTON » ZIGGY ELMAN ond se Aaninat 4 Bonny Goodman, / 


ted by VALENTINE DAVIES - Produced by AARON ROSENBERG 


| KEEPS YOUR NATIONAL ADVERTISING PICTURE IN FOCUS 


.»» when distribution varies from market to market 


as 


Supplying local information in a national maga- 
zine advertisement can be difficult. The choice, 
usually, is between cluttering the ad with 
addresses, dates, and prices, of which most are 
not pertinent to any given reader—or omitting 


such facts entirely. 


One advertiser who solved this problem was 
Universal-International, with its TV GUIDE sched- 
ule for ‘The Benny Goodman Story”’. In TV GUIDE, 
the job was simple: a half-page ad in each of 
the Local Program Sections of TV GUIDE’s 39 


regional editions. Starting date and name of 


theatre are changed in each edition at no extra 
cost. The ad is placed on the page listing 


programming for the exact day wanted. 


One set of original art is all that is necessary. 
TV GUIDE does the rest. No unwieldy national 
ads, listing local information of no interest to the 


rest of the country. 


When timing, price, or other factors vary in 
different markets, remember this easy way to 
keep your national advertising in focus—adver- 


tise in any or all of TV GUIDE’s regional editions. 


é América’ s ; Television ‘Mag 


National Advertising Office Advertising Offices in 28 Cities Including: 
400 N. Broad St. NEW YORK CHICAGO LOS ANGELES 
Phila. 1, Pa. 10 Rockefeller Plaza 6 N. Michigan Ave. 6277 Selma Ave. 
Rittenhouse 6-1600 JUdson 6-4300 RAndolph 6-9470 HOllywood 5-2103 
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in advertising revenue 


9 


1953... Newsweek, 9th place 
in advertising revenue 
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RANK MAGAZINE wien, —" 

1 | Life $121,002,776 
2 | Saturday Evening Post 83,731,203 
3 | Time 37,891,943 

4 | Look 30,293,156 
5 | Better Homes & Gardens 25,602,171 
| 6 | Ladies’ Home Journal 23,588,159 
1} @ | NEWSWEEK 18,095,280 
| 8 | Collier’s 17,836,654 

9 | Good Housekeeping 17,048,732 
| 10 | McCall’s 15,317,110 

Among these top 10 magazines, 

| NEWSWEEK is 4th in number of advertising pages. 


in advertising revenue 


i. © 
eee Source: Publishers’ Information Bureau. 
| 1954... Newsweek, 8th place 
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The Agency Billings Tabulation 


It is a little surprising to realize that this issue contains the 
twelfth annual compilation of advertising agency billings developed 
by ADVERTISING AGE. The years, we admit somewhat wistfully, do 
pile up. 

The billings report covering 1955 mirrors the best year the ad- 
vertising agency business has ever had. There are more $10,000,000- 
and-over agencies than there have ever been before, and, almost 
without exception, billings of individual agencies have hit new high 
levels. 

Yet the year just past has not been a completely happy one for 
the advertising agency business. There has been a great deal of fe- 
verish account changing, some of it looking, to the outsider, like 
sheer wanton nonsense. There have been more than the usual share 
of battles with Old Man Overhead, and with non-compatible geniuses 
and non-geniuses who think they are. There have been liquidations, 
and mergers, and fights and lawsuits. And there has been the Justice 
Department breathing fire in the faces of half a dozen trade associ- 
ations in the advertising field, including the American Assn. of Ad- 
vertising Agencies. 

All in all, there seems to have been little in the past year to justify 
any hope that the advertising agency business has settled down to 
a peaceful, happy, unexciting run of prosperity. There is, in fact, 
little evidence that the advertising agency business will ever settle 


“He says he wants the ‘woman 
y 


—Helen I. Gaynor, Gutman Advertising Co., Wheeling, W.Va. 
’s viewpoint’ again, so we'll just 
have to sit there and listen.” 


What They're Saying 


Understanding Required 

for Broadcasting Success 
First of all, we believe that if 

|we [the sponsors] are going to 

|be making decisions about pro- 


gramming, then we should know) 


something about programming. If 
|we are going to be working with 


can work together better in trying 

to reach the goal we are after... 
—Gail Smith, associate manager of the 
advertising production division, Proc- 
ter & Gamble, speaking before the 


American Women in Radio & Tele- 
vision in New York. 


| Note to Auto Dealers 
It is timely to sound this note of 
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Rough Proofs | 


“Be happy—go Lucky” was a 
wonderful advertising slogan, but 
it isn’t making American Tobacco 
|Co. happy just now, particularly 
if Brayton W. Castle turns out to 
be lucky. 

* 
| Alcoa Wrap, an aluminum foil, 
|will be heavily promoted by Alu- 
minum Co. of America, which may 
have heard that housewives seem 
to like a wrapping material made 
of its favorite product. 
* 


A leading manufacturer tossed 
a small bombshell into the NBP 
“State of the Nation” dinner for 
Charles F. Kettering by suggesting 
that the U. S. temper enthusiasm 
for mergers by adopting a grad- 
uated corporation income tax. 

° 
| When a business man makes a 
| Suggestion looking to the imposi- 
tion of higher taxes, you have the 
perfect example of a news story 
based on the man-bites-dog theme. 
° 
| Reading the first issue of Time, 
reproduced as a promotion cele- 
brating the achievement of 2,000,- 
000 circulation, suggests that in- 
stead of being preoccupied with 
international affairs, Americans 33 
years ago were mostly wondering 
where to get a drink. 

o 

“Longevity still eludes grasp of 
average adman, AA obituaries dis- 
close.” 

For workers in the advertising 
vineyard, it’s a short life, and not 
always a merry one. 

7 

Good wine needs no bush, but 
this doesn’t apply if you’re in the 
beer business and trying to pro- 
mote a brand called Budweiser 
back to the top rung. 

° 


performers, writers, producers and warning as the auto industry en- 
others in attempting to build and ters the 1956 market, for there is 
'maintain strong operations then We| some evidence that the public is 
ought to have enough know-how |in a more saving mood. Competi- 
not only to understand but to tion for the consumer dollar is 
evaluate properly what is being growing keener. My recommenda- 


down in that sense at all. It is extremely likely, on the other hand, 
that it will continue to exhibit most of the exciting, mercurial and 
sometimes frustrating characteristics which we all deplore from time 
to time, and which most of us would really hate to see disappear 
completely from the advertising scene. 


Mutual’s offer of guaranteed 
circulation, based on Nielsen fig- 
ures, doesn’t apply to political ad- 
vertising. This kind of copy is 
much too tricky for statistical 


After all, if we wanted peace and quiet and a sensible, reasonable 
existence, we'd be in some other business, wouldn’t we? 


Change and the Advertising Business 


This is, indeed, an amazing world and an amazing country. We 
have become so inured to improbability and to big numbers that 
only once in a long while does any hint of the economic miracle we 
have been participating in, come through to our consciousness. 

We hear figures on population growth, real and projected; we are 
exposed to serious and not even very exciting sounding discussions 
of $500 billion economies within a handful of years, and after a 
while, it is doubtful if the figures carry as much meaning to our 
brains as last night’s basketball score. 

Just the same, the figures are amazing—as indicated by the com- 
parison of retail sales in 168 standard metropolitan areas in 1948 
and 1954 to which we devoted more than eight solid pages last week. 
A gain of 32% in six years—and especially from the high levels of 
1948—is an amazing, and a startling gain. At least, it would once 
have seemed so. 

We believe that advertising deserves a very considerable share 
of the credit for helping to move the economy to new heights; and 
that it will take more and better advertising and selling to keep the 
economy moving in the right direction. 

But during this celebration of Advertising Recognition Week we 
should especially like to point out that advertising’s role in the 
economy, too, has been brought into proper, sensible focus. Now we 
can celebrate an event like Advertising Recognition Week without 
worrying that some over-enthusiastic partisans of the advertising 
method will be doing more harm than good by trying to prove that 
advertising deserves all or most of the credit for the growth in the 
size of the American economy. 

Aggressive advertising and selling are essential. But the days of 
circus claims for the miracles which advertising can perform are 
fortunately over. Advertising is a potent selling tool, but its take- 
me-on-faith miracle days have drawn to a close. 


|done. We believe that we should 
|be smart enough to know when to 
| leave well enough alone and at 
the same time to know when a 
program is running into problems 
| which might eventually lead to its 
| discontinuance. Every time a pro- 
gram has to be dropped, we all 
| lose, broadcaster, production group 
land client. If for no other reason 
/than just in our own selfish inter- 
lests, if ways can be found or de- 
|veloped to put new vitality into 
la going program, we are going to 
| encourage and work with those 
}concerned toward that end. 

I could ramble on and on this 
'afternoon about specific problems 
in broadcasting and how they need 
|to be understood by all sides. I 
|have not meant to give the im- 
|pression that, with a full and 
‘complete understanding of each 
other’s problems, there will never 
'be strong differences of opinion, 
or there will never be the replace- 
ment of complete programs or var- 
‘ious elements in programs. I sup- 
pose we just can’t get away from 
the one fact that the man who 
spends the money, in the final 
analysis, has to make the decision 
as to whether or not he is getting 
the value he can reasonably ex- 
pect. But I do believe that when 
we know each other’s problems 
and appreciate the complexities of 
all sides of this business, we then 


tion is that all segments of the 
,industry will profit if sound ag- 
gressive merchandising and sales- 
'manship are followed. 

I have a homely little test of my 
own on how active the dealers are 
in a given area. I simply ask peo- 
ple how long it has been since 
an automobile salesman contacted 
them. I’m not giving out any names 
or addresses, but you’d be sur- 
prised—I hope—at the number 
whom your members have left un- 
molested for three or more years. 

Advertising campaigns empha- 
|sizing over-easy credit, exagger- 
‘ated benefits or similar incentives 
do not build a sound economy. 
Neither do other short-sighted 
practices add to America’s justly 
deserved reputation for breeding 
the best salesmen in the world. 

-Secretary of Commerce Sinclair 


Weeks, speaking at the annual con-| 


vention of the National Automobile 
Dealers Assn. in Washington. 


It's NEW! 

Shopping for a topcoat the other 
day, I was assured by a salesrnan 
that a certain model was “the new- 
est,” as if this were the ultimate 
test of its goodness; and I reflected 
|that never before, in any age, have 
/men so much tended to identify the 
“newer” with the “better,” which 
is often a false and misleading 


equation. 
--Sydney J. Harris’ “Purely Personal 
Prejudices,” Chicago Daily News. 


prognostication. 
+ 

The Old Professor says he knows 
a successful advertising man who 
insists the only mistake he ever 
made was buying a lead pencil 
equipped with an eraser. 

The new program of the Cigar 
Institute of America aims at 
“building female tolerance.” 

Never underestimate the power 
of a woman—even glamor gals 
like Marlene Dietrich smoke ci- 
gars. 

. 

If Jerry Lewis, picked to m.c. 
the Academy awards in Hollywood 
for NBC March 21, and appearing 
in dress clothes and dignity, can 
forget what his public expects of 
him, all will be well. 

* 

Publishers interested in second- 
class postal rates have been told 
that congressmen interested in re- 
election are not interested in in- 
creasing the first class rate to 4¢. 

. 

A packaging consultant would 
like to hire a man who “has ability 
to understand motives of others 
and to size up complicated human 
relations situations.” 

Would Somerset Maugham Jr. 
do? 


Copy Cus. 
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Advertising Linage is the Final Measure 


of a Newspaper’s Sales Power 


| How do 


} Philadelphia 


\ 


| ewspapers? 


— 


ee 


Women’s 
specialty 
shops 
rank 


First in National Advertising 
First in Retail Advertising 

First in Classified Advertising 
First in TOTAL Advertising 


Linage Source: Media Records 


TOTAL WOMEN’S SPECIALTY SHOP ADVERTISING 


1955 


INQUIRER 
2,539,000 lines 


In 1955 The Inquirer carried over 2,500,000 lines of Women’s 
Specialty Shop advertising ...a leadership of 974,000 lines 
over the second newspaper. 


1955 marked the 16th consecutive year that Women’s Specialty 
Shop advertisers have made the Inquirer their first choice for 


sales in Delaware Valley, U.S.A. 


BULLETIN 
1,565,000 lines 


Che Philadelphia Pngquirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 


NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bldg., Woodward 5-7260. ; 


West Coast Representatives: 


SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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SOUTH 
AMERICA 


. aR a SANTIAGO 


In the United States 


Grant serves 154 clients from nine strategically located offices. 
Each office is an integral part of its own business community. 
Each is complete with facilities for every kind of client service. 
Each grows with the success of its own clients... 

and each works closely with all other offices to provide an 
integrated and truly national service for all Grant clients. 
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Grant Adve 


the most complete net#w 
integrated advertising ag@ex 


Though languages and customs may differ, the fun- 
damental problems of selling are the same—the 
world over. Answers to problems of distribution, or 
hard competitive selling in Sao Paulo may often be 
found in a tested plan from Chicago. 
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MANILA 


tising, Inc. 


work of wholly owned, 
ency offices in the world. 


The opportunity to observe the effectiveness of 
advertising based upon proved fundamentals, in so 
many varying situations, is unique in agency opera- 
tion. It is an unfailing guide to more profitable 
advertising for all Grant clients. 


Dp based on Denoyer Semi-eiliptical projection. Copyright Denoyer Geppert Co. Chicago 


... And Throughout the World 


Grant wholly owned and fully staffed offices serve 663 clients in 

key marketing areas around the globe. Every office is a self-sufficient, 
100% GRANT office, manned by Grant men and women who know 
their own countries, their people, their customs, their markets and their 
buying habits intimately. These offices operate in such a close 
relationship that every Grant client is “‘at home’’ wherever he may be. 
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16 Advertising Age, February 27, 1956 
Alfred Politz Plans Move Gilman to Gaskill & Johnson | Coyrt Rules Sears’ 
Alfred Politz Research, New Samuel Gilman, formerly assis- | 


York, is moving to larger offices 
at 527 Madison Ave. The market 
research company, which now em- 
ploys 200 persons, will occupy 
21,000 sq. ft. on two and one-half 
floors. 


‘tant to the vp in charge of busi- 


| ness affairs, Columbia Broadcast- 
|ing System, has joined Gaskill & 
|Johnson Advertising, Newark, as 
senior account executive in charge 
'of industrial accounts. 


A plant cant 


lift a 


pen! 


Look, Bill, you've got it all wrong if you think 
electronics is an enormous industry. Automation ain't 
... TV would be twaddle . . . computers would be 
“capoof” without the energy and engineering brains 


of men! 


IRE always remembers the man! In a technical 
industry, only the engineer has the knowledge to 
buy, manage, produce and sell. The Institute of Radio 
Engineers is a membership organization that devotes 
itself to the men who do lift a pen! 


To SELL the radio-electronic industry, TELL the 
radio engineers. Your ad tells them in the magazine 
40,000 of them own, read and write—"Proceedings 


of the IRE.” 


Engineers are Educated to 


‘Kickback’ Buyer 
Must Repay $12,500 


New York, Feb. 21—Sears, Roe- 


judgment against Katherine C.| 
Kelly, a former Sears buyer, who | 
had received “gratuities” from) 
manufacturers. 

The suit originally sought $164,-| 
145 from Miss Kelly, charging she | 
took “kickbacks” and “bribes” | 
from manufacturers. During the 
trial, the claim was lessened by)} 
$89,145, the amount paid to Miss | 
Kelly in salary during her employ- 
ment by Sears. 

Quoted in the decision was Sec- | 
tion 439 of the penal law, which | 
forbids purchasing agents from) 
accepting gratuities. The decision | 
ordered the defendant to return) 
the “gratuities” to her employer, | 
as “they must be deemed to have | 
| been had and received on behalf | 
| of plaintiff.” 

A counterclaim by Miss Kelly 
| for $6,600 for an unpaid bonus| 
| and lost salary was dismissed. 

Still pending are two similar 
leases brought by Henry Rose| 
| Stores, formerly a subsidiary but | 
now merged with Sears, against 
two former buyers. 


JWT Opens 26th, 27th Oftices 
J. Walter Thompson Co. has 
opened its 26th and 27th overseas 
offices through the acquisition of 
|Philippine Advertising Associates, | 
Manila, and Japan Advertising As- | 


} 
| 


buck & Co. has won a $12,500) 


a 


Getting Personal 


A combination of a wrenched leg and a bundle of flu germs had 
H. G. (Ted) Little, Campbell-Ewald prexy, away from his desk 


for several weeks. He’s on deck again—literally—on a southern 
cruise, albeit with the aid of 


LIFETIME HONOR—Mary Margaret 
McBride of radio and journalistic 
fame is here presented with an 
honorary lifetime membership to 
the Advertising Women of New 
York by its president, Ruth Volck- 
mann of Sawyer-Ferguson-Walker 
Co. Miss McBride is editor of the 
New York adwomen’s official text- 
book, “How to Be a Successful 


crutches... 


Another casualty is Ber- 
nice Rosenthal, media buyer 


of 
Francisco, 


Campbell-Ewald, 


San 
who suffered a 


broken leg during a week- 
end skiing trip. She spent 


two weeks 


in a Truckee, 


Cal., hospital before return- 


ing home... 


Enjoying a Nassau cruise 
are Mr. and Mrs. Howard 
Johnson of East Greenwich, 


= ae 


Johnson heads 


Weybosset Advertising Co., 
Providence outdoor adver- 
tising company... 
James kK. srooks, 
Products Co., has been elec- 
ted president of the Chicago 


Headline 


Delta Chi... 


in New York. 


Club 


of 


Ekco 


Sigma 


Douglas M. 
Black, president of Double- 
day & Co., has been made a 
member of the Legion of 
Honor, with rank of Officer. 
Presentation of the insigne 
was made at a reception Feb. 
16 at the French consulate 


Johnny Bronis, ad repre- 
sentative of Retailing Daily, 
was married on Valentine’s 


° Advertising Woman,” and is the 
specify and buy. sociates, Tokyo. | este aed Sealed: Mid. Godll Day to Jayne Senger. 
eo A ica’s 12 M 1 = They’re honeymooning in 
Freeman to ‘Farm & Ranch’ | merica’s 1 aster Salesmen. New York and Florida. 
Louis Freeman has been named | Johnny has covered the 


Midwest out of New York, 
but will move to Chicago; has bought a house in suburban Lincoln- 
wood... 


to the Nashville advertising staff 
of Farm & Ranch and will cover 
| advertising sales in Tennessee, 
Kentucky, Alabama and Missis- Further stork news from Advertising Publications Inc., Chicago: 
| sippi. | Merle Kingman, managing editor of Industrial Marketing, sent 
| around cigars and candy to celebrate the arrival on Feb. 13 of 

Jackson Joins S-M News Anthony, 6 lbs., 11% oz., who probably will be called “Tony.” He’s 
Anthony Jackson, formerly) the 3rd child, 2nd son for Merle and Marva. Two days later Dick 
newsstand manager of Time Inc.,| Hodgson phoned his office to report the birth of an 8 Ib., 13 oz. boy. 
has been appointed assistant to! Dick, executive editor of Advertising Requirements, and his wife 


INSTITUTE OF RADIO ENGINEERS 


Proceedings of the |RE 


Advertising Department 
1475 Broadway, New York 36, N. Y. 


——— a We ame 


t. 
. SESS: : 
7 W. A. Rogers, president of S-M) Lois have a 2-year-old daughter...And in NY, AA associate ed- 
Sa tt News Co., New York, effective! itor Milt Moskowitz was bragging about a first child—a son, Eben 
April 1. | -—-born to Mrs. M. at Mt. Sinai Hospital late Feb. 18... 


FLEET ASSN 
t PHONE 
ITO! 


| HILLSBORO AIA CHA 
=" HILLSBORO | 


est 


a WO te 
cyristia® ins 6, Pol » Mi aw \w 
eo 


- wu > 
cout rel Yo Nonny xt i ~ 
who 4s : 


STAN SMITH CONVENTION—During the Southern Industrial Distribu- 
tors’ Assn. at Palm Beach, Harris Pickett of Putman Publishing Co. 
(third from left) entertained some fellow publishers aboard the 
Putman yacht “West Wind,” and incidentally wound up with two 


passengers named Stan Smith—his nephew, who is in the con- 
struction business in Venezuela (wearing bow tie at right) and 


Stan Smith of Buyers Purchasing Digest, Chicago, kneeling next to 
his namesake. Ted Murphy of Buyers Purchasing Digest is kneeling 
at left. 


Some publications — — like 


people — — are more influ- 
ential than others. It doesn't 
show on an A. B. C. report 


Fulton Wilkins, assistant general sales manager of KNX, Los An- 
geles, and the Columbia Pacific Radio Network, welcomed his sec- 
ond son on Feb. 2. The arrival weighed in at 8 Ibs., 11% oz... 

Announcement has been made of the engagement of Peggy Anne 
Crosson to James H. Fay Jr., vp of the Fay Advertising Agency, 
New York. .. Frank Twiss, advertising director, Worcester Tele- 
gram-Gazette, was honored guest at a testimonal dinner given by 
his associates Feb. 22, his 30th anniversary with the newspaper... 

Wedding bells rang out Jan. 20 for Wilfred S. (Fred) Allen, di- 
rector of sales and promotion for Demanco Designers Mfg. Co., 
Westbury, L. I., N. Y. He and his bride, the former Faye Casola, 
recently returned from a honeymoon in Cuba... 


but everyone knows it's true. 
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THE DAILY NEWS HITS HOME 


The Chicago Daily News Hits Home Because It Goes Home... 


It goes into 600,000 homes a day. It goes into homes on the South Side, 
North Side, West Side and Suburbs. It goes into rich homes, and poor 


homes, but mostly into plain old in-between homes. It goes home to 


Chitape! s  giaine newspaper 
rae tabi os DAILY NEWS 


everybody in the family. It goes home to people of all ages, of all inter- 


ests, of all tastes. It goes home to them in the evening, when they have 


time to relax, time to read, time to think, time to decide. That's part 
of the reason why—as a source of information, as an editorial force, 
as an advertising medium—THE CHICAGO DAILY NEWS hits home! 
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ABOVE: The new pliant of the 
Electric Controls division of 
General Electric in Bloomington, 
Illinois. 


LEFT: New office buildings in 
Midland, Texas including those 
that house the headquarters of 

| the fabulous Permian Basin oii 
fields with over 50,000 producing 
wells. 


BELOW: The Colorado Fuel and 
iron Corp. in Pueblo, Colorado. 
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Recent industrial installa- 
tions like those pictured here 
are typical of industrial ex- 
pansion in other FAMILY 
WEEKLY markets and con- 
tribute to the sales import- 
ance of bustling cities like 
those pictured above where 
FAMILY WEEKLY is an impor- 
tant part of the local Sunday 
newspaper. 


Central Foundry 
division of General 
Motors in Danville, 
ilinois. 


BELOW: The new General Electric plant 
in Tyler, Texas. 
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The Change in Industrial America . . 
is creating a new concept of Markéting America 


a concept that is the basis for FAMILY WEEKLY Coverage 
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FAMILY WEEKLY’S CONCEPT of 
SUNDAY MAGAZINE COVERAGE 


CREATES Americas Mew SUPERCITY 


Harnessing the buying power of 106 key markets—a SUPERCITY of 
14.5 million people who spend over $15 billion annually 


Each of the 106 Family Weekly markets has been carefully selected for its 
(1) location; (2) its importance as a trading center; (3) for the penetration 
and inflvence of its local newspaper and (4) minimum infiltration of other media. 


For advertisers, this unique concept unites 106 strategically located buying 
centers into a single giant market over 30% greater in retail sales than all of 


Canada. Its retail sales account for over 8.8% of all U.S. retail sales. Its food 
store sales total more than $3.5 billion. 


Alone, or in combination, Family Weekly can add important coverage to your 
sales and merchandising picture. Your Family Weekly representative has the 
complete list of 106 markets where Family Weekly is distributed by the influential 
local newspaper and information that will help you add SUPERCITY, U.S.A. to 
your other major markets. You can do it with one order, one billing — and 


in color. Why not call him in? 


FAMILY WEEKLY MAGAZINE, INC. @ 153 NORTH MICHIGAN AVENUE, CHICAGO 1 
NEW YORK 17: 17 East 45th Street * DETROIT 2: 3-223 General Motors Bldg. * LOS ANGELES 25: 1416 Camden Ave. * 


DOWNTOWN BLOOMINGTON, ILLINOIS 


ORINDA, CALIFORNIA: 82 LoCvesta Rd. 


ert 


Thé industrial revolution of the age—the decen- 
tralization of American Industry —has brought an 
equally important social and economic revolution among 
America’s smaller cities. 

The new factories that have transformed the landscape 
in hundreds of America’s cities have helped to place 
them high on the list of major marketing centers. 

At the close of World War Il, 86% of General Electric's 
employees were concentrated in six Eastern states. To- 
day, after a $1.4 billion expansion program, GE has 
plants in 105 cities in 28 states. Today, there are GE 
plants in cities like Bloomington, Illinois, and Tyler, Texas. 

Today, there are new Ford Motor Co. plants in cities 
like Lima, Ohio, new Alcoa plants in cities like Daven- 
port, lowa, and new Fisher Body plants in cities like 
Marion, Indiana. Hundreds of smaller cities are bulging 
with new industrial activity. 

Industrial decentralization has changed more than 
landscapes. It has put crisp new folding money in the 
pockets of millions of families who are buying new 
homes, new automobiles. Who spend more for travel 
and recreation. Who buy more food and drugs for 
larger-than-overage families. Who require greater public 
facilities, more miles of streets, more schools. Who buy 
in newly constructed shopping centers. 

The new Ford plant in Lima, for example, will add over 
$23 million to individual incomes. It will effect over 
11,800 persons. It will result in an estimated 160 new 
retail outlets located on miles of new streets and near 
new schools and churches. 

Multiply this bustling activity by the hundreds of aher 
cities that are experiencing new industrial vitality be- 
couse of decentralization and the full importance of 
America’s industrial revolution becomes even more 
significant. 

Of equal importance to the changing industrial map, 
are the changes taking place on America’s marketing 
maps. The increased demand for goods and services, 
the increased buying power created by new industrial 
plants are adding up to new customers and new sales 
for alert sales managers. 

Just as America’s giant industries are gearing their 
production schedules to decentralization, so are Amer- 
ica’s sales executives gearing their distribution and 
advertising efforts to the new sales importance of 
America’s new and bigger Hometown markets — 106 
of which are served by Family Weekly, America’s fastest- 
growing Sunday Colorgravure magazine. 


CIRCULATION 2,603,826 
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Neighboring Papers 
Aid Burnt-Out Daily 
to Stay on Schedule 


Everett, WAsH., Feb. 21—The 
Everett Daily Herald, swept by 
fire a week ago Monday night, 
published as usual Tuesday at the 
plant of 
News, 30 miles to the south of 
here, with the aid of type and 
plates lifted from the Seattle Post- 
Intelligencer and the Seattle Times, 
and with full cooperation of the 
typographical union. 

Flames that apparently were 
caused by a backfire from a fur- 
nace and set off a pool of grease 
under the press in the basement 
of the building left the printing 
end of the building a blackened 
shell. The business office in the 
front of the one-story structure 
was the only part of the plant left 
untouched. 


® The editorial staff of the Her- 
ald set up an emergency office a 
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sy 
candy 
publication’ 


Bieig> 


with industry-wide coverage, 
written exclusively for and 
about candy manufacturers, takes 
your message direct to all of 
them in the billion-dollar 
candy industry. 


’ 


“ ; 
* or bottling, baking, ice cream, 
meat packing, ete. 


USE A 


VERTICAL 


- PUBLICATION 


the leader, the best buy 
in its field 


CANDY 
INDUSTRY 


DON GUSSOW PUBLICATIONS, INC. 
18 East 49th Street 
New York 17, N.Y. 


NB 


Information headquarters for the billion- 
dollar industries they serve — 


@ Candy Industry 
@ Bottling Industry 


@ Candy Industry Catalog 
and Formula Book 


a? 


¥ 


the Seattle Shopping| 


| block from the plant. The follow- 
ing day a four-page newspaper, 
| without advertising, was published 
|with the aid of the other news- 
| papers as fast as the Seattle dailies 
finished rolling their mats. The 
Herald’s full circulation of 28,000 
was run. 

On Wednesday, the second day 
‘after the fire, another four-page 
paper was run off, also without 
ads, but using type set by the Her- 
ald’s men working at the Seattle 
Shopping News. 


Brewer Advances McNeil 

Charles McNeil has been named 
assistant to L. D. Mulline, adver- 
tising manager of San Francisco 
Brewing Corp., brewer of Burger- 
meister beer. Mr. McNeil succeeds 
| Tom Franichevich, who becomes 
manager of a new personnel and 
industrial relations department. 
With the company for the past six 
years, Mr. McNeil returns to San 
Francisco from Los Angeles, where 
he has been southern district sales 
supervisor. 


Publicker Appoints Four 

The liquor sales division of 
Publicker Industries, Philadelphia, 
has appointed William Larzelere 
management consultant to John 
L. Leban, vp. Mr. Larzelere was 
formerly director of market re- 
search. Harvey R. Harris, formerly 
marketing and research director 
of Kleppner Co., New York, has 
been named director of market re- 
search; Robert E. Glass, formerly 
advertising manager of Peirce- 
Phelps, appliance distributor, is 


Re A 
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packaging manager, and Alvin R. 
Greenberg, formerly with Schenley 
Industries, has been named sales- 
advertising coordinator in the mar- 
keting research department. 


Bruce Opens PR Company 

A. D. Bruce Jr. has opened his 
own public relations company in 
Houston. Mr. Bruce, who at one 
time was public relations director 
in Houston of Ethyl Corp., most 
recently was a partner in Clark, 
Kirksey & Co. 


| 
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Famous on the local scene. 
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Minute Maid Pushes Hi-C | 

Minute Maid Corp. in mid-Feb- | 
ruary started a nine-month con-| 
centrated promotion of its Hi-C| 
fruit drinks in the Los Angeles | 
area. Newspapers, radio, tv and| 
magazines are being used in the | 
advertising campaign, and point of 
sale material has been prepared. 
Ads and display material feature 
a new Hi-C symbol—a jolly giraffe 
named Hi-Cecil. J. R. Pershall Co., 
Chicago, is the agency. 


Tandy, Canada, Adds Three | Cupples-Hesse Names Agency 
Tandy Advertising Agency, To- Lynch, Hart & Stockton Adver- 
ronto, has been appointed to han-|tising Co., St. Louis, has been ap- 


fire brick, industrial refractories and its two affiliate companies, 
and commercial incinerators. Tan-|Cupples-Hesse Corp. of Iowa and 


|dy will also handle the Toronto | Cupples-Hesse Corp. of Michigan. 


division of Wonder Bakeries Ltd.|The companies produce paper 
and Thorncliffe Park Ltd., a/ products, including envelopes, tags, 
company formed to develop and|food and drink cups, cellophane 
construct a planned community |and glassine bags. Advertising for- 
in Leaside, a Toronto suburb. |merly was placed direct. 
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Pro, Anti-Sugar Forces Reach Tenuous 
‘Accord’ as Calorie War Goes on in ‘RD’ 


dle advertising for Plibrico Ltd.,| pointed to direct advertising for | 
Toronto, manufacturer of plastic|Cupples-Hesse Corp., St. Louis, | 


PLEASANTVILLE, Feb. 21—Sugar Laboratories, for its Sucaryl; the 
and anti-sugar forces this week other for Sugar Information Inc 
appeared to be in agreement—on The “agreement” was expressed 
the amount of sugar it takes to | differently in the two ads. One 
sweeten a cup of coffee. | warned that a coffee drinker uses 


In the March issue of Reader’s|“?’2 calories every four cups.” The 


| Digest a tacit accord between two | ther points out that “a teaspoon- 


ful of sugar supplies only 18 cal- 
ories,.” 
In _ still another ad, General 


traditional antagonists was ap- 
parent in two ads, one by Abbott 


yet known tought the natn. 


By - 


a pt 
* Fo sar 
** 


OADCAST 
| Atlanta,Ga, 


Birmingham, Ala. — 


“St, New York 22, 


‘MUrray Hill 8-8630000 


Foods comes through to back up 
Abbott with an argument for 
D-Zerta recipes using Sucary|. This 
combination has a calorie count of 
54, the copy says, adding, “There 
are 377 calories in a piece of apple 
pie, and even a portion of lemon 
sherbet contains 118!” 

The pro-sugar argument, based 
on the relationship it posits be- 
tween blood sugar content and 
hunger, occupies one b&w page in 
the RD issue. The anti-sugar brief 


s : i occupies three pages, one in four 


colors, one in two and one bkw. 
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Promotion and Premiums 
“4, a the boug Raa 
at pays to deal 
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" KANKAKEE, ILLINOIS 


HOT FOODTOWN! _ 


gf 
¢ C 
_— 


We've got some Hot Supers Too! 
Look what they ran in the Journal during 1955! 


Super Market A, 296,870 lines . Super Market D, 201,061 lines 

Super Market B, 294,028 lines Super Market E, 169,064 lines 

Super Market C, 260,526 lines Super Market F, 163,996 lines 
Names of Super Markets furnished upon request. 


@: Kanxaxee Dany Journar 


Cura” 
Represented nationally by West-Holliday Co., Inc. 


‘People’s Capitalism’ 
Is ‘Pretentious’ 
Term, PR Man Says 


New York, Feb. 21—A veteran 
public relations counselor says the 
Advertising Council, McCann- 
Erickson and the U.S. Information 
Agency are barking up the wrong 
tree by trying to sell the American 
economic system as “People’s Cap- 
italism.” 

Ralph W. Bugli, head of the New 


name, castigates this new overseas 
| propaganda effort as “pretentious,” 
“artificial” and “pompous” in his 
current newsletter “On Practices 
and Trends in Public Relations.” 

“People’s Capitalism” is 


scheduled to tour the world soon 
to explain the American economic 
system to foreigners. 


® @ Developed by the Advertising 


|Council for use by the U.S.1.A., 


COMING SOON... 


a year! 


Pioneer Press their buying guide . 
available soon! 


Scurce 


. PAUL 


j DISPATCH 
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The brand preference and buying habit story 
of the BIG-spending St. Paul Market! 


WRITE FOR YOUR COPY 
OF THE 


(OTH ANNUAL 
ST. PAUL 


CONSUMER ANALYSIS 


$1,073 a minute. $64,380 an hour. $564 million 
That’s how fast the free-spending shoppers 
in the St. Paul “half’’* of the Twin Cities market drop 
their dollars into retail cash registers. 

Want to find out how YOUR product rates in this 
better-than-half-a-billion-dollar market? 
The brand new 1956 St. Paul Dispatch-Pioneer Press 
Consumer Analysis Survey will give you a crystal- 
clear picture of shopping habits and brand prefer- 
ences of the 436,900 people who make the Dispatch- 
. . and it will be 


Reserve your copy now . . . by contacting your 
Ridder-Johns representative or by writing on your com- 
pany letterhead to Consumer Analysis, Dept. B. 


“Ramsey 


agement Survey of Buying 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 
- CHICAGO - DETROIT 
SAN FRANCISCO - 
ST. PAUL - MINNEAPOLIS 


That’s easy. 


and Dakota 
May 10, 1955, Sales 


counties 
Man- 
Power. 


LOS ANGELES 


OA 


York pr company bearing his| 


the | 
name of a 7,000 sq. ft. exhibit| 
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the exhibit was unveiled in Wash- 
ington last week and approved by 
|President Eisenhower (AA, Feb. 
|20). McCann-Erickson served as 
the agency. The exhibit will not 
be shown in this country. 

The term, “People’s Capital- 
ism,” was coined by Theodore 
Repplier, president of the Adver- 
tising Council. He said it is the 
most factual description of the 
|American economic system he 
knows. 

Mr. Bugli disagrees. Violently. 
He says: 

“‘People’s Capitalism?’ Where 
|did that gem come from? Is that 
|how the middle-income worker or 
| high-salaried man or typical civic 
servant refers to the American 
system? Did GI Joe really think he 
was fighting to defend or promote 
‘People’s Capitalism’ at Cassino, 
Guadalcanal or Inchon Harbor? 


® “How pretentious and how far 
off base can you get? ‘People’s 
Capitalism’ has no meaning or 
emotional content for 999,999 out 
of every 1,000,000 Americans. And 
we doubt that it means anything 
to the average foreigner. It’s an 
artificial, pompous label that can 
only amuse sophisticates and be- 
wilder the naive... here and over- 
seas. Let’s be sensible. Let’s face 
the fact that you can’t put a label 
on America the way you can on a 
tube of toothpaste or a can of dog 
food.” 

The Bugli newsletter notes that 
“one of the big advertising agen- 
cies” has put together this exhibit 
and that advance propaganda 
“makes a point of the fact that in 
200 years Americans have in- 
creased their productivity of nails 
from 16 per hour to 16,000 per 
hour.” Mr. Bugli questions wheth- 
er this “industrial muscle-flexing 
is the way to win friends.” He 
says, “Some of the folks respon- 
sible for our overseas informa- 
tion program apparently haven't 
learned yet that everyone in the 
world doesn’t want to make 16,000 
nails per hour.” 


®@ Mr. Bugli is not the first to 
criticize the “People’s Capitalism” 
slogan. Last November, Robert A. 
Whitney, president of the National 
Sales Executives, declared that 
“Capitalism is dead” and is being 
replaced by “Consumerism” (AA, 
Nov. 7). 

| Mr. Whitney, who has been 
| overseas on NSE tours, said, “Cap- 
|italism is a dirty word in Europe. 
|They won’t buy it but they will 
| buy ‘Consumerism.’ ” 

Mr. Repplier introduced the 
‘eatchword, “People’s Capitalism,” 
|after returning from a six-month 
|world trip as an Eisenhower ex- 
change fellow. He said it was a 
mistake to let the Russians cap- 
ture good American words like 
“people’s.” 


Pams Agency Appoints Two 

Pams Advertising Agency, Dal- 
las, has appointed Marie J. Calla- 
han exec vp and Ferne Lloyd pro- 
duction manager. Miss Callahan 
formerly was assistant chief of ra- 
dio transcriptions of the war bond 
division of the U.S. Treasury and 
has produced Dallas tv shows. Miss 
Lloyd was formerly time buyer, 
copywriter and art director of 
Pams. 


Campbell-Mithun Boosts Franz 

Campbell-Mithun, Chicago, has 
appointed Donald M. Franz staff 
television producer. He has been 
television production assistant for 
two and a half years. 


New Giant Art Handbook 3000 pro- 
fessional Idea & Copy starting draw 
ings & cartoons. Serving rec. 
Agencies, Natl. Advtsrs. ex- 
clusively. Users say “TOPS”. 
LOW FEES— FREE BROCHURE 
Stivers Studio’ 67 Main* Son Francisco 5 
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Times-Mirror Co. Proposes 
100-for-1 Stock Split 

Directors of the Times-Mirror 
Co., publisher of the Los Angeles 
Times and Mirror-News, have 
voted to amend the articles of in- 


corporation to permit a 100-for-1 , 
stock split in the $1,000-par-value | 
capital stock and submit the pro- 
posal to the shareholders at the 
annual meeting April 3. There are 


outstanding 11,520 shares of $1,000 
| 


You may IMPRINT dealers’ names on your 

edvertising literature — onty as required. 
We'll store your deeler helps, overprint 
in any quantity and ship as needed. 


IMPRINTING — OVERPRINTING 


Sersen’s IMPRINTING, INC. 


CHesapeake 3-2050 
17 N. Loomis St. 


CHICAGO 7 


par value. If the split proposal is 
approved there will be 1,152,000 
shares of $10 par value. The new 
shares will not be available until 
about mid-April. 

Norman Chandler, president of 
the Times-Mirror Co., said the 
move to split the stock was pri- 
marily to broaden the stockholder 
base and also permit employes to 
purchase the shares more readily. 


Jaqua Opens Research Dept. 
Jaqua Advertising, Grand Ra- 
pids, Mich., has established a com- 
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plete market research and analysis | / . f 
department under the direction of | 0 ] ay arks 


Marvin L. Billow. Mr. Billow will 
have charge of developing market 
data and information for the agen- 
cy’s clients, covering the consumer, 
industrial and automotive fields. 


Finney Joins ‘Automotive News 

Jared W. (Jerry) Finney, for- 
merly a space buyer for Mac- 
Manus, John & Adams, has joined 
Automotive News, Detroit, to head 
a new promotion and research de- 
partment. 


are 


& 


With 22 years 


major studio experience, ELDEN RUBERG 
is noted for his amazing skill in solving difficult sound 
problems. His valuable engineering abilities contri- 
bute to the efficiency of the Geo. Fox staff. 


BETTY TURBIVILLE, TV station production director and 
experienced live camera director, is on the Fox staff. 
She coordinates as many as 8 active cameras at one 
time for maximum camera efficiency. All Geo. Fox 
staff members are Hollywood's finest craftsmen. 


“People Are Funny” 


HOW SPECIAL FILM TECHNIQUES GIVE 
BIGGEST SHOW SERIES LOWEST COST RATE 


The 


Organization, filming efficiency, and the ingenuity of Hollywood's finest 
craftsmen create the special techniques that produce top quality films at 
lower cost on any budget. ‘‘People Are Funny” (above) starring Art Link- 
letter, produced by John Guedel, directed by Geo. Fox, is filmed by a 
Geo. Fox production unit at the lowest cost-per-thousand of any similar 
TV series. 


LET’S TALK ABOUT YOUR FILM 


Our clients get top quality TV shows 
—sales, industrial, or TV commercial 
films—at a lower cost. 

You can reach a Fox executive at 
any hour, day or night, to answer 
any question or discuss your film 


plans in detail. 
Be our guest —CALL COLLECT: 


COY 


ORGANIZATION 


1508 Cross Roads of the World, Hollywood, California 
Continuous Production since 1935 


Decade with Ads 
at Alltime High 


PHILADELPHIA, Feb. 21—Holiday, 
a “new concept” in magazine jour- 
nalism, is celebrating its 10th an- 
niversary this week and looking 
forward to its first over-$6,000,000 
advertising year. 

Begun by Curtis Publishing Co. 
in 1946 as a “crier of the new 
leisure,” Holiday is still at it. Its 
anniversary (March) issue, in 
fact, is devoted to concepts of 
leisure and personal enjoyment. 

Meanwhile, the executives of 
Holiday will be personally enjoy- 
ing the satisfaction of a good ten- 
year run, in which the magazine 
has consistently sold more than 
800,000 copies a month to an audi- 
ence whose average income has 
been high—exceeding $12,000 at 
present. 


| 
| 


| 


Starting from scratch, the pub- 


|lication leaped to an average 427,- 


000 copies in its first year, and to 
724,000 in its second. In the third 


lyear (1948) the book reached an 


over-800,000 plateau at which it 
has remained ever since. Last 
year’s circulation average was 
856,000. 


s Advertising revenues—at $836,- 
715 in 1946—reached $5,859,134 
last year. 

Pete E. Schruth, vp and ad- 
vertising manager, foresees that 
Holiday “will certainly top the 
$6,000,000 mark in 1956.” He also 
notes that in its first 10 years, us- 
ing 120 issues, the magazine has 
brought in an aggregate advertis- 
ing income of $40,155,974. 

In explaining Holiday’s success 


ito AA, Mr. Schruth credited the 
publication’s editorial ability to 
jexploit the new leisure trend, but 
jhe also gave credit to the ads 
themselves. 

| “We write about gay things, in- 
oe people,” he explained. 
\“We find our advertisers writing 
ltheir copy the same way, with 
jan eye toward leisure and enjoy- 
|ment.” 


® As a result, he said, “Our read- 
ers consider our advertising part 
of the book. They don’t bump into 
the ads; they naturally read them.” 

Mr. Schruth also takes pride in 
the nature of the advertising. Only 
about 35% of Holiday’s advertis- 
ers are strictly vacation promoters, 


HOllywood 4-2242 


he said; the rest are fairly general. 


Miller Publishing Appoints 

Miller Publishing Co., Minneap- 
lolis, publisher of Feedstuffs, 
|Northwestern Miller, Croplife, 
|American Baker and Milling Pro- 
| duction, has appointed Paul L. Dit- 
'temore, formerly co-manager of 
| the company’s eastern states office 
in New York, eastern advertising 
sales manager. George W. Potts, 
|co-manager at New York, was ap- 
pointed New York office manager, 
and Richard L. Ostlund has been 
‘named office manager in Minneap- 
| olis. 


Dernocoeur Joins Norge 

| James A. Dernocoeur, formerly 
‘advertising and sales promotion 
manager of Kelvinator division of 
American Motors Corp., has been 
appointed advertising manager of 
Norge Chicago Corp., distributor of 
Norge appliances in 21 Illinois and 
Indiana counties surrounding met- 
ropolitan Chicago. 


Seaboard Names Werling VP 
Rupe Werling, formerly pro- 
gram manager of WIBG, Philadel- 
phia, has been named vp in charge 
of production of Seaboard Radio 
Broadcasting Corp., operator of 
WIBG and WPFH, Wilmington tv 


station. 


Advertising Age, February 27, 1954, 


of hi ) 
; fe: 
4 pea . 
ghee “ 
ite 
Fes AES 
d i ee: 4 
Pees ee 
hee ” 
rb ec } 
; Pe) ae 
ii DY Hy | 
coy, 
ie” 
| Ss 
of Gal eae 
i ec 
Bee 
i) 2: Sie 
— —_ 
ir eee UU EEEEEEEEEEEe 
ie: z Se 
gal: 
eal 
Sie? : 
Ae Ais: 
1. ie 
Rix = 
pee 
en Pe 
| 
fen! 
eae 22 
ae ————————————————eeeeeeeeee ; 
y see hy 
Then ae 
) pepe ia ae 
ee eg a. 
| id 
Hine | 
a | 
ee. | 
. & ca ~ 
Pa 
Se 
Bie 
Reise i 
a. 
poe. 
| es | 
i, a | 
baa 
| pie: 
ete 
wie: 
Pie 
E CaS 
| cakes ' 7 ° kes: 
ara = an -" ai . 
f(t mid RF He Pa ee tee ; =a 2 oT ory a ms = eqencaness acing 
Ph. FN YE 4 ~ ae sae « es. die a > oe oe Ae 
eee wat Dees > ayn. eo os a f: re Se gia “7. Pe Th. ee 
METS, * « Fi he eet r i ee tke, ee oe ey REA =. Pheie ts ) = ae | : Te SS | 
au warlike A vs “o wa’ Fale aan * Ties pa! Paege ee 4! se mera, NS ES Page arn SM ho ae 
ae i A REUP MA | ». PR nd) BN: J ined 
as y Sams yim Ate pasta hie ee —- — Cen. © 
ne igl ¥f ; ; ae, og 5 ne | aie = “he & ae Be ee at ee 
a y ; Aim atamtea, Clie ‘ Sa ae lee NS hots om a 
Ee - Load Ess sd 7 ioe ‘ Ee ae Sto... “Smee one et Yi ee Sa % ; a Ae 
eee neat 4 ty + ‘gate WEST Pai. Sen Se ee = es * #3 ne 8 ~ 4 * oe 
ask :: os hey epics: ae 7 % “a “-e P a we oe 
are a" a! vie * oe) > ae ke. Ps ™ “W ——— : ae, NES ois ea ‘ 
ie pe “4 Seis b) Pane ee oe ©. ‘ " : Lene + (ele Se 
es Pr hte, ee, WP PAR Beas _ mag lt e. t . aoe i nn 
Bay > tk aa. | Agere fe ye C ; <a : ; yt , : fay oy an an j 
ne 4 tae | | era s, Pe ae 3 i > | 
ay me t, ho e) aie 2s Pag : hae cA eh ed aes: 
ee, i - [> e+ wire Lt ° 7 ¥ PP daihie. ee , a le emer ce eo | 
gt et an ee ee Hh va a ——— s > Her a : 2 oy | 
et +8 Pe we ee aie ‘ — Z 7 i q oi 
5 hai : ? i : ait pa pectin A Se ara i ee ’ ' i 
a Foie ay 3 : 2 | i 5 ce pe ge cel on -, 2 id | - 4 s a i 
a eA he “« sy aaa es ‘ey Aes # | ; rE i | 
Pe ts - : ae > 2 ; ; cy ; 
* Me - GAS ; MM 4 Sl " ae : “J ; 4 Si 7 ipa v : ‘ . 9 
sf * ons ‘ _ Ben A a ‘ P oe. es fe 
Be i : ) Se Wi jitd . © . Fi : oye -t tare 
mere - Dee wt if _— : klk! ee 
ee ee oe” +5 4 j ea a: Y BS: , ‘ye ee gee A 
Res oo ) Sa a 3 eS ae 4 - fi ee fee 
Se ae! > a eo. ie he a 
eee: eee ets , es — eee NED GA aN, 
poecy - a gh Lane a se ; a ee ee 7 ih 
a seek : ; ia Gee Sg. eC ae ‘ a 5 che she Ye ofan i ae 
cs A : s . ey eo pe (ee 
Sorts Pe fA heey TA imho De tien 2 4 a, eh . j 2p rn eee 
Se gas % Re S fae ae ee ea : “ ee om, 7 a a. : ’ 
Cee in wees eae Been. = | ta 2 
sa a - ‘ i a Ly a ae a ‘ ‘ . Je . Se 
a55 a » . ra soos ie /j , ee \ ” i » we ets Boe 
sa Oe ay {ee : } »H _ =o —— ll ll 
aie fa, na Dice <i gee y A o ti, Cec b lll ‘ i 
Bi) Az, Sl are Werk. er ae React Diete X o* y ah ees : ms ee Pee alnaee:. “coy ae \ i>» ore Cae. ie eae a is Maoh zz ae 
Ros ee ee ap tiga to me 4 ; ae GT: a ec: y Cs i fe ate eet ys CHE at oe pS rl oe ~ et ee pee Sk 
Ne : Ags ry i ee io = a Pe ign Ee ion. eee she eo. | ee 
aA Py RRS oy cae S te. Ce Pa eo eae eas: ia 7 eee 
ag See tt HY 3 he? Sen F BAe i es eel LES ae Re ae aa te SS ee 
nn 1g, Nan a se =a 3, ., 2 ot an a a 2 —_ Hei if SS di _ 
cers Ce ae ke 5, RE he co es. Fer es ST abl ae Pa ; SE are ea) 
‘sg ih Aas “<i 7 oe ee EIA sep = i eS i 
x aoe 2 . a ey eds ei i i 3 i i 
Bic: bw D te i SE ed Pehl 1 a oeetioe as Veen’ RE gee 
aw ee. OS an ee <p if ear ee sen! eo 
ist oe Holl d’ hnici k f Ks poi. tale ee ee ee 
Se ss ollywood’s top technicians work for you eS aie. Ss ee oo es 
PE wt ‘ ‘a or ee oe ee ee -):, 
4 ¥ 3 “4 ee a i 4 = recap Oe 
th oo F, - ESP oe Bi F a a . ak . Be et " 
ce Bie eg Bes te RS 4 Nas 
eat BN ees a9 to 
“pp Be TERI » wae, “Sea 
yk ae! was Raat ie ae las ioe - 2 
seal VEY Or O& — 
i Ge foe ~ ae “a 
Bie... ie oN aa nal aa 
Bs ei a YE le 5 
L. «6: * ee | 
en : : em hy Ny, ae a Oe re 
er id if. ee ~. Bk eS 
a , > cans lt i : - 
oe ‘* rt aa ga as re co 5 o m, * ’ 
Be a ¢ ‘ Boe * ' wey 
atk a a SDAA age. tid | ae 
ae “ea m3 . a tte hg a 
et, ; 
Toe 
i 
“pe 
nae 
ra) 
ans Ss j 
pe S-3' hy chia Ba SS — , 
fost . we eit ae eee te : ae ¢ 
ei a ee Rah 
Foe weet lk i ee 
ef —_ | 
On: i d <  g Z = “~ ~ i i 
ol eae : beady : 
‘ ki a" uf a ae rs 
kee : b ? : a 3 
nee py ee i. oe 
ike ; -. a 
oe Meee 4 
“ip Rw ae A : A f 
34, Cie i. mY 5 
ee ie, ak ee wet) fe | 
= os) ee ris oa ae se * hom 
ee ame a Pei ah Sk . j / 
Fe 6 tay See aot ae 
ws os: Aaa em Eat le ec Ses : { 
a a oa fie a ae Bs * — a: ‘ | 
As : A ¢ 7 en - a | 
ats | 
. ee ae 
: a | 
4 hz 
5 { 
i 2 
Pie . - 
pe 
ae 
os 
ae 26 
2 is nr . 7 = «. a -_ “~ Si ule 


Low-Cost Coverage 


Instinctively, like friend frog, insurance companies know low-cost 
coverage when they see it. So they advertise in Business Week. 

Concentrated ... carefully sifted... virtually wasteless, Business 
Week’s circulation offers a premium audience of management men— 
executives who make or strongly influence purchases, including in- 
surance for personal and business needs. 

Because each advertising dollar spent here buys more management 
readers .. . Business Week has led all other magazines in insurance- 
for-business advertising in 15 of the past 18 years. 

Like so many other sellers-to-business, insurance 
companies buy this low cost coverage policy... 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS 
WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


vertising Age, February 27, 1956 


These Leading Insurance Companies 
Advertised in Business Week in 1955 


Aetna Life Insurance Co. 
American Foreign Insurance Association 
American Mutual Liability Insurance Co. 
Blue Cross Commission 
Blue Shield Commission 
Commercial Credit Co. (American Credit Indemnity Co.) 
Employers Mutual Liability Insurance Co. of Wausau 
Fidelity Deposit Co. of Maryland 
General American Life Insurance Co. 
Hardware Mutuals of Stevens Point 
Hartford Fire Insurance Co. 
(Hartford Accident & Indemnity Co.) 
Home Insurance Co., The 
Insurance Service Association of America 
John Hancock Mutual Life Insurance Co. 
Johnson & Higgins 
Liberty Mutual Insurance Co. 
Marine Office of America 
Metropolitan Life Insurance Co. 
Mutual Life Insurance Co. of New York 
National of Hartford Group 
New England Mutual Life Insurance Co. 
New York Life Insurance Co. 
Pacific Mutual Life Insurance Co. 
Provident Life & Accident Insurance Co, 
Travelers Insurance Co., The 
U. S. Fidelity & Guaranty Co. 
Zurich General Accident & Liability Insurance Co, 


Source: Publishers Information Bureau 


A McGRAW-HILL PUBLICATION 
Member—Audit Bureau of Circulations 
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Seeks Advertising’s Miss 1956 contest is open to young women 
The Assn. of Advertising Men & Working in advertising and related 
Women, New York, is looking for | fields and the winner will be chos- 


“Advertising’s Miss 


1956.” 


ined 


The |en on the basis of professional 


| ability, personality and beauty. 


The winner will reign as queen of | 


Inside Advertising Week, April 
1-6, in addition to getting a week’s 
vacation for two in Barbadoes. The 
contest closes March 15. 


Candy Makers Will Sweeten 


candy manufacturers will exceed 
$50,000,000, Candy Industry’s fifth 
annual survey of the industry’s 
|promotional outlays has revealed. 
| This represents an increase of al- 
most $10,000,000 over 1955 ad 
budgets. 

At least nine companies will 
have ad budgets in excess of $1,- 
000,000, compared with seven last 
year, and 37 national advertisers in 


Advertising Age, February 27, 1954 


Stockholder Reports Are Becoming ‘Gaudy’ 


Public Relations Jobs, 


New York, Feb. 21—How man- 
agement and investors alike can 
tell whether stockholders are be- 
ing fairly treated is explained in 
a new study, titled “Service to 
Stockowners of the Corporation,” 
just released by the American In- 
stitute of Management. 


New Study Laments 


continuing analysis of 4,000 lead- 
ing corporations in the U. S. 

It lists the following conditions 
as evidence of a company’s fair- 
ness to its stockholders: 


® An established dividend rate, 
| determined by the company’s bal- 


TO YOUR SPECIFICATIONS 


ee 


the candy field will spend more 
than $28,000,000 compared with 
$24,542,000, the survey reports. 


z . Walt (AZ 
Wisconsin dealers get excited =— 


ZAP Ipb pan ARES 
WHEN YOU ADVERTISE IN THE LOCAL PUBLICATION THEY PREFER! 


ance sheet, not by its annual earn- 


The study, a 120-page mono- ings. 


graph, is based on the institute’s 


ALL Pp occacs b28 HOUGH AVE Ad Budgets, Survey Shows 


CLEVELAND 3, OHIO 


siete alse ac callie ® Reduction of dividends when 


circumstances do not justify them 
at the previous rate. 


® A rate of dividend proportionate 
to the rise in fixed assets, but in 
keeping with the company’s need 
for plowing back funds into plant 
and equipment. 


® Declaration of stock dividends. 


® Eliminating good will, patents 
and other intangibles from the 
balance sheet. 


|® Annual reports which subor- 
|dinate public relations appeal to a 
true account of the company’s 
progress, or lack of it, in the fiscal 
period reported. 


iA nan 


— 


ls Management makes a mistake 
| when it looks upon the annual re- 
|port as an instrument for gaining 
|public favor, rather than as a 
means of informing shareowners, 
‘the true proprietors, about how 
well or how poorly their company 
|is conducted, the study says. 
“Few stockholders are suffi- 


WISCONSIN wyrist | 
‘ Wir Ls 
g a 


” 


ae ciently versed in the intricacies ot 
aa |corporate accounting to be able to 
yr interpret the balance sheets and 
) profit-and-loss statements with 
Wisconsin Wisconsin true insight into what they imply,’ 
AGRICULTURIST sac: 38.0% the study warns. “Even fewer take 
ACR TONES | | the trouble to read the notes with 
pense, or can interpret them prop- 
FARM aye eae FARM lerly if they do. 
MAGAZINE mas oe 16.0% wee | “Therefore, the temptation is 
A ce |strong to make ‘full revelation’ .f 
— aie |such matters only in the notes. 
FARM DS eal This meets the technical require- 
; a MAGAZINE . . - 
br ais Pe A 10.77% go bh oe B 10 3% | ments without forcing management 
—_ ° to record why it has followed the 
aie ooo ey LUMBER DEALERS | policies which brought the resul’s 
MAGAZINE — ee 8.5%, PREFERENCE about.” 
¢ s The study also criticizes annua: 


reports for what it terms “the ir - 
eee ST Sr ee Orem nO ree ES TSE SS Seo See eoooeeeeEEeeEEeEEeeEeEeeeeeeeeeeeel | of public relations cor 

|cepts.” It scores “lavish use of 
| meaningless charts, costly and j1- 
|appropriately gaudy printing, ead 
|a general tendency to view the - 
nual report as a piece of sales i1t- 
erature. 

“The general emphasis,” i 
says, “seems to be upon predig 
tion of the favorable aspects 
|corporate developments and 
glossing over of difficulties. ' 
tendency is so marked in our tim 
that a few companies which resist 
it stand out as marked exceptions.’ 
| The current study is the fouru 
|in a series of ten presenting the 
basic theory and practice of the 
management audit as developed by 
|the institute. AIM is a non-profit 

foundation devoted to the study 
and improvement of management 
policies and practices. Copies cf 
the study are obtainable at the in- 
stitute, 125 E. 38th St., New Yor« 
16, N. Y. 


WISCONSIN DEALERS GET EXCITED about your 
product when you back them up at the local level 
with advertising in Wisconsin Agriculturist and 
Farmer. They know it carries more influence with 
more of their farm customers than any other pub- 
lication. That’s why they prefer it overwhelmingly. 


The charts show results of a study in which 
dealers were asked, “In which publication, edited 
for farmers, do you prefer to see advertising for 
the merchandise you sell?”’ Other dealer preference 
studies available on request. 


Wisconsin 
AGRICULTURIST 


FARM ; man 
MAGAZINE wy | 14.5% 
A ai Es or 
ARM ee 
MAGAZINE 


P — 
8 ie 92% GROCERY DEALERS’ 


It’s the only farm paper that gives you such com- 
plete sales coverage of the nation’s first dairy state. 
9 out of 10 of Wisconsin’s best farm families read 
the ‘‘Ag”’ faithfully. And in Wisconsin farm families 
are your dealers’ best customers. Their annual in- 
come is almost $1 billion, more than half of it dairy 
cash spread evenly over the year. 


Ferris, Orbeck Open Studio 
Byron Ferris and Arvid Orbeck, 


FARM a F les in this rich rket. let our re- Portland, Ore., commercial artists, 
MAGAZINE or more sales = as ric me ot, © have established a new studio 
c search department dig up specific market facts to “Free-Lance Design” at 1015 S. W. 


Yamhill St. to provide art direc- 
tion and design for advertising 
agencies, printers and packagirg 
counsel and industrial design fur 
manufacturers. 


help you. 


WHY READERS 
PREFER THE “AG” 


“My father and I are always 
finding ideas in the ‘Ag’ that 
we can put to work for us. 
The ‘Ag’ has been like a 
member of the family for as 
long as I can remember and 
it sure earns its board and 

al —Frederick Loth, 
Walworth County, Wisconsin 


Dowd Names Emery VP 

John C. Dowd Inc., Boston, has 
appointed Edgar R. Emery a vp. 
Mr. Emery joined the agency in 
1945 as a copywriter and was ap- 
pointed copy chief in 1947. He 
now will serve as an account ex- 
ecutive in the agency’s food and 
beverage division. 


WISCONSIN 


griculturist 


AND FARMER RICHARD S. PIERCE. PUBLISHER 


RACINE, WISCONSIN 
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Travel Isn’t Getting | 
Share of Consumer 


Daiiar, Says Nelson 


RIcHMonpD, Feb. 21—The trav- 
el industry is not meeting the 
competition of manufacturers 
for the consumer’s dollar, ac- 
cording to the president of Na- 
tional Assn. of Travel Organ- 
izations. 

Robert F. Nelson, of Rich- 
mond, who is also director of 
the Virginia Travel Council, 
said last week that the compe- 
tition among manufacturers of 
automobiles and other hard 
goods for sales has extended 
credit beyond any similar situ- 
ation in recent years. 

“Millions will be paying off 
for the next two years for hard 
goods purchased in 1955, and 
the whole force of manufactur- 
ers of home appliances and 
motor cars will be dinning to 
the public the advantages of 
further payment-plan pur- 
chases,” Mr. Nelson said in ad- 
dressing the Virginia Motor 
Court Assn. at Hotel John Mar- 
shall. 

Mr. Nelson said the travel 
industry will be big business in 
1956, but it “depends on just 
how hard we work for it, re- 
membering that our competition 
is terrific, at home and abroad.” 


s About 3% more passenger 
.cars from other states will be 
on the road in 1956 than there 
were last year, Mr. Nelson said. 
Whether a proportionate 
share of this increased number 
of motorists will have Virginia 
as their destination depends 
largely on whether “you and I 
are sold on Virginia sufficiently 
to advertise our state and lure 
this business here,” he said. 


Canadian Economy 
Needs Immigration, 
Lumber Group Told 


MontTrREAL, Feb. 21—Contin- 
yed expansion of Canada’s 
economy is largely dependent 
on population growth, the pres- 
ident of the Canadian Lumber- 
njen’s Assn. said here last week. 

Roy Halliday told the associ- 
ation’s 48th annual convention 
that a faster-growing popula- 

.tion would give the country “a 
roader market for goods and 
ervices ... thereby reducing the 
est of production and provid- 

@ the necessary labor for the 
development of our natural re- 
sources.” 

Mr. Halliday said immigra- 
tion dropped more than 30% 
last year, representing a decline 
of 54,000 immigrants below the 
1954 total. 

He told 2,000 delegates to the 

meeting that the 1955 influx of 
slightly more than 100,000 Ca- 
nadians was the lowest in four 
years. 
a 
s “If this trend goes on,” he 
said, “the pace of our economic 
expansion will slow down. A 
policy of aggressive, selective 
immigration is needed—selec- 
tive so as not to disturb our 
present working force. 

“These new Canadians have 
»brought new skills and indus- 
tries to us and have made pos- 
sible a rate of economic ex- 
pansion we would not have 
achieved without them.” 

Mr. Halliday also urged the 
government to give railways 
more freedom in setting freight 
rates. 

Completion of the St. Law- 
rence seaway, he said, would 
bring about “substantial chang- 
es” in rail rates between east- 


Calgary Ad Group Elects 

Dick Carson, operations manager 
of CHCT-TV, Calgary, Alta., has 
been elected chairman of the Ad 
and Sales Bureau of the Calgary 
Chamber of Commerce. Before 
joining the Calgary tv _ station 
when it opened in September, 1954, 
Mr. Carson was with CFPL-TV, 
London, Ont. 


LaRoche Gets Revlon Show 


will handle Revlon’s next big tv 
network show, “The Most Beauti- 
ful Girl in the World,” which is 
expected to go on the air in April. 
A quiz contest, it will give prizes 
worth $250,000 to the girl se-| 
lected. 


Schoenfeld Joins Gardner 
Ray Schoenfeld, formerly media | 4 
manager of Krupnick & Associates, 


group supervisor. 


St. Louis, has joined Gardner Ad- 
vertising Co., St. Louis, as media | adios 


~- 
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deadline: Mar. 20 
j for Industry’s 


BEST AD-BUY 
M.P.A. APRIL 


ROSTER 


Directory of Purchasing Agents in ‘‘Heart”’ 
of Industry — cross indexed —- companies, 
addresses. Year ‘round value. High national 
rating at low regional rates. Get details now! 


The Midwest Purchasing Agent 


647 Penton Bidg., Cleveland, Ohio 


for the Agency... 


1. Pick clients who are promotion-minded 
and to whom advertising is a necessary 
part of selling. Avoid those who will go to 
any lengths and employ any devices to 
dodge the use of advertising as the life- 
blood of the business. 


2. Put the welfare of the client’s business 
first. If that’s done, the advertising appro- 
priation will take care of itself and the 
agency’s profit will naturally follow. If the 
order is reversed, the client may either go 
broke, or become a tombstone on the 
agency’s record, or get a new agency. 


3. Never send a client an unexpected bill. 
Get media estimates and production esti- 
mates approved in advance. When charges 
are to be made on other activities, discuss 
them frankly and come to an understand- 
ing before any expense is incurred. 


4. Never submit a half-baked plan or idea 
or layout or piece of copy. Spending 
money is a serious matter to every client 
and he is entitled to get the agency’s best 
thinking—not the quickly improvised, off- 
the-top-of-the-head ideas of one or two 
people. The only recommendations that 
are hard to sell are those that haven't been 
thought through. 


5. Never forget that a client's dollar is the 
same kind of money that you get in your 
salary check. Before you say, “He spends 
only $100,000,” think how long you must 
work to earn that much .. . after taxes. 


6. Never forget that your client must jus- 
tify his actions to his boss—whether that 
boss is his superior officer or his board of 
directors or his stockholders. If you and 
your client do something unwise, you may 
lose a client. But he may lose his job. And 
he is just a human being with a wife and 
children, too. 


7. Keep thinking ahead of your client. 
Never get in the position of being needled 
—whether it’s to catch a closing date or 
submit a plan or perform a promised 
chore. Keep so far ahead on current work 


ern and western Canada. 


20 SUGGESTIONS 


for better client— agency relationships 


by Roy S. Durstine 


gy advertising agency business is a very young business. It’s 
about fifty years old as it is practiced today. The law, medicine, 
and banking have been at it for thousands of years and people are 
still changing lawyers, doctors and banks. 


This is as good a time as any to take a look at a few thoughts which 
may point the way to more enduring client-agency relationships. 


that most of your meetings can be devoted 
to getting the most out of expenditures and 
to relaxed talks about policies for the fu- 
ture. 


8. Never discuss one client’s business with 
another. He may wonder to whom you are 
confiding his secrets. 


9. Never apologetically rush from one cli- 
ent meeting to another. Treat every client 
as if he were the only one in the agency. 
He knows that isn’t so, but he doesn’t want 
it rubbed in. 


10. Remember that clients are people— 
nice people, grouchy people, kind people, 
selfish people, thoughtful people, stinkers 
and princes. If there weren't personal prob- 
lems occasionally, there wouldn't be any 
need for account executives. The agency 
would just send its recommendations 
through the mail. 


for the Client... 


1. Choose an agency as you would an im- 
portant executive—on experience, sincer- 
ity, personality, capacity, and character 
and common sense. These are the basic 
qualities vital to a lasting relationship— 
far more desirable than previous experi- 
ence in a given industry. Previous experi- 
ence in an industry may be helpful, but of 
itself it is no infallible recommendation. 
It may be superficial or obsolete or it may 
even have been a lot of experience in mak- 
ing mistakes. 


2. Don’t choose one on a trick idea which 
may have come from an outside free-lance. 
Don’t shop for ideas. Search for people— 
the group of people you can trust and re- 
spect and can work with in harmony. 


3. Give your agency your complete confi- 
dence. If that doesn’t seem justified, get 
another agency. 

4. Creative people are sensitive people. A 
word of praise or appreciation puts them 
on their toes much better than a hard- 
boiled, carping attitude. Every agency does 


Advertising 


Member of American Association of Advertising Agencies, Inc. 


1736 STOCKTON STREET, SAN FRANCISCO 11 
655 MADISON AVENUE, NEW YORK 21 


its best work for the client it likes. Maybe 
that’s not businesslike, but it’s very human. 


5. Get tough when it’s really justified, but 
only then. Then get plenty tough—and 
forget it. 


6. Realize that the agency is entitled to a 
decent profit on its work for you. Don't 
chisel. Expect to pay fairly just as you ex- 
pect to be charged fairly. 


7. Don’t be a buyer, daring the agency to 
sell you. Make the agency feel a joint re- 
sponsibility for the success of your busi- 
ness. Contributions to the final thinking 
can best come from both sides of the desk. 
Let it be hard to tell where one begins and 
the other leaves off. Together, try to find 
all the possible bugs in any plan. Then 
squash them jointly. 


8. Realize that actually there are very few 
hucksters in the agency business. Some, 
yes. Every generation of advertising men 
has a few, but they don’t last long. 


9. Sell your agency to your associates 
within your own organization. You are 
there every day and you have countless 
opportunities to build or undermine the 
agency’s standing. Talk out your differ- 
ences of opinion with your agency, and in 
advertising meetings present a united front 
to management. 


10. As long as you have an agency, be 
loyal to it, as you expect it to be loyal to 
you. Don’t let it hear reports that you are 


encouraging presentations from competi- 
tors. If you are unhappy, see whether part 


of it is your fault. If not, tell the agency 
that you are looking around, and say ex- 
actly why you don't feel you are getting 
what you need. Give it a chance to reform. 


Give it two chances. Changes are costly. 


On the third strike the batter is always out. 
* * 


AY WE SEND YOU “Among Those 

Present’’— Brief Business Biographies 
of our Top-Level Executives? Write to our 
nearest office. 


Roy S. DursTINgE, INC. 


3440 WILSHIRE BOULEVARD, LOS ANGELES 5 
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Executives Radio-TV Service, 


‘Time Buyers Register’ Out Vee buyers and more than 6,000| 


accounts handled by them. More 
Larchmont, N. Y., has published a| than 1,000 agencies cooperated in| Goldthwaite-Smith 7 A mc 
new edition of the “Time Buyers | the compilation of this new edi- 
Register” listing more than 2,000 | tion. 


A Billion Dollar | 


ndustry — 
“Don't tag the prefabricated home industry as ‘small fry’ when you're 


appraising your potential market in home building.” 
STEEL, The Metal Working Weekly 


Reach your market through the only publication cove —~ | ~ 4 


of this mass-produced housing industry that has incre 
last 7 years. 


PF-THE MAGAZINE OF PREFABRICATION 
908A Washington 6, D.C. 


20th Street, Northwest, 


| Sands Joins Goldthwaite 


Leo G. Sands has _ join 


San Francisco, as public relations | 
and marketing consultant. Mr. 
| Sands most recently was a mar-| How government sanctions have 
_ keting specialist of Radio Corp. of| been called to the aid of retailers 
'America. He also heads his own|and_ wholesalers 
public relations and marketing| themselves to be losing their hold 
consultant firm, Sands Associates, on the U.S. distribution pattern— 
which serves clients, mostly elec-| and how well 
tronic equipment manufacturers, | served 
in the East as well as on the West|subject of a new analysis, 
Coast. 


their advocates—is 


who _ consider 


those sanctions 


the 


“The 


Politics of Distribution,” by Jo- 


“We believe we have the best combi- 
nation working for us . . . a wonderful 
product like Pepsi-Cola . . . a fine 
distribution set-up and excellent news- 
paper coverage in key Michigan Mar- 
kets. Tops on our newspaper list are 
the Federated Newspapers in Grand 
Rapids, Lansing and Battle Creek— 
three markets of major importance in 
Michigan. Consistant advertising in 
these Federated Newspapers has 
played an important part in pushing 
Pepsi-Cola sales to the present all- 
time high.” 


ROY L. DOSSIN 
President, Dossin’s Food products 


It is no secret to smart merchandisers who want to cover Michigan that Federated Newspapers in 
Grand Rapids, Lansing and Battle Creek are a must. In out-state Michigan these markets rank third, 
fourth and fifth in food sales per family and the Grand Rapids Herald, the Lansing State Journal and 
the Battle Creek Enquirer and News cover them completely. Be sure they are on your list. 


GRAND RAPIDS 


Herald 


Ue 


ey 


LANSING 
State Journal 


REPRESENTED NATIONALLY BY SAWVYVER-FERGUSON-WALKER COMPANY 


t - 
iti es EC 


Here's what d successful merchanciser say about 


GRAND RAPIDS, LANSING and BATTLE CREEK 


“Creating a desire to buy our products 
in Michigan cannot be done by skim- 
ming the surface. That’s why we 
analyze each market thoroughly before 
we plan our sales promotions. We 
must be sure we are reaching all of our 
potential customers—and that’s every- 
body. In Grand Rapids, Lansing and 
Battle Creek this is easy to do. We go 
after our share of these rich markets 
by making full use of the Federated 
Newspapers . . . it always pays off 


? 


for us! 


C. R. WOLFE 
District Manager, Thomas J. Lipton, Inc. 


BATTLE CREEK 


EnquirerandNews 


Advertising Age, February 27,1. 


.a New Book Studies Political Approach to 
‘Marketing, Finds It ‘Accomplished Little’ 


CAMBRIDGE, Mass., Feb. 21— 


' 


seph Cornwall Palamountain 
(Harvard University Press, $4. 73% | 

Mr. Palamountain’s compact 
270-page analysis is actually a 
study of history: All the events it 
treats were part of the economic- 
political uproar of the 1930s. 
Moreover, it is confined to three 
trade areas within which bitter 
distributive struggles developed 
and were carried to Congress—the 
grocery trade, where “indepen- 
dents” organized to battle the 
chain stores; the drug trade, where 
in a similar struggle the Nationa! 
Assn. of Retail Druggists achieved 
“sweeping victory” in putting 
across the fair trade laws, and the 
automobile industry, where the 
conflict was between dealers and 
manufacturers. 


® Within these limits, Mr. Pala- 
mountain—a professor of govern- 
ment at Wesleyan University, 
Middletown, Conn.—has made a 
study of timely interest to modern 
marketers. 

For one thing, the distributive 
conflicts of the ’30s are still alive. 
In a subdued form they are being 
pursued in the current Congress, 
where committees are probing the 
same basic problem of “bigness” 
in oil and automobile marketing, 
and in inquiries into the useful- 
ness of the fair trade laws. 

A special point of interest, then, 
is the author’s conclusion—that 
the “independents’ political at- 
tacks on mass distribution and 
large-scale organization, full of 
sound and fury, accomplished lit- 
tle.” 

Even the druggists’ fair trade 
achievement, while it “has nar- 
rowly confined some areas of 
price competition ...did not long 
shackle the economy’s dynamism, 
for supermarkets are making spec- 
tacular imroads on drug store 
sales,” Mr. Palamountain declares. 
As for chain store taxes and the 
Robinson-Patman Act, “neither . 
significantly affected mass distri- 
bution, and the automobile in- 
vestigation had no lasting results.” 


Use of Newsprint 
Tops January, ‘55 
by 4.8%, ANPA Says 


New York, Jan. 21—Total U.S. 
newsprint consumption in Janu- 
ary was 529,288 tons compared 
with 504,632 tons in January, ’55, 
American Newspaper Publishers 
Assn. reported last week. 

Production and shipments of 
newsprint in North America dur- 
ing January, Newsprint Service 
Bureau reports, was 662,788 tons 
compared with 608,088 tons in 
January, 55. 

Stocks of newsprint on hand at 
the end of January totaled 28 
days’ supply, with 8 days’ supply 
in transit for the average of all 
daily mewspapers reporting to 
ANPA. This compared with 34 
days’ supply and 10 days’ supply 
in transit at the end of January, 
"65. 

Total stocks of newsprint held 
by U. S. and Canadian mills on 
Jan. 31 aggregated 108,371 tons, 
compared with 157,458 tons at the 
end of January, ’55. 


Patent Book Published 

“The United States Patent Sys- 
tem” by Floyd L. Vaughan covers 
|“legal and economic conflicts in 
| American patent history.” Mr. 
| Vaughan, a member of the Uni- 
versity of Oklahoma faculty, 
|evaluates the patent system in 
terms of public interest. 

This non-technical, readable 
book will be published on March 
9 by thé University of Oklahoma 
Press, publishing division, Nor- 
man, Okla., for $8.50. 
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The pitch is engineering 
to the nth power, in an 
ad clearly designed to 
sell ideas: preparedness, 
progress, engineering 
careers. What better 
way than to tell it to boys, 
in a big magazine all 
their own. The boys who 
watched Jets come in a 
few yea. ago are build- 
ing them and flying 
them today. 


Convair keeps boys 
directly informed by ad- 
vertising exclusively in 
BOYS’ LIFE. 
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Pack Less, Eat More with 
LIGHTWEIGHT COOKING 


Cruising in Orange Crates 
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A week ago today, between 7 and 8 am, one of America’s most genuine and appeal- 
ing personalities began his new program on CBS Television.. “Good Morning!” 
with Will Rogers, Jr. We are certain it will soon become the most popular 
entertainment in its time period. 
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The last time we were rash enough to venture such a bold prediction was when 
Captain Kangaroo made its bow on CBS Television. Nielsen’s latest report rates 
it 45% higher than its competition. A gratifying report for us, and a profitable one 
for its growing list of sponsors. CBS Television 
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Cee oe 


KNOWS 


sow DYNAMIC DA VENPORT s*ows: 


— that’s why they’re establishing a new 
district office and warehouse . . . in 
DAVENPORT! 


FOR THE NINTH CONSECUTIVE 

YEAR—FIRST IN LINEAGE IN 

ALL !OWA AND FIRST IN THE 
QUAD-CITIES! 


Represented by Jann & Kelley 


CIRCULATING DAVENPORT, IOWA, ROCK 
ISLAND, MOLINE AND EAST MOLINE, ILL. 


K&E Names 3 in N.Y., 1 in 
Montreal; Elects 3 VPs 

Kenyon & Eckhardt, New York, 
has appointed Fred Papert a copy 
supervisor and Ken Sellers and 
Leslie Forester copywriters. Mr. 
Papert formerly was with Foote, 
Cone & Belding, Mr. Sellers last 
was with Biow Co., and Mr. For- 
ester previously was with Young 
& Rubicam. Kenyon & Eckhardt 
Ltd., Montreal, has appointed Mary 
Cardon, formerly director of me- 
dia and research of J. Walter 
Thompson Co. Ltd., media man- 
ager. Miss Leslie Munro, a vp and 
copy supervisor of K&E in New 
York, has resigned and will an- 
nounce future plans after a Haiti 
vacation. 

The agency has elected Gerry 


Martin, Richard T. O’Reilly and) 


Joseph C. Lieb vps. Mr. Martin 
and Mr. O’Reilly are account ex- 
ecutives in Detroit; Mr. Lieb 
joined the New York office re- 
cently from Biow Co. 


Advertising Age, February 27, 1956 


BOB PASCH, who joined Ruthrauff 
& Ryan, New York, three years 


|ago as creative supervisor, has 
‘been named a vp and associate 
copy director. 


Brisacher, Doremus 
‘Will Serve Merged 
Crocker-Anglo Bank 


San Francisco, Feb. 21—Two 
advertising agencies serving one 
client is one result of the mer- 
ger here of the Crocker First Na- 
tional Bank with Anglo California 
National Bank. 

Paul E. Hoover, president of 
the newly formed Crocker-Anglo 
National Bank, has formally ap- 
pointed Doremus & Co. (which 
served the former Crocker bank 
for 30 years) to handle all of the 
new bank’s institutional, trust and 
international banking advertising. 

Brisacher, Wheeler & Staff, 
agency for the former Anglo Cal- 
ifornia since January, 1955, has 
been appointed to handle advertis- 
ing of all other services. 


® The new bank got a “solid send- 
off” in initial newspaper, maga- 
zine, radio, tv and outdoor adver- 
tising. 

A total of 41 newspapers in 32 
communities reaching from Yreka, 
near the Oregon border, to Taft 
in Southern California’s Kern 
County, carried full-page ads the 
week prior to the opening of the 
combined banking operation. 

This was supported by another 


full-page ad in all five regional 
editions of the Wall Street Journal 
|and by large ads in the New York 


Times and Chicago Tribune. 

Full-page ads also will appear 
in Time, Feb. 27 and in U.S. News 
& World Report Feb. 24. Corres- 
pondent banks will be reached by 
follow-up ads in seven leading 
banking magazines. 


® A total of 52 animated 8-second 
and 20-second spots are now show- 
ing on 12 northern and central 


|California tv stations, while Lo- 


well Thomas announces 20-second 


Here's the country’s 20th television market. This is big-ticket territory with 
“ plenty of buying power and an enthusiasm for appliances. It's Western 
Michigan ... YOURS . . . when you buy WOOD-TV, Grand Rapids’ only 
television station, Ask us to tell you more. 


WOOD-T 


« MUSKEGON - 
*GRAND RAPIDS.” 
« LANSING 


i 

« BATT. @ GREER » 
* KALAMAEO® nd 
= erg 


WOOD and CENTER ¥ ot al 


GRAND RAPIDS, MICHIGAN 


GRANDWOOD BROADCASTING COMPANY * NBC BASIC; ABC SUPPLEMENTARY * ASSOCIATES: WFBM-AM AND TV. INDIANAPOLIS, 
WFDOF. FLINT: WTCN-AM AND TV. MINNEAPOLIS; WOOD-AM AND TV. GRAND RAPIDS + REPRESENTED BY KATZ AGENCY 


‘and one-minute radio spots over 
|23 radio stations in the bank’s 
|area. Radio and tv announcements 
will continue until March 13. 
| Outdoor advertising is being 
|}used with 30-sheet poster panels 
in 133 locations, painted highway 
and city bulletins in 23 locations 
and double-face roadside signs 
covering 50 locations. 

In addition, 350 transit vehicles 
in San Francisco and Oakland are 
displaying tail-light and side signs 
announcing the consolidation in 
which the new bank will maintain 
51 offices. 


Williams Named SP Manager 

J. L. Williams, an account ex- 
ecutive with the Westinghouse 
Pittsburgh office for the past three 
years, has been named to the new 
position of sales promotion man- 
ager of Youngstown Kitchens, 
Mullins Mfg. Corp., Warren, O. 
D. A. Packard is the new manager 
of shows and exhibits. J. G. Mc- 
Keon, formerly in charge of ad- 
vertising budgets, has been named 
manager of the company’s dealer 
identification program, a new 
position. 
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where you add your personal touch to TV and Theatre Film Commercials 
ORF DAL YOU 
' j = ; ~. a * { b } . 2 “ eas ‘ : 4 1 | . . . °*,? 
\ y AN 41 “Ne ie \ sit, in air-conditioned comfort, 
pA right in the middle of the 
_ - 3 . 
NS SB act, assisted by an expert 
A ’ . Fan 8 staff using the finest 
\ 7 t, professional equipment. 
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p \Y ; 
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Pa < > x ha 
YY” : Ey ae 
. New l 4 ; 
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\ - T'S A PLEASANT EXPERIENCE... — U Jf ‘ ‘ 
¢ to be able to express your individuality, to work - F: ‘ “Cone , 


happily with a genial, experienced production “< 


pom yee yo ee 


is; staff in air-conditioned comfort, using the Wf Te “ ao ‘ 
s y finest Mitchell cameras and RCA sound. NEW ORLEANS <j : 
- Sat X a iS Bd + ; 


’ ce = : e ee Lil paola nb Biot is PA Mar ES. 
(~~~ All this at a lower basic production cost. == ’ : 
- - 5 \ “ss 
Our unified studio and laboratory assure /§ ~~ 
i el ‘ 


a complete job delivered on schedule. 
Your OK or no charge. 


And fabulous New Orleans adds inspiration 
to your creative genius. 


Let’s get acquainted. 


MPA-TV FILM PRODUCTIONS 
1032 Carondelet St. New Orleans 
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Advertising Age, February 27, 1956 


Advertising effectiveness (AE), 


——_* 


sa When it offers a current 


HOUSEHOLD BRAND INVENTORY 
SURVEY IN 187 CATEGORIES! 


|||1 What They're Buying in BIG SPRING Texas! | ||| 


., These 9 Texas np tee 


papers ¢ 


Big Spring Herald 

Corpus Christi Caller-Times 
The Denison Herald 

The Greenville Banner 
Marshall News Messenger 
The Paris News 

San Angelo Stondard-Times 
Snyder Daily News 


Like a forceful stream of water—high into 
the air—this new BIG SPRING HERALD 
study pierces the curtain covering second- 
ory-market information . . . and offers a 
comprehensive survey of Househeld Pur- 
chases in 187 classifications! Included are 
Grocery, Drug, Cosmetic, Tobacco, Appli- 
ance and other 9 -all tabulated 
to show brand share of the market, as 
well as total usage in Big Spring. And in 
Texas, secondary markets in the aggregate 
account for a greater total sales volume 
at the consumer level than the normally 
accredited so-called major cities. 


* 5 


Two important comments from those who 
already have seen the study are: “Gives 
us a localized picture we can't get from 
Nielsen"—and “A study not only well- 
made, but also properly and clearly pre- 
sented!" It will pay you, too, to analyze 
this survey for we believe it contains much 
that will be worth-while to you in plan- 
ning your ing and advertising pro- 
grams. A copy is available for the asking 
to qualified and interested factors as an- 
other service of THE BIG SPRING HERALD 
(28,572 ABC City Zone Population)—one 
of the TEXAS HARTE-HANKS NEWSPAPERS. 


For your copy of “What They're Buying in Big Spring, Texas” get in touch with the 
Texas Harte-Hanks office nearest you—or The Big Spring Herald, Big Spring, Texas. 


Texas Harte-Hanks Newspapers 


52 Vanderbilt Avenue, New York 17 + 400 N. Michigan Avenue, Chicago 11 « HEADQUARTERS—927 National City Bidg., Dallas 1 


Equation Sums Up 


Bedell Theory of 
Ad Effectiveness 


Creative Adman Can 
Affect Effectiveness 
of Ad at Only 2 Points 


New York, Feb. 21—AE = P 
(II x SE x A) t+F.t+S.D. 

That is the formula for advertis- 

ing effectiveness presented at Co- 
‘lumbia University’s American 
|Press Institute by Clyde Bedell, 
/advertising consultant and ApvErR- 
| TISING AGE columnist. 
Mr. Bedell, conducting a day- 
| long session at the institute, urged 
advertising managers of newspa- 
|pers representing all parts of the 
|U. S. to be aware of his formula 
for advertising success. 


| 


Mr. Bedell said in explaining the 
formula, involves a number of 
factors, beginning with the propo- 
sition (P). 

Contributions to the proposition 
are made by Interest Impact of the 
ad (II) and its sales effectiveness 
(SE), he said, and these contribu- 
tions are multiplied by the audi- 
ence (A). 


s The whole modified proposition 
is affected additionally by timing 
(t) and by follow through (F.t), 
Mr. Bedell said, indicating that 
(F.t) includes such items as sales 
people, displays, windows, etc. 

On top of all this, other factors 
outside the ad itself are brought to 
bear—sociological, seasonal, eco- 
nomic, competitive, etc., he said. 
These affect the proposition as 
stimulants or depressants (S.D.). 

The proposition’s influence is 
largely dependent on three things: 
(1) appeal, (2) popularity and 
desirability—value appeal, the rel- 
ative price—and (3) name appeal 
(store name and brand name), Mr. 


Bedell said. 

The effect of audience primarily 
has to do with its selectivity, its 
number, its economic status, and 
its availability or accessibility to 
the advertiser, he added. 


|@ II and SE are the only influences 
—among all these vital and im- 
portant factors—that are contrib- 
|uted by creative advertising men 
|and women. 

| “Objective review of an ad in 
| accord with this formula,” said Mr. 
| Bedell, “will prevent many an ad 
| creator from breaking his arm pat- 
| ting himself on the back for a suc- 
/cess due to factors with which the 
creative work in the ad had little 
|or nothing to do. 

“Frequently today, in both retail 
jand national advertising, there is 
/small correlation between a busi- 
|/mess success and the advertising 
the business runs,” he said. 

“Guesswork is not good enough 
to determine the part advertising 
plays in success. And although no 
accurate arithmetical value can be 
placed on the imponderables in 
these various factors in the for- 
mula, the formula can quickly 
spotlight strengths or weaknesses 
in the array of factors which in- 
fluence results.” 


oS 


JAPAN 
88,000,000 people 


PHILIPPINE REPUBLIC 
21,500,000 people 


Bap 
® Most of the session was devoted 
to the precepts and principles Mr. 
Bedell says have been well proved 
and that can enable admen and 
women to achieve advertising ef- 
fectiveness. 

“The contribution which creative 
ad people make at II and SE may 
very often be small,” Mr. Bedell 
said, “but through an academic ap- 
proach to advertising, their con- 
tribution may be very substantially 
increased. 

“All good creative ad people,” 
he said, “should be able to pass a 
stiff test in those factors proved 
to be important in making adver- 
tising interesting and in those fac- 
tors proved to be important in 
making it persuasive.” 


et 


In the fastest growing Far East markets 
two new J. Walter Thompson Company offices 


local conditions— plus managers who 
are trained in world-wide marketing 
and advertising. 

We have been in business in leading 
overseas market areas such as India, 
Latin America, Australia and South 
Africa for more than 25 years. In these 
markets, as in virtually every major 
international market, ours is the 
largest advertising business, even 
compared with local agencies. 


You may be interested in the Japan or 
Philippine markets now. Or, in a study of 
their potentialities for the future. In either 
case, you will want the market brochures 
we have prepared on these two countries. 
We will be happy to send them to you, 
without cost. Please write: Dept A-3. 


J. WALTER THOMPSON COMPANY 
420 Lexington Ave., New York 17, N. Y. 
Other Offices: Chicago, Detroit, San Francisco, 
Los Angeles, Washington, D. C., Miami, 
Montreal, Toronto, Mexico City, Buenos 
Aires, Montevideo, Rio de Janeiro, Sado Paulo, 
Santiago (Chile), London, Paris, Antwerp, 
Frankfurt, Milan, Johannesburg, Port Eliza- 
beth, Cape Town, Durban, Bombay, Calcutta, 

New Delhi, Sydney, Melbourne 


In Tokyo and Manila we now have fully staffed 
offices serving advertisers in a billion dollar 
market for U. S. goods and services! 


Lima Bean Growers Appoint 

The California Green Lima Bean 
Growers, organized in 1954 as a 
California Farm Bureau Federa- 
tion commodity section to conduct 
research, publicity, promotion and 
improvement of production prac- 
tices, has appointed California 
| Service Agency, Berkeley, to han- 
| dle a publicity and promotion pro- 
gram. Volunteer assessments from 
California green lima bean grow- 
ers finance the group. 


help you decide. We should be pleased 
to discuss it with you. 

The J. Walter Thompson Company 
has long believed that you can get 
maximum results in overseas markets 
only by on-the-ground operations. 

That’s why we first opened our 
London office 56 years ago—and have 
since opened 34 offices in markets 
where it was obvious the greatest 
opportunities lay. It is why we have now 
opened fully staffed offices in the key cities 
of Tokyo and Manila. 

J. Walter Thompson Company 
offers a world-wide organization and 
a unique background of knowledge 
and experience to help solve your 
problems in international trade. Our 
overseas offices give advertisers the 
benefit of a complete knowledge of 


Japan, with 88 million people, and the 
Philippines, with 21.5 million, now rank 
as the first and second most important 
Far East markets for U. S. exports. 

Together they buy more U. S. goods 
than France and Germany combined. 
ia They buy more than Argentina, 
ae Brazil, Sweden, Spain, Portugal and 
> Australia put together. 

The Philippines alone are a bigger 
market than Italy. And only the 
United Kingdom buys more from us 
than Japan. Japan is four times as big 
a market as India. 

Are you missing your share of these 

growing markets? Have you made a 

study to determine whether you might 

profitably enter these markets? 
Perhaps our offices on-the-ground can 


Applegate Appoints Crum 
Applegate Advertising Agency, 
Muncie, Ind., has appointed How- 
ard A. Crum creative director of 
the agency. Mr. Crum had pre- 
viously been with Campbell-Ewald 
Co., Henri, Hurst & McDonald, 


Ruthrauff & Ryan and Foote, Cone 
& Belding. 
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THIS IS 


TV 


FILM SYNDICATION 


‘ america's 


serving youu 
with... 3O offices... 
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MCA TV offers every advertiser 
award-winning* promotions te build 
bigger audiences for your commer- 
cials . 


Action-packed ads in mat 

rm...ready for immediate 
release to newspapers and 
TV magazines 


“Star material" . ... 
biographies, glossy photos, 
column items, action ond 

portrait shots 


tory synopses, newspaper 
‘and magazine articles, 
pre-opening, opening and 
follow-up releases 


— rsonal appearances by 


your star in the markets 


FILM SYNDICATION 


owerful on-the-air 
romotion . . . announce- 


rowd-stoppers galore . . . 
sters, window streamers, 
counter cards, throwoways, 
stickers, envelope stuffers, 
etc. ... @tless than cost 


ersonalized commercials 
_ — delivered by the star 
of mn show 


: 
for audience pro- 
TV Film Syndi- 
ae Division in The Billboard's 
Annual Poll 
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Western 


GENE 


Hottest prog 
— lowest co 
in syndicatic 
Pictures Cor 


dramas based 
actual cases from the files of the 

i U. S. Treasury Department. First-run- 
= off-the-network after a sensational 


Piven 5. Laer h ‘ 

.— year national sponsorship by The ring Gene / 
UM ATT Borden Company and Chevrolet. supporting | 
+; Fee Now it can sell for you! 56 hour-! 

our-lon 
39 half hours ; 
accommo ese: 


<2, GUY LOMBARDO x” RAY! 


end his ROYAL CANADIANS 


America’s No. 1 Musical Favorite 
hits the TV top! Each film features 
a famous girl vocalist, guest stars, 
and the entire Lombardo aggrega- 
tion with “the sweetes! music this 
side of heaven.” 


78 half hours 


Oscar-winne 
funniest as | 
professor of 
comedy that 
straight year 
with General 


76 half hour: 


LOUI! 


THE Lt 


Louis Haywa 
most famous 
evil and intr 


from the inspired writings of Lloyd 


C. Douglas, best-selling author of been spared 
The Robe. John Howard an immedi- sostes Gimed 
ate hif as the courageous doctor 

endowed with a strange power. 39 half hours 


39 half hours 


BILL WILLIAMS 


ADVENTURES OF 
KIT CARSON 


The #1 Western of all Westerns! 
Sponsored nationally by Coca Cola 
for four years, it stars Bill Williams 
as the famous frontiersman. 52 of 
these true-to-history films cre first- 
run in all but 12 markets. 


164 half hours 


HEART ¢ 


One of the m 
series to hit T 
tion and dra 
lines. Pat Me 
(Also known | 


91 half hours 


PAUL 


A hilarious co 
the entire fa: 
man, the ince 


Mark Stevens portrays crusading ed- 
itor, Steve Wilson, in this series that 
played the network as “Big Town.” 


High-budget, documentary style by millions. 
shows filmed on location at the Los laugh your he: 
Angeles Times. 

40 half hours 


39 half hours 
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stern Features Starring 


INE AUTRY 


st program category on the air 
vest cost per thousand homes 
idication! Top-budget Republic 
es Corporation features star- 
Sene Autry and a cast of top 
yrting players. 


ur-long features 


| SERIES FILMED EXCLUSIVELY. 


Y MILLAND 


SHOW 


-winner Ray Milland at his 
st as a witty, girl-bedevilled 
ssor of dramatics. Situation 
dy that tickled millions for two 
ht years on the CBS network, 
seneral Electric sponsoring. 


If hours 


LOUIS HAYWARD 


LONE WOLF 


Hayward stars as the world’s 
famous adventurer, fighting 
nd intrigue. No expense has 
spared in this pulse-quickening 
filmed round-the-world. 


If hours 


T OF THE CITY 


f the most popular newspaper 
to hit TV! Captures all the ac- 
nd drama behind the head- 
Pat McVey, Jane Nigh star. 
known as “City Assignment.”’) 


If hours 


PAUL HARTMAN 


DE «: FAMILY 


rious comedy series to amuse 
tire family. Stars Paul Hart- 
he incomparable zany loved 
lions. Try an audition, and 
your head off! 


f hours 


a yy re on 
Ch ARAN. 


First ’56 Release th e 
rosemary clooney 


sho 


AVAILABLE IMMEDIATELY — your biggest bet for massive audience appeal 


Most expensive, most talented, most IMPORTANT 
new TV film series ever offered for syndication! 


Clooney sings, Clooney charms, Clooney woos and wows 
viewers (and sells!) like nobody else in show business! 


@ CO-STAR WITH BING CROSBY in Paramount's all-time- 
high-gross “White Christmas” 


@ 12,000,000 Clooney Columbia records including sensa- 
tional"Come On-A My House” and’ Tenderly” 


@ JUKE BOX QUEEN year after year . . . TV-RADIO NET- 
WORK STAR 


NOW — ROSEMARY CLOONEY sings and sells for you! 
Nelson Riddle and his orchestra . . . the ““Hi-Los’’ and out- 
standing top-of-the-top guest star talent each week . . . 39 
stunning half hours featuring current hit songs in every 
show! 


ALREADY SOLD to FOREMOST DAIRIES, Inc. 
IN 57 CITIES PRIOR TO RELEASE 


This series will not wait — call MCA today! 
Watch for spectacular second and third releases later this year from MCA TV! 
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stures Starring 


AUTRY 


is -ategory on the air 
»r thousand homes 
Se op-budget Republic 
stion features star- 
and a cast of top 

ers. 


ntures 


PRESTON FOSTER 


WATERFROK 


Year's greatest syndicated film 
#1 rating in myriad markets. P 
ton Foster turns in his greatest | 
formance in these dockside dra: 
with a family background. Rec 
tically filmed in picturesque 
Angeles harbor. 


78 half hours 


ILLAND 


ay Milland at his 
itty, girl-bedevilled 
ramatics. Situation 
led millions for two 
n the CBS network, 
ctric sponsoring. 


AYWARD 


stars as the world’s 
dventurer, fighting 
e. No expense has 
his pulse-quickening 
und-the-world. 


THE CITY 


popular newspaper 
Captures all the ac- 
b behind the head- 
by, Jane Nigh star. 
“City Assignment.’’) 


ARTMAN 


dy series to amuse 
y. Stars Paul Hart- 
Parable zany loved 
an audition, and 
off! 


E WOLF 


<a 


CHARLES BICKFORD 


MAN BEHIN 
THE BADGI 


As host and narrator, Charles B 
ford takes viewers on true-life cc 
with courageous law-enforcen 
officers. Taut first-run dramas filr 
expressly for syndication follow 
a tremendous network stint. 


39 half hours 


Western Features Starring 


ROY ROGER 


Hottest program category on the 
— lowest cost per thousand hor 
in syndication! Top-budget Rep: 


. lic Pictures Corporation features st 


ring Roy Rogers and a cast of | 
supporting players. 


67 hour-long features 


CURTAIN CAI 


Big stars win big ratings in this pre 
tige anthology of great dramas. Le 
Ayres, Joan Bennett, Miriam Ho 
kins, Thomas Mitchell, Gloria Swa 
son, Ann Sheridan, Claude Dauphi 
Laraine Day, many others. 


39 half hours 


ROCKY JONES 


SPACE RANG! 


For the kids! — breathtaking rock 
ship adventures with Rocky and | 
young “Space Ranger” pal, Bobt 
The first and foremost of all spa 
shows. Ask your MCA TV salesm 
to show you its full success story! 


39 half hours 
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ROD CAMERON 


ONT _CATY DETECTIVE 


d film hit. A spellbinding series of metropoli- 

kets. Pres- tan mystery and adventure starring 

atest per- the inimitable Rod Cameron. In its 

le dramas fourth year of successful selling . . . 

id. Realis- City Detective’s popularity continues 

sque Los unabated in market after market. 
65 half hours 


THOMAS MITCHELL 


ORD 
IND = =—_—s MAYOR «: TOWN 
IGE Drama full of the warmth and hu- 


mor of America’s grassroots. “Mayor” 


arles Bick- Thomas Mitchell gives a’ twinkling 
-life cases performance worthy of his Oscar 
‘forcement award. No. 1 syndicated series in 
nas filmed Chicago month after wonderful 
following month, Huge ready-made audience. 
nt. 39 half hours 

— 


erin FAMOUS 
ERS PLAYHOUSE 


on the air 

nd homes Syndication’s most popular anthol- 
et Repub- ogy of comedy, mystery, drama and 
tures star- adventure. Studded with famous 
ast of top Hollywood stars. New films added 


continually. “Famous Playhouse” is 
highly rated wherever shown! 


Over 250 half hours 


ALAN HALE, JR. RANDY STUART oY 


CALL BIFF BAKER, 4 
his pe U.S.A. 


mas. Lew 

am Hop- Suspenseful, intriguing dramas filmed 
ria Swan- in the romantic cities of the world. 
Dauphin, Alan Hale, Jr. and Randy Stuart play 


a typical American couple who run 
the gauntlet of thrills and danger. 


26 half hours 


nae TE CIEE 


IGER PLAYHOUSE “IS” 


Unique quarter-hour dramas running 


ng rocket- the gamut of adventure, mystery, 
y and his comedy. Surprise endings with a ter- 
a1, Bobby. rific wallop. Perfect for strip sched- 
all space uling! Filmed by the renowned Ber- 
salesman nard Prockter, it spells “hard sell.” 


story! 78 quarter hours 
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bervennad 
FILM SYNDICATION 


MCA TV offers every advertiser 
award-winning* promotions to build 
bigger audiences for your commer- 
diels ... 


ction-packed ads in mat 

rm...ready for immediate 
release to newspapers and 
TV magazines 


“Star material’. . . 
jographies, glossy photos, 
column items, action and 
portrait shots 


tory synopses, newspoper 

nd magazine articles, 
pre-opening, opening and 
follow-up releases 


ersonal appearances by 
_ your star in the markets 
of your choice 


estige-building show 
verage by syndicated 
columnists 


owerful on-the-air 
romotion .. . announce- 
ments, trailers, slides, telops 


rowd-stoppers galore ... 

sters, window streamers, 
counter cards, throwaways; 
stickers, envelope stuffers, 
etc... . at less than cost 


ersonalized commercials 
delivered by the star 
of your show 


for audience pro- 

by MCA TV Film Syndi- 

cation Division in The Billboard's 
Annual Poll 
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SAN FRANcIScO, Feb. 21—A| 
case history of “The Young in| 
Heart,” the advertising and 
merchandising campaign cred-| 
ited with turning Pabco Prod- 
ucts’ national sales curve up- 
ward, was reviewed for San 
Francisco Ad Club members 
last week by Eugene V. Gear, 
general advertising manager for 
Pabco. 

Mr. Gear, who joined the 
company in 1946, collaborated 
with Brisacher, Wheeler & Staff 
in developing the advertising 
and promotion which spear- 
headed Pabco’s “finely inte- 
grated” merchandising program 
for floor coverings. 

“Merchandising to Pabco,”| 
Mr. Gear explained, “means the 
coordination, under a master 
plan, ef all of the elements in 
the thorough preparation of 
product lines for the sales force 
to go out and sell.” 


Coordination Made Pabco’s ‘Young in 
Heart’ Drive a Success, Gear Says | . 
| 


“The agency was given the as- 
signment of creating ads_ that 


ie 


~ 


would be fresh, new and different, | 
eliminating the room scenes which | 
have traditionally been used to 
advertise floor coverings. 

“Brisacher, Wheeler produced | 
the color ads which by now have 
become closely associated with 
Pabco and the idea of ‘The Young 
in Heart.’” 

These ads, Mr. Gear told AA, | 
will not only be continued in na-_| 
tional consumer magazines during 
1956, but Pabco will concentrate 
extra firepower on major metro- 
politan markets with color ads in 
Sunday newspaper sections. 

These Sunday supplement ad- | 
vertisements will appear in major 
cities of the country and the same 
message will be carried to the 
trade in business publications. 


New Home for Dewnstote Illinois’ No. 1 Newspaper 


Peoria Journal Star : 
TO BETTER SERVE-YOU | 
...and more than 100,000 Peoriarea Subscriber-Families 


Finest ROP Full Color Reproduction Every Day 


New Goss 8-unit HEADLINER PRESS ‘ 
featuring Hurletron Electric Eye and Goss Colotrol ’ 


Represented Nationally by WARD-GRIFFITH cO., Ince, in Principal Cities 


Pabco’s current floor cover- 

1g merchandising programs, 
sunched early in 1955 and | 
‘eduled for intensification 
s year, were formulated from 
combined efforts of a dozen 
ferent departments and di- 
. ions. 


s “Our market analysis de- 
partment started,” Mr. Gear 
explained, “with an extensive 
study of the market require- 
ments. In the field we surveyed 
the needs of salesmen, distrib- 
utors and dealers and then new 
products were born in our re- 
search department. 

“The manufacturing division 
was involved in improving 
quality; the design department 
provided color and design; the 
packaging department gave us 
protection and sales appeal, 
while the service department 
handled inventories and cus- 
tomers’ orders, the life blood of 
any organization.” 

Any marketing program, Mr. | 
Gear pointed out, “must start| 
with market analysis, and ours 
revealed that the best consum- 
er prospects for floor coverings 
are the young. 

“The age group between 18 
and 40,” he said, “buy 60% of 
all home furnishings; they as- 
sume initial home ownership at 
a rate 400% over all other ages. 


s “This age group,” he con- 
tinued, “is expanding residen- 
ially as family and income in- 
*rease and is tuned to smart 
1ew colors and modern designs. 

“With the establishment of 
che young market as Pabco’s 
sales target, Brisacher, Wheeler 
& Staff came forth with an ad- 
vertising theme that formed the 
ideal hook upon which to hang 
all segments of a highly inte- 
grated merchandising program.” 

The theme—Pabco, for the 
Young in Heart—has_ since 
helped push the company into 
top sales ranks in the face of 
strong competition from long 
established eastern floor cover- 
ing manufacturers. 

“As a symbol of our theme,” 
Mr. Gear explained, “Brisacher, 
Wheeler developed the heart 
and the halo which has been 
woven throughout our entire 
merchandising program. 

“With this symbol and the 
theme, all of Pabco’s new de- 
signs, new colors and new prod- 
ucts were aimed at the young 
market and all of the advertis- 
ing was directed to the youth 
group. 


: 


s “Media selection was, basic- 
ally, in the shelter field and ads 
were placed in top consumer 
publications whose readers were 
interested in homes. 
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The Dispatch Is 6th In 
National Evening 
and Sunday 
Advertising 

Linage 
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... delivers tomorrow's 
sales records ... TODAY! 


If you have a consumer ov 
of the rich Central Ohio Market and the way it is covered by Ohio's greatest home 


newspaper—The Columbus Dispatch. 

In Columbus, Ohio, there's diversified population . . . continuously increasing 
industry . . . booming retail outlets and sales. It is the heart of a lush,stable market 
that has excellent distribution facilities. 

When you want to successfully test a product or conduct a hard-hitting sustained 
sales campaign, don't overlook Columbus, Ohio, where advertising in the Columbus 


Dispatch is the key to the sales productive Central Ohio market. te 


For further information, write General Advertising Department. 


Che Columbus Dispatch 


Ohio's Greatest Home Newspaper 


NATIONAL REPRESENTATIVES 
O'MARA and ORMSBEE, Incorporated, New York, Chicago, Detroit, Los Angeles, San Francisco 
Resort Newspaper Representatives, Inc., Miami Beach 


oduct to sell, you can't afford to overlook the value Et 
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| ABC Joins TvB Rolls 


| American Broadcasting Co. has 


Eckrich now has the Aviuter Sh 


SELLING AT THE POINT OF IMPRESSION) anade network support of the tele- fi 
. P vision Bureau of Advertising, New Ewe ‘ 
That’s the job a good engraving should do. | York, unanimous. ABC m8 the 4 
last network to join TvB; CBS the 


—— 
— 


and NBC have been on the mem- same 
bership rolls for some time. The 7 lempling 


SELLING AT THE POINT OF IMPRESSION bureau also has added its 10th flavors 
representative member—H-R Tel- in 


That’s the job an H&M engraving always does. evision. iy modes: 


Treynor Joins Teleprompter Se new ‘ y" 
William K. Treynor hag re- G, packages » £ 


signed as manager of the station 
relations department of the Na- 


Hutchings & Melville, inc. tional Assn. of Radio & Television ° , 
eae P i‘ Broadcasters to become station SS Te dasa : 
Distinguished Photoengraving sales manager of Telepronipter eg : A 


Corp., New York. 


4043 N. Ravenswood Ave., Chicago 13. EAstgate 7-9220 


LaFontaine Joins Rep 
Faithful-to-plate 4 color wet proofing ag Pe Aga on vonage | von 
Gardner, has joined the San Fran-| LEADER LOoK—Peter Eckrich & Son: 
cisco sales staff of O’Mara &| Fort Wayne, Ind., is promoting it 
Ormsbee, newspaper representa-| first-in-50-years package redesig 
tive. with this two-color newspaper 
which appeared Feb. 16, initati 
a four-week push. Frank Bl 
Associates, St. Louis, is the agey 


TV Film Ads We 
$25,000,000 Business 
in ‘55, Ross Reports 


New York, Feb. 21-—The pro 
duction of tv film commercials wa 
a $25,000,000 business in 1955, ac- 
cording to a compilation by “Ros: 
Reports on Television.” 

The information service singled 
out Transfilm in New York as the 
| largest film commercial produce 
}in the U. S., accounting for an es- 
| timated 8% to 10% of the tota 
|dollar volume in the industry 
New York still is the center of th 
kind of tv activity, with Los An 
geles and Chicago runners-up. 


a ooming business Conanzga where 


electrifying jolt=> 


|@ “Ross Reports” also mention 
Sarra of Chicago and New Yo 
and Kling Film Productions oa 
|Chicago and Hollywood as amon 
| the very best tv film commercit 
| producers. United World Filn 
,|and Hal Roach Studios were sa 
to be among the most active on t 
West Coast. These standings we 
figured on the basis of Ross est 
mates of dollar volume of con 
mercials produced during the yea 

Hollywood film package produ¢ 
ers increased their share of co 
mercials last year, but they co 
centrated for the most part on sale 
messages for the sponsors of tl 
shows they produce. According 
“Ross Reports”: “This type of p 
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. . : 
The Salt Lake Intermountain Market duction, which most often uses 
i stars of film series in ‘perso 
... is in a fabulous business boom with industrial expansion ized’ commercials for sponsofs 
: ; the need for er, filmed within a few days in bi 
of over $300,000,000 in the past year. To meet pow tor heker olin, cabuateartamd 
companies in this four-state area have expended well over $200,000,000 cost of the commercials. 


“Total numbers of finished te! 


in the past 10 years, with just one firm, Utah Power & Light Company etalon inte idle nate Gee 

spending over $137,000,000 . . . and more is being planned. some producers, but dollar ¥ 
ume for production is usua 

This entire market with its hundreds of home towns, is served . . . lower for package producers th 

‘ for individual producers.” 
and sold . . . each day by Salt Lake’s two great metropolitan ; 
news . .. giving sales an electrifying jolt. ‘Wall Street Journal’ Sets 
— itis $100 a Week Training Plan 
If you want to spark-up your sales, put the combined power of The Wall Street Journal w 


establish a starting salary rate « 
$100 a week for college graduates 
who enter its training program for 
, Bernard Kilgore, pres- 

OU Ct) we bed wn te ACW Ui / aor al the national business 
Ye P Op cM G “7 Wese. newspaper, has announced. Mr. 
Kilgore said the new pay rate is 
designed to encourage young men 
and women entering college to 


\: DESERET NEWS wo rg yp 
= Salt Lake Telegram (eveninc) af ° 


MaGeNv™ The $100 starting rate for 
COLOR IN NEWSPAPER ADS ADD EXTRA SALES trainee newsmen, effective June 

1, is the result of a survey of 
starting salaries offered college 
Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers graduates by leading industrial 
companies, Mr. Kilgore said. 


The Salt Lake Tribune and the Deseret News-Telegram to work for you. 
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As of February 15, Better Homes & Gardens had 


48,902 


CONTEST ENTRANTS 


7124 


DEALER TIE-INS 


in the BH&G 1956 Home Improvement Contest! 


No matter how impressive numbers are, 
they fail to tell the complete story. Naturally, 
we're gratified at this response from home- 
owners and dealers to the first announcement 
of the contest. But there are two other 
factors that should round out your picture 
of this event: excitement and impact! 
Sample: The 48,902 entrants are so enthusi- 
astic about the contest that they’re entering 
more than one category; they’ve piled up 
94,897 separate entries so far! 

Sample: A North Dakota building materials 
contractor had the contest actually working 


for him by the end of the first week in 
January —via direct mail to a list of 43,000! 
Sample: A Kalamazoo, Mich. bank plans a 
dinner for 200 dealers to tie them in on the 
spot; states that the contest is “just what 
we need to increase dollar activity in the FHA 
Title I Home Improvement Loan area.” 
We could go on—but you already have the 
idea. It’s good business for advertisers and 
dealer organizations to tie in when BH&G’s 
“Midas touch” starts turning markets into 
gold! Write, phone or wire us today for tie-in 
advice or contest details. 


BOX SCORE {SS REVEALING! 


Which areas of home improvement interest 
consumers most right now? This breakdown 
of entries in the 4 divisions of BH&G’s 
contest is a “live” report on 1956 trends! 
If you can benefit from a contest tie-in, 
these figures should give you your cue: 


GedertSS wc cccccccccsvecs 
Additions 


Total .....06. 94,897 


yee 


Better Homes & Gardens 


Meredith Publishing Company + 1716 Locust Street + Des Moines 3, lowa + Phone: 8-8511 
America’s No. 1 home magazine ...4,250,000 reader-families ... your best customers 
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THE TEN YEAR 


for Americas 


BIG 3 magazines 
LIFE, LOOK, POST 


In the postwar decade, LOOK gained 646 advertising 
pages. This is an increase of 69.5%, a greater rate of 
growth than any other major magazine. And this trend 
to LOOK has a base as broad as American industry 
itself. LOOK has page gains in more P.I.B. classifica- 
tions than Life or Post, in fact, more than any other 


major magazine. 


LOOK continues to gain pages in the Ist Quarter of 
1956 — up 10% over the same period of last year. 


LOOK, the exciting story of people, delivers more 
people per advertising dollar than Life or the Post 


or any other major magazine. 


Circulation Gains 1955 vs. 1946 


LOOK 1,748,067 


POST . . . 885,996 


LIFE... 813,555 


Source: First nine months 1946 vs. first niné months 1955 Publishers’ Statement to A.B.C. 


In this period LOOK gained more net paid A.B.C. circulation than Life 
and the Post combined. 


...@ creative force in modern marketing 


page ih lf hate yi , ~ a 2 7 on NS 1 ‘ . < 
ie Ade Bolg F ae eee ¥ Oi ete Se - ee a Fe ees af M 4 ¢ ! 5 Sta . ; = ‘a eee - he i: Sy ieee Af See aie Pre ay Ae +, . en * 3 ‘ 
beta ” 1 Fall ; ; ‘ ~ . * : (Pee ||6|l et 
hoe _— einen — 
deen 
ae 
tres 
to 
Pie" 
|? a 
Ke . 
Lj Mes 
ft 
ae 
pa 
n " 
: 
fey 
Ree | 
oa 
ie: 
4 ie 
“< 
* 
. i o 
Re 
ba 
i 
te 
Sh, 
ide 
— 
- 
cae, 
mY . 
et 
ae 
‘3 
ph 
ba 
hae % 
Ts 
Pe: 
{et 
8 
tee 
ee 
Lut 
pi 
Bes 
ut 
CS 
me 
ore 
ey 
me 
To 
A hoget 
att 
oh 
ah : 
aan 
ee. 
4 
ae: 
et 
: Ae 
Be! 
a ™ a 
4 . 
on 
Sd 
Ree 
3 ' 
* 
és 
ae 
\ ee * aa & Mia ‘ad Ww «4 ¥ 
? aa : : Ae 
: ‘- a wf ota 
cs Pie: ‘ a 
ex ty a § 
6 Ps . or, . 
; ; 
4 
ee 
= 
at ae 
Ei eS Ret na Sta a5 ge 3 ee i SRE 19 RRR SA eS. Pie aM ae “a 
i eee ae Ts Seat fat a eae. eee , cS Se ee 4 es FS ad 


a ce eee b 


|GROWTH RECORD 


Industry-by-Industry — Advertising Pages Gained or Lost 1955 vs. 1946 


All 29 Primary P.1.B. Classifications 


PE Se PN. 1s 6 Sok dah <é Sons ibe be > Cat %ers 
Apparel, Footwear & Accessories... .........00 0c e cee eeeee 
Automotive, Automotive Accessories & Equipment............. 
Aviation, Aviation Accessories & Equipment.................. 
eae; WORMED. . Sc cae cba vs cine eel eek ate we 4 
Building Materials, Equipment & Fixtures.................... 
Gonfoctionery & Sell DIMES hs ack cc ccsnee sc stuwentwhess. 
Coreen SR, 6 5 ik 4 an Feed Men's ve caw bedsnaeweeses. 
RE 6 nae oc NEE» a otic Mteedinp ato 
TF ee ree eee ee Ee See 
Pe See Pome sc oe opts bs + vob ns bine once 
Freight, Industrial & Agricultural Development................ 
Gasoline, Lubricants & Other Fuels................00000eeee 
IND... ok 5 So « eee 6 a8 EUR ss EAN 
Household Equipment & Supplies.....................0000- 
ES I es ere 
ee eS ee eee ee 
PP eo eee ne cer es Oe 
Jewelry, Optical Goods & Cameras. ............. 0c eee eee 
Pe eye eee 
Office Equipment, Stationery & Writing Supplies.............. 
Pulbtiingn: @ -Madle. . «castes od d's « Veins ¥ =» ten hws ass 
Radios, TV Sets, Phonographs, Musical Instruments & Accessories. . 
Rabel, Glewed Bar Ma os oes ow 4d agin oan ois WE Ni cen ot 
Sueghinds Matorlads. . . iigial ys a0s 0 o6s ds ices eee Reng tenth 
Soupe, Clnmnenen @: Petes <6 ie ao... . 2 0s scien wees 
Spatting Goods O Taye « «56 ins os Caan). . o. 1. ccc bee 
Tattewtes & Tollet Gocii. si... sae ss. +s... cape ees 
ee ee ee 


No. of classifications with gains 
Net advertising pages gained or lost 


LOOK) 


+ 64 
+ 69.41 
+ 94.00 
+ 6.00 
+178.25 
+. 1.50 
+ 14.29 
— 13.59 
+ 54.88 
— 66.27 
+117.43 
— 3.25 
+ 17.50 
—- 62 


+++ + 
| 
nn 


LIFE 


+ 3.98 
+ 18.60 
+311.23 
—- 675 
+ 2.56 
+116.66 
— 33.21 
+ 20.68 
+ 25.18 
— 85.99 
+329.09 
- 350 
— 54.48 
+ 13.49 
+ 91.85 
+ 53.21 
+ 37.86 
+118.41 
+ 37.26 
+ 10.72 
— 21.59 
— 15.42 
+ 11.93 
+ 15.50 
= TS 
+ 15.53 
- 
— 124.64 


— 36.15 


18 
+847.58 


POST 


+. 979 
— 99.41 
+ 173.57 
— 32.75 
Does not accept 
+ 100.99 
— 31.58 
+ 13.63 
— 10.64 
— 31.96 
—114.97 
= 12.65 
— 46.90 
23.72 
14.86 
7.88 
31.79 
18.39 
— 78.52 
— 22.85 


t++eett 


“= 16.70 


+ 15.19 
= 18.99 
+ 20.54 
— 37.67 
— 20.40 
+ 6.80 
— 130.56 


— 77.42 


12 
—346.82 


ee | 
—|lCU | 

. 

1 

— 18.02 ; 

+ 7.08 : 

— 24.76 a : 

ee. 

+ 35.17 | 

+ 2.00 

+ 40.94 3 

+ 1.72 

+ 5.19 : 

— 28.51 ; 

+ 9.56 a a a 

ra eS ia 

+646.40 ; 
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Fort Wayne New Car Sales Up 36% 


Chamber of Commerce Figures Report 
10,957 New Cars Registered in 1955 


Key to the high level of prosperity in Indiana's 
Golden Zone were the 10,957 new cars sold 
during 1955 compared with the 6,976 sold in 
1954. 

Schedule Fort Wayne in '56 


Where greater spending means greater sales 


FORT WAYNE NEWSPAPERS, INC., Agent 


Che News-Sentinel * THE JouRNAL-GAZETTE 


FORT WAYNE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


'Transitads Boosts Sloan; 


Names Evans and Thompson 

John F. Sloan, a member of the 
national sales staff of National 
Transitads Inc., New York, has 
been appointed national advertis- 
ing sales manager, a new position. 
Mr. Sloan, before joining the com- 
pany last November, was a nation- 
al account executive of Ziv Tele- 


| vision Programs. 


National Transitads also has ap- 
pointed J. Warner Evans and 
Bill Thompson to its Philadelphia 
staff. Mr. Evans formerly was with 
Lewis & Gilman and the Trenton 
Times. Mr. Thompson previously 
was with Kelly-Smith and New 
York and Reading tv stations. 


Two Join Snellenburgs 


Clarence E. Bix, formerly with | 


Hecht Co., Washington, has been 
named advertising manager of 
Snellenburgs, Philadelphia 


has been appointed art director. 
Mr. Boylen was formerly art di- 
rector of Macy’s, San Francisco. 


Adams Takes Over ‘U.S. Lady’ 

John B. Adams, Washington 
public relations consultant, has 
taken over control of American 
Service Publishing Co., Washing- 
ton, publisher of U. S. Lady. He 
succeeds G. Lincoln Rockwell, 
who began publishing the mag- 
azine last September. 


The city-state Providence-Rhode Island area is one of America’s 
best test markets—a compact, stable market of 824,500 people with 
effective buying income of $1,301,625,000 — and it’s dominated by 
The Providence Journal-Bulletin, recognized among the most pro- 


ductive newspapers in the country. 


Providing intensive coverage of all the families in A.B.C. Provi- 
dence, and more than 80% in the statewide market, The Providence 
Journal-Bulletin is Rhode Island’s busiest, best salesman. Combined 
daily Journal-Bulletin circulation is over 200,000; The Providence 
Sunday Journal, more than 180,000. 
Statistics: Sales Management, Survey of Buying Power, 1955 


Charlotte cin ae (Ore) 


de- | 
partment store, and Don Boylen| 


Advertising Age, February 27, 1956 


| Everybody LO 
fresh Linens... 
(You huow they de-/) 


woh bet 


“Linen Suppl Ea 


SY BOE 


SERVICE—This two thirds page is 
one of the 1956 trade ads of Linen 
Supply Assn. and National Cotton 
Council. One-column consumer ads 
with the theme “You can tell they 
care” will run in Time and The 
Saturday Evening Post. George H. 
| Hartman Co., Chicago, is the agen- 
cy. 


‘Establish Selves 
in Community,’ 
Radio Men Urged 


INDIANAPOLIS, Feb. 21—Radio 
broadcasters have a_ pioneering 
job to do to establish themselves 
as substantial community institu- 
| tions, according to Eldon Camp- 
| bell, national sales manager of 
| Westinghouse Broadcasting Corp. 

In an address before the adver- 
|tising club here last week Mr. 
| Campbell suggested that stations 
| can gain this stature by search- 
|ing for the best personalities, not 
the cheapest; by developing ma- 
ture news reporting, and by per- 
forming a true public service 
function for their communities. 

From the advertising point of 
view, this is how the Westinghouse 
executive sized up the radio sit- 
uation: 

“1. There have never been more 
complaints about too many com- 
mercials. 

“2. There have never been more 
retailer success stories; there have 
never been more local advertisers. 


s “3. There have never been more 
national advertisers—a_ great 
many using radio more heavily in 
both dollars and advertising serv- 
ice performed. 

“4. There have never been more 
stations—over 3,000. 

“5. The price to own a station 

has never been higher on the aver- 
age. ‘ 
“6. And there has never been 
a greater need for a pioneer in 
radio network broadcasting. A 
pioneer with a program concept 
at a price that is economically 
sound for the advertiser, the net- 
work and the station.” 

Mr. Campbell pointed out that 
there is more demand for night- 
time tv hours “than the clock can 
ever hope to handle” and that 
there is a growing use of daytime 
tv. But, he added, the picture for 
television station operators ranges 
from very good for those with 
phenomenally high profits to ter- 
rible for those who are making 
little or nothing. 
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Convright Photographic Surveys 


DALLAS : 
PORTLAND (ORE.) =o 


than any of the following 
U.S. metropolitan districts: 


BUFFALO SEATTLE 


bic g MILWAUKEE Aipmmper 


ER 
Of course, Greater Montreal Market, with an — KANSAS CITY 
annual sales turnover of ATLANTA 
$1,664,611,000.00 | 
is by far the biggest market in the Province of Sig) MEMPHIS samedi RQCHESTER 
Quebec, accounting for nearly 60% of the annual :) 
retail sales for the entire Province. 
MIAMI WORCESTER FORT WORTH 


You can easily get more sales at lower cost in 
French Canada through concentration in La Presse, 
the ONE publication that blankets French speaking LOUISVILLE TOLEDO 


homes in the Greater Montreal district plus pro- ad 


viding a substantial bonus coverage in every part 
of Quebec Province. SACRAMENTO COLUMBUS 


INDIANAPOLIS 


U.S. Representatives: Shannon & Associates, Inc. 
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Why are 

SO many people 
— talking about 
Henri, Hurst 

& McDonald? 


Visitors who walk through our offices see the framed ads of many 
famous clients on our walls. They see secretaries, space buyers, 
artists, production men—all going confidently about their busi- 
ness. One glance tells them that these people belong to a well- 
organized, trained and integrated team of workers. 


But it is another side of our story that has really started tongues 
wagging in and out of the advertising business. 


There often is unconcealed amazement in the eyes of these same 
visitors when they meet and talk with the creative group of youthful 
“old-pros” who have been gathered together here. Every one of 
these young men has been hand-picked because of one or more 
creative jobs he has done outstandingly well in advertising, mer- 
chandising, or marketing. 


Such close-knit groups of inspired men have usually built the great 
advertising successes of the past...as nearly every experienced 
agency man will agree. No wonder people are talking about 
Henri, Hurst & McDonald ...'‘the Agency that is forty years young.” 
Are you interested in getting the assistance of this group in the 
mad scramble for business that is just around the corner? Wire, 
phone, or write. Let us discuss your problems with you. 


HENRI, HURST & McDONALD, Inc. 


Advertising 
121 W. Wacker Drive « Chicago? + FRanklin 2-9180 


Department Stores 
in Canada Had 7.8% 


More Volume in ‘55 


Toronto, Feb. 21—The year 1955 
was the best that Canadian de- 
partment stores ever experienced. 
With consumer income at a record 
level and the general public con- 
fident and willing to spend freely, 
Financial Counsel estimates that 
the volume of department store 
sales reached a new high of $1,- 
149,949,000. 

The 1955 total represents an in- 
crease of $88,273,000 (7.8%) over 
the 1954 volume of $1,061,676,000. 
Every province participated in 
the latest year’s advance, led by 
Alberta with an increase of 10.5% 
which brought sales to a record 
estimated $113,903,000. On sales| CONF ALONG WITH ME, LUCILLE Hot- 
of $309,255,000, Quebec scored a| 78" mats with antique motor car 
rise of 8.95%; British Columbia |%¢s!gns baked on the enamel sur- 
recorded a gain of 8.82%, to $189,-|face are offered as a premium 
315,000; the Atlantic Provinces| with Jane Wilson Pan Pac pre- 
moving up 8.72% to $93,472,000.| cooked foods by Wilson & Co. Con- 

Ontario advanced 8.5%, to| sumer must send 
$383,431,000. Manitoba increased and ‘me. icine 
5.8%, to $102,942,000, and Saskat- 
chewan sales were 2.9% higher, 


at $57,631,000. $61,359,000. Financing of used com- 
mercial vehicles dropped to 57,911, 

CANADA AUTO SALES from 58,671, and values were down 

HIT RECORD IN 55 to $47,908,000, from $50,249,000. 


Toronto, Feb. 21—An alltime 
high of $1,255,546,000 was realized |Dick Lewis Films Bows 
in motor vehicle sales in Canada Dick Lewis, co-founder and 
last year, according to Dominion|former vp of Lewis & Martin 
Bureau of Statistics reports. The} Films, Chicago, has opened Dick 
increase of $266,000,000 over 1954|Lewis Films at 360 N. Mich- 
resulted mainly from a sharp jumpjigan Ave., Chieago. The company 
in sales of new passenger cars, the | will be a sales representative for 
bureau said. Mercury International Pictures 

Total sales of all vehicles—cars|and TV Spots Inc., both Holly- 
and trucks—rose by 83,000 to a|wood, Keitz & Herndan, Dallas, 
record 465,629. Passenger cars|and two Chicago film producers. 
increased to 386,937 (from 310,- 
546), and commercial vehicles to| WBC Advances Loudon 
78,692 (from 72,082). a 

The big jump in passenger car William A. Loudon has been 
sales also brought a record in fi- named a of network sales 
nancing. Sales of new cars fi- of the Pacific division of NBC 

, Radio. He has been with the net- 


nanced climbed to 152,546 (from : 
: — : work since 1946, and for the past 
126,099), with values increasing to three years has been an account 


$299,139,000, from $230,900,000. |. cutive of NBC Television Spot 
Used passenger cars financed to- Sales in Hollywood 
talled 345,234, up from 325,953. P 
Used car financing figures rose to | 
$284,690,000, from $269,144,000. | Hoag & Provandie Elected 

The number of new commercial! Hoag & Provandie, Boston, has 
vehicles financed rose to 28,593,| been elected to membership in the 
from 28,005. And the amount fi-/| Affiliated Advertising Agencies 
nanced climbed to $69,437,000, from Network. 
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REMEMBER... 
when you’re 
lacin 

‘edeabal CANTON 

adver- 1S A BIGGER 

tising Am AUTOMOTIVE MARKET 
‘ THAN © 
_ SOUTH BEND 
KNOXVILLE 
PEORIA 
ERIE 


a AZi> 


HERE‘S 
THE ONLY 


A Brush-Moore Newspaper 
represented nationally by 
Story, Brooks & Finley 
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Town Mouse—Top o’ the morning, Cousin. Just the mouse I wanted to see. 


Farm Mouse—I’m not buying anything this morning. 


Town Mouse—Don’t worry. You were wondering about those Country Gentleman 
subscriptions. This is what happened. Farm Journat publishers 


wrote to all the Country Gentleman subscribers who had non-RFD 


addresses describing Town Journat. Asked whether they wanted 
Town Journat, Farm Journat, or their money back. A great many 
with real farm interests chose Farm Journat, of course. But 351,651 
said “Send me Town JournaL.” 


Farm Mouse—How many asked for their money back? 
Town Mouse—I can tell you that, too. Exactly 672. 


Farm Mouse—Not enough to put in your eye. But that’s a lot of new families 
reading Town Journat. 


Town Mouse—Puts the number over 2 million. And good. 
Farm Mouse-Still not as big as Farm Journat. 


Town Mouse—Not yet. But add them together in “The Countryside Unit” and 
you sure have the biggest thing in the countryside. 


TOWN JOURNAL sila 
The Countryside Unit like to read 
FARM JOURNAL Ss 
Washington Square, Philadelphia 5, Pa. magazines 


@ Consumer product? Sell the whole growing countryside with the Countryside Unit—Farm JOURNAL and 
Town JOURNAL. Now reaching more than 5 million subscribing families —the biggest thing in the countryside. 
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FIRST among news m|, 
directed to busin). 


BUSINESS AND INDUSTRIAL ADVERTISING IN NEWS AND MANAGEMENT MAGAZINES —1950 vs. 1955 


Biggest 5-year 
page gain of 
any magazine 


Only five magazines now carry 

more advertising pages. 

The ten magazines carrying the most 
advertising pages are, in order— 
Business Week, New Yorker, Life, 
Saturday Evening Post, Time, 
“U.S.News & World Report,” 
Newsweek, Vogue, 

Popular Mechanics, Fortune. 
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BUSINESS WEEK 


~ U.S.NEWS & WORLD REPORT. . . 2352.59 


1955 PAGES 


9329.07 


1910.32 


1420.25 


TOP TEN MAGAZINES IN PAGE GAINS —1950 vs. 1955 


1950 PAGES 1955 PAGES 


BUSINESS WEEK 3788.64 


NEW YORKER 3521.92 
SUNSET 
LIVING 
3815.97 
1175.25 
780.46 
NEWSWEEK 2538.84 
FORBES 


5663.46 
4529.19 
1524.41 

919.86 
4398.00 
1637.50 
1207.96 
2954.25 

618.36 


5-YEAR 
GAIN 


1874.82 
1007.27 


633.36 
997.95 
582.03 
462.25 
427.50 
415.41 
272.47 


Americas Class News Magazine 


All advertising figures based on Publishers Information Bureau records. 
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jagazines in advertising 
j@ss and industry 
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: COMMUNICATIONS & 
PUBLIC UTILITIES 


Full Year 1955 Pages 
é USN&WR" 191.1 
BUSINESS WEEK _— 147.38 
TIME 122.09 
NEWSWEEK 116.11 
NATION'S BUSINESS 41.00 
FORTUNE 33.00 
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i 
: RAILROAD —FREIGHT 
Full Year 1955 Pages 
NEWSWEEK 67.12 
BUSINESS WEEK 60.44 
TIME 47.72 
FORTUNE 31.50 


NATION’S BUSINESS 26.68 
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FURNITURE & ACCESSORIES 


INDUSTRIAL MACHINERY, 
FIXTURES & ACCESSORIES 


Full Year 1955 Pages 
BUSINESS WEEK 1,400.84 
USN&WR 374 


NEWSWEEK 340.18 
FORTUNE 284.25 
TIME 269.99 


NATION’S BUSINESS 13.23 


Pe nes 


OFFICE MACHINES, 


Full Year 1955 Pages 
BUSINESS WEEK 511.11 


NEWSWEEK 244.16 
TIME 238.80 
FORTUNE 135.25 


NATION'S BUSINESS 131.33 


_itegie 7 pian Ds 


Essential to more and more readers 


Essential to more and more advertisers 


The reason for the advertising growth 
reported here is a simple one. It’s because 
““U.S.NEWS & WORLD REPORT” has become 

so essential to a major segment of 

America’s important people—throughout 
business, industry, government and 

the professions. Three out of four subscribers 


hold managerial jobs. Their viewpoints, plans 
and decisions are important to every advertiser 


with something to say or sell to business 


and industry. Advertising messages in 


} “U.S.NEWS & WORLD REPORT’ get coverage, 
get attention, and get results. 


SS ae 


AVIATION, AVIATION 
INDUSTRIAL LUBRICANTS : 

FINANCIAL ACCESSORIES & EQUIPMENT 
Full Year 1955 Pages Full Year 1955 Pages : Full Year 1955 Pages 
A USN&WR” 

USN&WR' 42.0 
BUSINESS WEEK 136.66 NEWSWEEK 139.31 
NEWSWEEK 13.00 TIME 101.52 TIME 119.97 
TIME 6.00 NEWSWEEK 92.74 FORTUNE 42.00 
NATION'S BUSINESS 6.00 FORTUNE 41.25 BUSINESS WEEK 18.11 
FORTUNE — NATION’S BUSINESS 5.88 NATION'S BUSINESS — 


MANUFACTURERS’ MAGAZINES, NEWSPAPERS 
TRIA OPM 
INDUSTRIAL DEVELOPMENT MATERIALS & SUPPLIES & OTHER MEDIA 
Full Year 1955 Pages Full Year 1955 Pages Full Year 1955 Pages 
BUSINESS WEEK 65.98 BUSINESS WEEK 1,601.96 BUSINESS WEEK 59.26 
USN&WR" USN&WR 556 
FORTUNE 30.00 TIME 387.87 TIME 47.02 
NEWSWEEK 21.69 NEWSWEEK 347.10 NEWSWEEK 45.93 
NATION'S BUSINESS 8.32 FORTUNE 327.00 FORTUNE 17.00 
NATION'S BUSINESS 14.00 NATION'S BUSINESS 4.09 
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PICK YOUR OWN “BLUE RIBBON” IN THESE YARDSTICKS OF AD- 
VERTISING VALUE AMONG NEWS AND MANAGEMENT WEEKLIES 


© Biggest page gains in business 
and industrial advertising. 


@ First in 5-year circulation 
gains. 
© Highest percentage of circula- 


tion by strictly voluntary circu- 
lation methods. 


@ Lowest per thousand costs for 
managerial coverage. 


®@ Only magazine delivering more 
readers per dollar than five years 
ago. 


© Highest average family income 
among the three news magazines. 


© Biggest total page gains. 


© Biggest 5-year page gain in 
consumer advertising. 


© Biggest page gains in passen- 
ger car, passenger transporta- 
tion, life insurance, and resort 
promotion. 


@ In poll after poll of key leader- 
ship groups, consistently receives 
the most votes as the magazine 
“most useful”’ in their work, and 
the magazine in which they place 
the “‘most confidence.” 


Now more than 775,000 net paid circulation 


Se ae ee eee 


... a market not duplicated by any other magazine in the field 


Advertising offices at 30 Rockefeller Plaza, New York 20, N. Y. Other 
offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, St. Louis, 
San Francisco, Los Angeles, and Washington. ‘ 
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(Not estir ated figures. Actual gross retail sales, 
N. C. Dept. of Revenue, 12 mos. ending 6/30/55) 
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British Ex-Publisher 
Hits Labor's Cost, 
‘Low Productivity’ 


MontTREAL, Feb. 21—British 
newspapers face serious problems 
because of the rising cost of news- 
print and higher wages, Sir Rob- 
ert Webber said in an interview 
here. 

Sir Robert, now retired, former- 
ly was publisher of the Cardiff 
Western Mail and a director of 
the Kemsley group of newspapers. 

He said the “enormous” cost of 
newsprint was reducing the size of 
newspapers in the United King- 


dom. A frequent visitor to Canada ; 


in the last 40 years, he recalled 
when he first came here newsprint 
could be bought in England at £10 
a ton, but it has now risen to 
about £65 a ton. 

The wage problem is not only 


pay, he said, as of men pulling 
their weight. The government is 
threatening to deal severely with 
|monopolies, but the biggest and 
/most dangerous of all monopolies, 
he asserted, is the trade unions, 
who “seem to want to take com- 
mand.” 


s Sir Robert said he felt the 


| workers shou!d “put their backs 


into it. 
“There’s a lot of couldn’t-care- 
less sort of feeling about,” he 


| added. 

“Part of the fault car be attrib- 
uted to the government for its 
policy of giving out-of-work pay 
on the slightest excuse,” he said. 

Rising wages mean that British 
prices in the export market are 
too high, and Britain is in danger 
of losing customers, he declared. 


Dr. Pepper Boosts Three 

Dr. Pepper Co., Dallas, has pro- 
| moted C. M. Barry from eastern 
division manager to national mer- 


vendor department. 


|geles agency, 
‘rated under the same name and 
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;chandising manager, a new post.| with the same personnel. Officers 
The company also has advanced |are Darwin H. Clark, president; 
Lyman Kempton from a zone and|M. L. Gowans, exec vp; Karl A. 
fountain division manager to/|Lott Jr., vp; W. Dent Dowler, vp, 
eastern division manager, and Har-|and James W. Gerrard, secretary 
ris M. Browder from foreign fran- | and treasurer. 
chise manager to manager of the 
newly consolidated fountain and| WABD Appoints Bruce 
Walter B. Bruce, formerly ad- 

vertising and sales promotion 
Darwin Clark Incorporates /manager of Grand Union Co., has 

Darwin H. Clark Co., Los An- | joined WABD, New York, as sen- 
has been incorpo-/ior account executive and direc- 
tor of merchandising. 


a matter for concern in the news- 
paper business but in all trades, | 
Sir Robert said. 

It is not so much a matter of 


| 
| 
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Sell ALL the Big 
Raleigh Market 


“Golden Belt 


Raleigh Retail Sales 


(Met. Area) 


$173,549,895 


(3rd in N. C.—9.9% Gain Over 1954) 
* 


Golden Belt Retail Sales | 


$974,245 286 


(30% of N. C. Total—5.3% Gain Over 1954) 


“> Tye RALEIGH TIMES 


& E — 137,820 
E&S — 148,083 
Sunday — 133,513 


(ABC, 9/30/55) 
Rep: THE BRANHAM COMPANY 


“CAMEL NEWS CARAVAN” 
John Cameron Swayze 
sponsor: R. J. Reynolds Tobacco Company 


aa aa 
“THE BOB CUMMINGS SHOW” epee oetions 
: Brian Keith 
Bob Cummings and Rosemary DeCamp 6 seeniieiiiiee 
sponsor: R. J. Reynolds Tobacco Company acta ss Culeentiteatioe + ad a 


Only the Right Show- 


“a 
SS 
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*Over-all average figures from A. C. Neilsen 


at the Right Cost- 
- for the Right Product 


can build business profitably 


Look over these TV shows of Esty clients and you see 
the practical application of this “rule of three”. 
It’s basic . . . for profitable use of television. 


This group of top-ranking shows for Esty clients prove 

how well it works. As a quick index, consider average costs 

for one minute of “commercial” time per thousand homes reached*. 
On Esty client night-time shows that cost is one-fifth less 

than the average for all night-time shows. On day-time shows, 

that cost for Esty clients is one-quarter less than 


the average for all day time. 


If you are interested, we know at least some of the ways 


to put this to work — building sales volume profitably. 
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Magoo Goes Commercial | 

Mister Magoo, hero of “When 
Magoo Flew,” which won the 
Academy Award Oscar as the best 
cartoon short subject of 1954, has 
gone commercial and will pitch for 
Rheingold beer in Southern Cal- 
ifornia. Mister Magoo’s first ven- 
ture as a salesman was planned 
by Foote, Cone & Belding, agency 
for Rheingold Brewing Co., and 
UPA Pictures Inc., creator of 
Mister Magoo. The campaign in- 
cludes ty announcements, daily 


advertisements in newspapers and Foster Grant Sets 


point of purchase displays. 


Warwick & Legler Names Two 21-City Spot TV 
Irving P. MacPherson, formerly | Push for Sun gl asses 


with Best Foods Inc., has joined | 


the New York office of Warwick) LEOMINSTER, Mass., Feb. 21— 
Foster Grant Co., sunglasses man- 
ufacturer, will use spot tv in 21/ more, St. Louis, Philadelphia and 
cities to supplement its consumer | Cincinnati. During June and July, | 
and trade magazine advertising of Seattle, Milwaukee, Indianapolis, | 
Fosta and Grantly sunglasses dur-| Boston, Detroit, Minneapolis, New 


& Legler as a vp. Donald M. Laiffer 
has been named radio-television 
director in the agency’s Los An- 
geles office. Mr. Laiffer, previous- 
ly with McCann-Erickson, has 
been with Warwick & Legler for 
two years. 


ing 1956. 


year, with most of the increase 
going into the tv campaign, which 
begins in April in Los Angeles, 
Dallas, Houston, New Orleans, At- 
lanta, Jacksonville and Miami. 

In May and June, spots are 
scheduled in San Francisco, Balti- 


York, Cleveland and Chicago are 


Budget for the new campaign|on the schedule. 


has been boosted 20% over last; 


“THE PHIL SILVERS SHOW” 
Phil Silvers 
sponsor: R. J. Reynolds Tobacco Company 


“VE GOT A SECRET” 
Garry Moore 
sponsor: R. J. Reynolds Tobacco Company 


“HIGHWAY PATROL” 
Broderick Crawford 
sponsor: P. Ballantine & Sons 


“YANKEE BASEBALL” 
Mel Allen — Red Barber — Jim Woods 
co-sponsors: P. Ballantine & Sons 
R. J. Reynolds Tobacco Company 


“PHILLIES BASEBALL” 
Byrum Saam— Gene Kelly— Claude Haring 
sponsor: P. Ballantine & Sons 


“THE BIG PAYOFF” 


Bess Myerson and Randy Merriman 
sponsor: Colgate-Palmolive Company 


“STRIKE IT RICH” 
Warren Hull 
sponsor: Colgate-Palmolive Company 


“FEATHER YOUR NEST” 
Bud Collyer and Janis Carter 
sponsor: Colgate-Palmolive Company 


“MICKEY MOUSE CLUB” 


(a participation) M.C.: Jimmy Dodd 


nsor: General Mills, Inc. 


‘ pe 
© Walt Disney Productions 


WILLIAM ESTY COMPANY, INCORPORATED 


P. BALLANTINE & SONS 
Ballantine Ale and Beer 


Advertising Agency for 


GENERAL MILLS, INC. NATIONAL CARBON COMPANY 
: “Eveready” Flashlights 
O-Cel-O Div. (sponges) ond Relies 


Softasilk Cake Flour “Eveready” Hearing-Aid 


Sugar Jets and Radio Batteries 
“Prestone” Anti-Freeze 
- L 
ea my IVE Carbon Products, Brushes, 
co Specialties 
i THOS. LEEMING & CO. 
Fab Vel Rapid-Shave ca io. PACQUIN, INC. 
Vel Beauty Bar RPORA Hand Cream 
Brisk Toothpaste Ben-Gay Silk ‘n’ Satin Hand Lotion 


R. J. REYNOLDS TOBACCO 
COMPANY 
Camel cigarettes 
Cavalier cigarettes 


Winston cigarettes 
Prince Albert Smoking Tobacco 


UNDERWOOD CORPORATION 


Electric Typewriters 
Standard Typewriters 
Adding Machines 
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“Take out the glare—put on the 
glamour” is the consumer slogan 
which will be introduced with a 
| color page in the May Harper’s Ba- 
zaar, to be followed up by ten in- 
sertions in Holiday, Ladies’ Home 
| Journal and Life. 


| 
| 


|@ For the trade campaign, 32 
|pages have been scheduled in 
American Druggist, Apothecary, 
Chain Store Age, Drug Topics, 
Mid-Western Druggist, NARD 
Journal, Rocky Mountain Drug- 
gist, Southern Pharmaceutical 
| Journal and West Coast Druggist. 

Fairfax Inc., New York, is the 
agency. 


Shamie Named President 

Ted Shamie has been named 
president of Shamie Publishing 
Co., Detroit, publisher of Grocers’ 
Spotlight. Mr. Shamie, formerly vp 
and secretary, succeeds his father, 
Louis R. Shamie, who was named 
chairman of the board. George 
Shamie, Ted’s brother, who is in 
charge of the Cleveland office, has 
been named exec vp and treasurer. 


CASE HISTORY—PRODUCE 


onl Avocado Set 
Never Had It So Good! 


For 3'/p years now, they've had their very 
own radio program—5 minutes every 
morning on KBIG Catalina, devoted by 
the 23 Von's Grocery Company super- 
markets of Greater Los Angeles to glam- 
orizing fruits and vegetables . . . highlight- 
ing their history .. . suggesting new ways 
to use them ... telling both good and bad 
points of supply and price. 


Results: HOMEMAKERS NEWS hes won 
awards from the Advertising 
Association of the West; 
Radio Advertising Bureau 
RADIO GETS RESULTS con- 
test; and Los Angeles Adver- 
tising Women, for creative 
excellence. 


Item sales tests pay off con- 
sistently. Mushrooms mush- 
roomed 32!/,°%/,, asparagus 
21%. Gift bags hidden under 
checkstands, and given only to customers 
who mentioned hearing it offered on 
KBIG, “sold out" 25,000 in a few days. 


HOMEMAKERS NEWS, renewed by Von's 
for its 4th straight year, typifies the cre- 
ativity of KBIG. Other 5-minute news fea- 
tures can be tailor-made for sponsors whe 
want something besides saturation spots. 


Your KBIG representative or Robert 
Meeker man can show you topnotch re- 
sults with either technique. 


3 4 
The Catolina Station 2 
10,000 Watts 
74 wg 


~ 


JOHN POOLE BROADCASTING CO. 
6540 Sunset Biyd., Hollywood 28, California 
Telephone: HOllywood 3-3205 


Nat. Rep. Robert Meeker & Assoc. Inc. 
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proved in advance by the Texas | ABC Members Total 3,700 

State Insurance Department. The| Shaffer-Brennan-Margulis Ad- 
ruling was made in the wake of @ vertising Co., St. Louis, has be- 
series of failures of Texas insur-| come the 3,700th member of the 
ance companies. The new ruling) Audit Bureau of Circulations. The| 
carries out a provision of the in-| new high total membership repre-| 
surance securities act passed by|sents more than 500% growth) 
A ig : ’ : oe : ” i 
rues S MPLE eanane ood towss the Texas legislature last year. since its 1914 charter membership 
oan “see oye ‘ Seecaktier ot Though the provision became ef-| of 612 advertisers, agencies and 
the new menthly Clipper-—all new in | fective on Sept. 6, it has not been! publishers, the bureau reports. 
size, format, content, ideas -- sample, | Agencies also elected recently in- 
yours to use without cost. Sensational! clude James M. McMahon Inc., 


int offer. Soy vemihed New York, and North Advertising, | 
Ine., Box 806A, Peoria, illinois. =“ 


State Insurance Dept. to 

OK Texas Insurance Ads 
Advertising of registered insur- 

ance securities by newspaper, 

radio or television must be ap- 


enforced. 

Purpose of the ruling, and a 
provision of the law, is to elimin- 
ate misrepresentation and mis-| Chicago. Membership in the agen-| 
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Robert Hall Stores 
Will Bow in L. A. 


with Saturation Push | 


Los ANGELES, Feb. 21—Starting| 
this week, any radio or ty listener 
in the Los Angeles area will have 
a hard time evading the satura- 
tion campaign being launched by 
Robert Hall Clothes of New York, 


|which will enter this market with 
|the opening of 12 stores, all on. 


the same day, March 1. 


point pens. A total of 50 broad- 
cast personalities, from the stations 
carrying schedules, will spread 
personal appearances among the 
12 stores. 

Every hour on the hour, each 


store will give away a free suit 


'of clothes to the person chosen in 


a drawing held in the store. 

In addition to the introductory 
announcements of the store open- 
ings, ads will point up the idea 
that Robert Hall is a family store, 
that it has a complete selection of 
clothing for men, women and 


leading or false statements. cy division is now at a record 215. children. Many specials tm each 
category will be featured for the 


opening sale. 


The introductory phase of the 
campaign, which will run at least 
a month, calls for 400 radio spots 
|}each week on seven stations. Four | 
tv stations will carry a total of Radio Ad Bureau Adds 
70 spots each week. A 52-week | Block of New Members 
schedule in broadcast media will} Sixteen more stations have 
be only slightly reduced from the joined the Radio Advertising Bu- 
opening salvo. reau, New York, for a total of 42 

During the week of Feb. 27,|new members since Jan. 1. This 
Robert Hall will run a 10-page| gives the promotion organization 
special section in the Los Angeles|a record income rate of $780,000 
Times and the Examiner. Seven-|, year. 
|teen other dailies in the area will} Newcomers to the RAB rolls in 
carry large-space ads. | recent weeks: KFH, Wichita, Kan.; 

| KWK, St. Louis; WPRO, Provi- 
= M. B. Scott Inc,, the local agen-|dence, R. I.; KJBC, Midland, 
cy (Frank B. Sawdon Inc., New| KRBC, Abilene, and KVKM, Mon- 
York, has the account nationally),/ahans, Tex.; KOCY, Oklahoma 
says the Hall campaign is planned | City; KOPR, Butte, Mont.; WEBK, 
as the biggest of its kind. The 12|Tampa, and WGTO, Haines City, 
stores take into account the fact! Fla.; WJUN, Mexico, and WMRF, 
the Los Angeles area contains! Lewistown, Pa.; WKEU, Griffin, 
many communities constituting|Ga.; WLSV, Wellsville, N. Y.; 
| separate trading areas. None of the) WSFA, Montgomery, Ala., and 
stores are in Los Angeles proper. |WTNJ, Trenton, N. J. 

Merchandising will make the) 
opening day a three-ring circus Munsingwear Names Egekvist 
at all stores. In each store, the} Munsingwear Inc., Minneapolis, 
first 1,000 children coming in will| has appointed W. S. Egekvist gen- 
be given a pair of roller skates;|eral merchandise manager. Mr. 
the first 1,000 women will get a|Egekvist has been management 
string of simulated pearls; the|consultant to the company for 
first 1,000 men will be given ball-| several months. 


Sherm 


THE CHRONICLE'S LEAD IS .. . 


>) 


‘.. in fabulous houston 


~24 


assifications — 


CHRONICLE 23,557,474 
POST 16,950,033 
PRESS 6,693,722 


Source: Media Records Year 1955 


As Copy Chief at Anderson & Cairns, Sherman 
E. Rogers leads a group of writers whose range 
of talent generates the sparkling word in print, 
the dramatic expression that galvanizes radio-tv 
audiences into action. Sherm brings his own diver- 
sifed experience into stimulating play all along 
the line. Copywriter, film writer, radio & tv writer 
—he’s been all of these over 25 years which also 
included world travel and even archeology. Sherm 
likes to dig. But digging for the idea that sells the 
product is where the biggest challenge lies for 
Sherm. If you're interested in freshness and 
originality in advertising, give Sherm Rogers 
of Anderson & Cairns a ring. The telephone num- 
ber is MUrray Hill 8-5800. 


CONSECUTIVE 
YEARS OF 


5 _ iw a ei | ‘ 4 c- 
IM ADVERTISING AND Im — ea ae | 
- | 


CIRCULATION 


Sales Management 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


130 East 59th Street + New York 22,N.Y. 


s aes . 
Are a : Be sa iS oa 
1 a Bp oe - 
1 fees 2 
ae ms _ ey 
é * rst 
he sie 
| —— = es 1 
i age 
ob Pie. at 
een 
r a “f 
ies 
eT ibs , 
lite, 
sped fi 
£ aa : i, 
ah oH a 
ee 
: aa ee 
a ah 4 
tl } 
Bibs ix 
Bees: 
seek. 
Wy, giant, 
aes 
Bee - 
eF aha 
Bex 
. = Eo 
| ager 
—— 
feel Saat 
Bic ie 
Ren hat 
Be 
Let 
Pees) | 
ee: 
ie tae 
| ee 
out } 
Lee 
Fea 
ee 
lis \ ea 
fa ey 
ee 
Bes 
a 
en ot 
pes, 
i Lis 
Bie ys pe 
: Pa : ~ Ps 
age : ¥ 2 Soe Sy : —— Pe 
lien ep aa : = 
a - pea ae) 
ae oe 
Bale ages: 
ete : 1 aie ; 
Rig: ees see 
> ae * =A, aes: 
ai ot iptae  S ce oie seat eat 4 
Boy | Seelgehuseatats .. a ; 
bat 2 2g, aan os 
oe |e Se ay aan 
Bet "no 2 MEE p, Ras iy! en 
By. : ME tn So eS Se : 
sh TOR Ee Deane oa : 
Reacts Bee ta ; La 
ed aa aes ee 
a See MoE oe re, 
nate pe nee | 
al SB hes ee ome As "hadi! oe 
eo. * ‘eRe OS. 2 ae ee f 
74 es erg a eect 
ae | SDR areainee ay a eee Pas ‘ ; . 
Ht : ie a ge soot Pers fats a 5 
“ik i age ab ni Bice a ee: | 
re iss 5 2S oat ee 0 ae ia ; | 
'e Sees THE CHRONICLE LEADS IN 
Seton |e 5 gape pene 2 
i ee ke 
sl LO eee 
Bs . os Sree “ — 
jelee ee Fee pee, ee eg ks ; 
qt ap aa ee es ee sapere eng £8 ss 
Fd re ts Mey s aes eee af 
bere er ee ok rw ee ie | Ae - - 
as tid athe, 3 Yk a hae my 
bese PE gs he ee age ei." aa | 
gets . soft 18 St So a Me ri Bet ae | dol eee : 
i Bee ss Oe ey. ae ee ee a | 
Pr 7 ie Be Pw x ; : : wee os ae £. P ae, ag ai os ; 
a ae . 1 pas Ae bie’ es ae oe Ss poke rat é ; 5 ok ae Z 7 i : ‘ 
be, > OTe COMBINED! 
3 a . - wei ear , -_ —_ ee P ‘ | 
i : ee 74. he - ' ms ’ f 
ed ot cr : a oe ; 
ig ea ee ¥e 
re ¥ | 
1, : 
- 4 
“* {> , 
ae » 
ge: . 
ae Sa » a Ss 
_ <i , ARG see ap . x 
oe Set Bi — ae sa 
a) Sh ae oe ‘a es go ge . 2 ee - 4 oe “a ei om 
rr 4 heros a rte oF enh & 4 Ai e 1 2a. Oe ere 
4 4 ge gd : , 
cen a eS eae a=} bes ‘Se ei * oe Gel ee 2 
: SEE 2S CLASSIFIED Cc. ASSIBERATION: | 
a ‘ ee . | 
ey a oa SS Aiea ‘ | 
> tS iy Wie er a i j 
if; ee tre ey a r ae 
om 4 i ik. o> ae ge a -  e Ley v4 é ra F Scat Fo 4 | 
be i ee ie ee ON u fie 1 fee i, 
er "% wa — manag ae 4 
Ep Nea St sali xe ae J etiam | } 
- ‘ Le PP, 2 
oH = 2 pie | 
ee = ‘ 
a 
a 
w oi . , 
ft 
a a 
| : 
fe : ee 
o i 
he H 
A 
3 ) 
< 
k : 
os 
7 
a ee 
Sak. 
“ae | | 
23, | 
1: | | 
. | 
} 
fice : te Ole Oh ese aes We ; Se é 2 a B 2 Bee  cipetiag Saanest be : ea: “ae 
Tig NE EB ee Rey ee ie Pe ae hee : eer 4 Bet oy to,” een core ena : eee 2 ee ee i 
ie i aed a a le na ee Lowe EA bye eter ee ee pn. ae Peat ee Ut Ao ae Ps “ae Ei ray ee! ae fe Be. =. eae Ow rr: x 
Ae > at a mt; OY. aioe 4 RNs) oe = celine? ee J —- ae Site PRs ee SR ees SA ; Mees Re ae: ae ! a _— 


, 
| 


a a 


Tee 


ss 


etroit 


CallS 


—- 


usiness In 


b/ 


ae 


ie 
a 


When Detroit’s business leaders talk 
business, they talk of multi-billion 
dollar sales, billion-dollar payrolls, 
billion-dollar expansion plans. 


That’s why Detroit workers earn the 
highest factory wages of any market in 
the nation, and its stores do 5-billion 
dollars in retail sales annually. 


Detroit is a whopping big market. It 
can be sold economically and effec- 
tively through its one big medium, 
The Detroit News—with a circula- 
tion now at its peak. On weekdays 
and Sundays, more people buy The 
Detroit News than any other Michigan 
newspaper—and its total advertising 
linage is DOUBLE that of any other 
Detroit newspaper! The News carries 
over 50% of all advertising, the Free 
Press 25% and the Times 24%. 


There’s no market like the Detroit 
market, and nothing sells it like 
The Detroit News. 


Largest Weekday and Sunday Circulation of all 
Michigan Newspapers (ABC 9-30-55) 
Weekday 452,721—Sunday 557,740 


The Detroit 
N @ WS. tne some wewsrares 


Eastern Office: W0 E. 42nd St., New York 17 

Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
Chicago Office : 435 N. Michigan Ave., Tribune Tower 
Pacific Coast; 785 Market Street, San Francisco, Calif. 
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Toll Road Names Lambert | Harter Opens Cleveland Office 

Quentin M. Lambert, for the| Robert C. Harter, Detroit sales 
past 10 years publicity manager of representative for Life Interna- 
the Chicago & North Western Rail- tional since last March, has opened 
way system, has been appointed | a Cleveland office, from which he 
director of public relations of) will cover Michigan, Ohio, western 
the Illinois Toll Road Commission, | Pennsylvania, the Louisville area 
with headquarters in Chicago. 'of Kentucky, and Toronto. 


THE FABULOUS SOUTHWEST 


is the Biggest Hunk 
of the United States 
that 30¢ per line 
will buy — anywhere 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENINGS 


MATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


Miller's Mullen 
Likes Magazines; 
Uses All Media 


Cuicaco, Feb. 21—Vernon S. 
Mullen Jr., advertising manager of 
Miller Brewing Co., yesterday 
lauded magazines as an advertis- 
ing medium, comparing them fa- 
vorably with newspapers, radio! 
and television. 

In his talk before the Agate 
Club, Mr. Mullen described na- 
tional magazines, both consumer 
and trade, as the backbone of| 
Miller’s national advertising ef-| 
fort. 

“We know we can buy space) 
with the knowledge that (with a/ 
few possible exceptions) that 
space will be equal to or better 
than that used by our competitors 
in any given issue—and that we 
won’t be snowed under by local | 


at best 


MEN’S WEAR 


Magazine 


A Fairchild Publication 


7 East 12th Street, New York 3 


an uphill fight 


s 


Why a WHITE Automatic is easiest to use! 
4 WHITE sewing 
+ wa 


‘SATURATION WHITE’—Four-color 
page ads will display White sew- 
ing machines against a background 
of “saturation white.” This one is 
scheduled for the March 12 Life, 
April Good Housekeeping and 
Ladies’ Home Journal, and May 
Parents’. Fuller & Smith & Ross 
is the agency. 


competition who usually domi- 
nate the local media—either by 
pressure or because the local dis- 
tributor has a_ brother-in-law 
who is advertising manager of the 
local radio station or newspaper,” 
Mr. Mullen said. 


es “We know that we can pur- 
chase magazine advertising well 
in advance and then not run into 
a situation like the one that ex- 
ists in the tv industry today, 
where you set up a good show 
in a good time slot with one net- 


| work, only to find that when the 


| 


| 


Bs 


To reach the right people in the right places is no Central 
Park canter. At best, it is an uphill fight. However, if it's 
MEN’S WEAR RETAILERS that you want to sell, we've lev- 
elled the grading a bit. You can reach 15,347 in THE 
LEADERSHIP PUBLICATION of the men’s wear industry. | 


For today, MEN’S WEAR Magazine has THE LARGEST 
CIRCULATION among retailers of any publication in this 


wide, wide world...and many smart advertisers count on it. 


show goes on the air the rival 
nets have thrown a bigger and 
more expensive program against 


| yours,” he said. 


Another good feature of mag- 
azines, Mr. Mullen said, is that 
companies are not compelled to 
sign contracts for 39 or 52 weeks. 
Further, he said, surveys made 


Advertising Age, February 27, 1956 


the readers are and how many of 
them see the ads. 

Mr. Mullen emphasized the 
vitality of special interest maga- 
zines, and said that the best way 
to use them is to specialize adver- 
tising copy to fit the interests of 
| the readers. He added that the ad- 
| ditional cost of producing special 
|copy for magazines of this type is 
| more than justified by additional 
|reader interest and impact. 

The main reason Miller uses 
| magazines is that the publications 
sell merchandise, Mr. Mullen 
said. He pointed out that in 1950, 
/1951 and 1952, when the com- 
|pany was increasing its distribu- 
‘tion outlets throughout the U. S., 
Miller used only magazines and 
some point of sale advertising 
/and still moved into leading posi- 
tions in the new areas. 
|@ Mr. Mullen told AA that Miller 
| plans to use 2% to 3% more mag- 
azine advertising in the company’s 
| 1956-57 ad budget, which has not 
|yet been officially approved. 

From 12% to 14% of Miller’s 
1955-56 ad budget was allocated 
to 29 magazines, Mr. Mullen said. 
The brewer budgeted more than 
$7,000,000 for advertising in 1955- 
56, and Mr. Mullen estimated that 
the new budget would exceed that 
figure. 

He explained that about half the 
company’s advertising is in mag- 
azines, radio, tv and newspapers; 
the other 50% in outdoor, point 
of sale and other media. Only ra- 
| dio, which carries many sports 
|programs sponsored by Miller 
| (Milwaukee Braves, College All- 
Star Game, New York Giants, 
Green Bay Packers and Toledo 
Sox), gets a higher allocation than 
magazines, he said. 

“We don’t go strongly into any 
one medium,” Mr. Mullen said. 
“The company has always striven 
for a well balanced ad program.” 


Wilson Joins ‘Packaging’ 
Charles Wilson, director of sales 
of Motor, has resigned to join the 


by magazines enable advertisers|staff of Canadian Packaging, To- 


to know exactly how many peo- 


|ronto, a Maclean-Hunter publica- 


ple read each publication, who! tion. 


DOW CORNING 
SILICONES 


During 1955, Dow Corning Corp 
used 58,524 Fairchild List Division 


names in 4 separate mailings. 


FAIRCHILD LIST DIVISION Premium mailing lists 
(contain the individual's full name plus the complete 
name and address of the store or firm) in the - 
men’s, women’s and children’s apparel industries, as well 


as in the home furnishings and footwear fields. 


Commission of 15% paid advertising agencies on . 


the rental fee of Fairchild mailing lists. ‘ef 


FAIRCHILD LIST DIVISION 


7 East 12th Street, New York 3, N. Y. 


Send me free of charge the complete details on mailing 
lists in the fields checked: 


0 Men’s apparel 
0 Home furnishings 


(CO Women’s & children’s apparel 
0 Shoes 
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will use 
this display vendor for fall pro- 
motion of Tonette, Bobbi, Casual, 
Tip Toni and Children’s Prom hair 
care preparations. Hinde & Dauch, 
Sandusky, O., made the vendor. 


SCHOOLDAYS—Toni Co. 


N.Y. BBB Issues 
Textile Ad Guide 


New York, Feb. 22—The Better 
Business Bureau of New York 
has issued a “guide” to help abol- 
ish misleading advertising of tex- 
tile fibers. 

Hugh R. Jackson, bureau presi- 
dent, in introducing the guide to 
the textile section of the New York 
board of trade, branded present 
day textile and apparel advertis- 
ing as “inadequate,” “misleading” 
and “confusing” to consumers. 

Too many firms are guilty of 
“wilful inaccuracies” or “honest 
confusion” in their advertising be- 
cause of (1) the increasing num- 
ber of new fibers and blends now 
on the market, (2) increased use 
of constructions or weaves for- 
merly applied to only a few fibers, 
(3) emphasis on trade names 
rather than fiber content and (4) 
lack of consistent federal legis- 
lation, Mr. Jackson maintained. 


® Basic principles laid down in 
the 19-page “Guide for Retail Ad- 
vertisers of Textile Fibers” in- 
clude: 


e In advertising textiles made of 
more than one fiber, all fibers 
should be named and their pro- 
portion in the article should be 
indicated. No one fiber should be 
given undue prominence in order 
to imply its presence in greater 
proportion than is actually the 
case. 


e Claims about qualities or char- 
acteristics of a fiber should be 
limited to provable facts. For ex- 
ample, no advertiser should as- 
sert “just wash and wear this 
dress,” unless the “no-ironing” 
claim can be proved. 


e Advertising should not imply 
the presence of a fiber that is not 
actually in the product. “Rayon 
that looks like linen” is permissi- 
ble, but “linen-like rayon” is un- 
acceptable because it implies in- 
correctly that the fabric has pro- 
perties of linen other than appear- 
ance. 


® Trademarks or trade names 
should always be truthful and 
non-deceptive. For example, a 
term such as “nylotweed” should 
not be used to describe a fabric 
made principally of rayon, con- 
taining no wool and only a small 
proportion of nylon, since tweed 
is associated with wool. 


The guide is being distributed to | 


|major manufacturers of textiles, 
yarn and apparel, to advertising 
agencies and to media, as well as 
to all New York retail advertisers 
of textile products. 


Carolina Ad Execs Elect 

P. G. Laughridge, advertising 
director of the Salisbury Post, has 
been elected president of the 
Newspaper Advertising Execu- 
tives Assn. of the Carolinas. Other 
lofficers include Carl Pollock, 
|\Charleston Post and News & 
| Courier, 1st vp; John Roberts Jr., 
| Fayetteville Observer, 2nd _ vp; 
| Chester Bovender, Winston-Salem 
| Journal and Sentinel, secretary, 
| and James Wilkins, Lexington 
| Dispatch, treasurer. 


\Al Farmer Joins Magnavox 

| Allyn N. Farmer has joined 
| Magnavox Co., Fort Wayne, Ind., 
in the new position of advertising 
art director. Mr. Farmer for the 
past ten years has been owner of 
Al Farmer Studios, Fort Wayne. 


TIME ENOUGH AND PLENTY} 


to plan and prepare the right kind of job for this only-one-of-its-kind oil marketers’ desk- 
top reference book. 

Don’t wait till the last minute and then make do with whatever's to hend. 

Start the wheels turning now so the Factbook can help keep sales rolling the rest 
of the year 

Advertising in NPN’s Factbook issue must meet the quick product information 
demands made of it the year around by oil & TBA marketing management men in major 
oil companies and among independent oil jobbers. It should supply informative, specific, 
complete catalog-type coverage of equipment for the storage, transportation and mer- 
chandising of petroleum products, as well as for tire, battery and automotive*accessory 
product lines sold through oil marketing channels. 


the 1956 Petroleum 


issue of National Petroleum News and has 
the same oll-paid audited circulation as the 
monthly issues of the McGraw-Hill maga- 
zine of oil marketing . . pius mony extra 
single copy soles. 


National NPN's Factbook is the 13th and only special 


News FACTBOOK «= 


APRIL IGth 


including the WEB&A Directory 
and Buyers’ Guide 


330 W. 42 St., New York City 36... Longacre 4-3000 


WILL BE PUBLISHED IN MID-MAY 


es 


General Mills... 


is the largest US flour miller . . . with a daily capacity of 
135,500 barrels, or 15°, of the industry total.* But the 
impressive production figure cannot suggest the General 
Mills contribution to American homes and industry. 

Figures often fail to tell a full story. Consider SuccessruL 
FarMING, with only 1,300,000 circulation—but reaching 
42%, of all US farms earning $10,000 or more. 

SF farmers have big investments in land, buildings and 
machinery, are volume producers . . . sell 53°% of the corn 
harvested for grain, 57°% of the hogs, 38°, of the cattle and 
calves, 44% of the dairy products. And average around 
$10,000 in cash income—add up to an $11 billion market. 

SF farmers are still making money despite the drop 
in farm prices; and will continue to make a profit by getting 
more out of their land, their time, their expenditures. 

To the country’s best farm families, SuccessruL F ARMING 
is more than a magazine. For fifty years it has helped them 
work better, make more money, live better—and won an 
influence unmatched by any other medium. Every national 
advertiser needs SuccessFuL Farminc to balance national 
schedules, to find more worth while buying power. 

Ask any SF office for the facts. 


*Source: Standard & Poor's Industrial Surveys, 1955 


MerepitH Pusuisninc Company, Des Moines... “ 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles, 
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Go Buy! 


Outdoors and Watch America 


ing 
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Put your Advert 
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|‘SEE-POWER” 


ta 


Poster designed by D. P. Brother & Company 


L. F. CARLSON, Merchandising Manager 

Oldsmobile Division 

General Motors Corporation, says: 

“We find Outdoor Advertising an effective medium in many ways — partic- 
ularly in the support it gives our dealers locally throughout the year. We 
recognize the value of its never-ending repetition ... and we credit Outdoor 
Advertising with playing a definite part in helping Oldsmobile achieve an out- 
standing sales record.” 


TURN “SEE—POWER” INTO SALES POWER 


You know that the more your advertising is seen the more you can sell. In a typical 
market 93% of people SEE OUTDOOR — average person sees it 22 times per month.* 
POLITZ proves the average exposure time a solid 32 seconds. And OUTDOOR costs 
less than any other major medium—only 15c per 1000 in average national campaign. 


*Traffic Audit Bureau 


OUTDOOR ADVERTISING INCORPORATED es 
NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. Miss 
ATLANTA + BOSTON + CHICAGO + DETROIT + HOUSTON + LOS ANGELES 
PHILADELPHIA + ST. LOUIS + SAN FRANCISCO + SEATTLE 


Copyright 1956 Outdoor Advertising Ine 
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Marketers Must Use Imagination 


to Build Consumption, Donaldson Says 


PHILADELPHIA, Feb. 21—A chal- 
lenge to advertising and marketing 
men to expand the consumpticn of 
goods was sounded here by Ben R. 
Danaldson, director of institutional 


and chairman of the Advertising | 
Federation of America. 

Speaking before the weekly | 
luncheon meeting of the Poor Rich- 
ard Club, Mr. Donaldson said: “We| 
must balance our ability to sell) 
goods against our ability to make | 
goeds. We must develop a magic of 
consumption to match our miracle 
of production.” 

Never before, he declared, has 
the nation’s marketing process in 
general—and advertising in partic- 
ular—been faced with such an im- 
perative challenge to bold new 
ideas and imagination that will sell 
products and services. 


advertising for the Ford Motor Co.| electrical appliances, offers a great 


The backward section of the 
U.S., the speaker said, the under- 


privileged portions of our popula-| 


tion, who are without such modern 
conveniences as baths, phones and 


challenge. 


® Another potential outlet for the 


future, he added, is the sizable 
proportion of families without 
home ownership. 


“Today this market is composed 


largely of people with the ability 
to buy. Yet they are waiting still 


for the special kinds of informa-| 


tion, education, persuasion, and 


vision-sharing guidance that intel-| 


ligent advertising and sales people 
have to give,” Mr. Donaldson said. 

People are eager to buy, he said, 
as advertising men have learned. 
They accept the straightforward, 


Patterson § Donaldson 


Willits 


Neil 


Spillan 


WELCOME—Welcoming Ben R. Donaldson, director of institutional 


advertising for the Ford Motor Co., to the Poor Richard Club, Phil- 


adelphia, are Graham Patterson, publisher of Farm Journal Inc.; 


Oliver G. Willits, vp of Campbell Soup Co.; James J. Spillan, vp 
of Doremus-Eshleman Co., and George Neil, president of the club 


and general manager of The Philadelphia Inquirer. 


informative, honest selling mes- 
sage. But high pressure salesman- 
ship, he added, often can stand in 
the way of intelligent buyership. 


| 


It is up to advertising and mar- 
keting men, he said, to find needs, 
create desires for new and differ- 
ent products or services and con- 


E THERE'S PRO 


ff 


@ Building of another multi-million dollar Saginaw Steering Plant by General 
Motors Corporation, within two years of completion of the first. Upwards of 
800 new employees will be added to the present 1,500 now worki 


first new plant. Industrial expansion in the Saginaw area is solidly aided and 


encouraged by a 5-year public improvement program. 


@ High employment. High w. 


earnin 


$2.22 per hour, against a 


@ New home construction at an all time high in 1955. 1,128 new units were 
built in the Saginaw area, a 3.32% gain over the previous year, with greater 


$1.91 per hour national average. 


prospects than ever in sight. 


YOU can take advantage of this flourishing, high consumption market . . . 
* 
and you can cover it completely ONLY through the 50,151 


circulation of 


THE SAGINAW NEws 


* Average net paid circulation for November, 1955 


THE BAY CITY TIMES 
THE SAGINAW NEWS 


BOOTH 


THE KALAMAZOO GAZETTE 
JACKSON CITIZEN PATRIOT 


"4 


¢ LOOK WHAT’S HAPPENING IN SAGINAW, 
HUB OF THE FASTEST GROWING MARKET IN MICHIGAN: 


ages. The United States Bureau of Labor 
Statistics shows that for the month of October, 1955, the average weekly 
for Saginaw were $93.73, compared to $78.50 nationwide average. 
92% of the total labor force of the Saginaw area is employed at an average 


FIT FOR YOU 
IN THE GROWING 


TTT 


MICHIGAN MARKET 


at the 


Layouts a 
o oO 


Paper tha 


THE SAGINAW NEWS A 
RETAILERS HAVE A WORKING 

IP THAT PAYS OFF FOR You 

nd copy used by more 


retailers, create a 


tact service tha 
EVERYONE’S Me ag to 


ND mae | 


ntage. 


EV 


THE FLINT JOURNAL 
THE ANN ARBOR NEWS 


SPAPERS 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St., New York 17, Oxford 7-1280 + Sheldon B Newman, 435 N. Michigan Ave., Chicago 1; 


Superior 7-4680 © Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401 © William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972, 
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| stantly improve the old ones. New 
markets must be uncovered, he 
said, and old ones expanded. 


® Referring to the gigantic pro- 
duction of the automobile industry 
and predicting continued high vol- 
ume production and consumption 
in 1956, Mr. Donaldson said the 
second car market offers this in- 
dustry a great potential. 

In 1949, he pointed out, there 
were 1,500,000 two-car families; 
in 1955 there were 5,000,000 two- 
ear families. By 1960, he said, 
there will be 7,500,000. 

The surge to the suburbs, he 
said, also will provide another fac- 
‘tor for the development of the 
automobile market. Autos are the 
only durable products, he added, 
which are changed every year. 

“The story of progress is largely 
being written in terms of new 
products, new markets or expand- 
ing markets,” Mr. Donaldson said. 

He listed statistics to show that 
the nation not only has grown con- 
siderably, but still is growing. 

He was introduced by James J. 
Spillan, vp of Doremus-Eshleman 
Co., a former president of Poor 
Richard Club. 


DuMont's Vitascan 
Used for Fiberglas 
In-Store Colorcasts 


CuiFTon, N.J., Feb. 2i1—DuMont’s 
new method of colorcasting will 
be used to stage the Fiberglas 
Color Cavalcade, which will tour 
key department stores throughout 
the country. 

The Vitascan “no-camera” color 
process will transmit tv pictures 
of merchandise from one floor of 
the store to another. 

The tour is being sponsored by 
Owens-Corning Fiberglas Corp., 
which will use closed circuit color 
tv as a means of pepping up point 
of sale merchandising displays in 
department stores in 33 cities. First 
stop on the itinerary is Burdine’s, 
in Miami, where the promotion al- 
ready has started. 

The Vitascan pickup system uses 
a beam of light from a cathode 
tube to “scan” persons and objects 
—in this case merchandise fash- 
ioned from Fiberglas. The reflect- 
ed scanned light is picked up by 
means of multiplier photo-tubes. 
These photo-tubes then convert 
the light into an electrical signal 
which may be passed on to a 
standard transmitter for color tele- 
cast. A conventional microphone 
system picks up the sound. 


# At least a dozen 21” color sets 
will be strategically located 
throughout each store. Customers 
can watch the telecasts while 
browsing through the store. Dem- 
onstration and entertainment 
programs will be presented con- 
tinuously during store hours. 

As a part of the show, shoppers 
may see themselves in color tv. 

Fiberglas products to be exhibit- 
ed will include curtains, draperies, 
yard goods, appliances, lamp 
shades, furniture and _ sporting 
goods. The cavalcade will spend 
eight days in each store. 


Doyle Dane Names Three 

Harold Duchin, formerly space 
buyer of Doherty, Clifford, Steers 
& Shenfield, has joined Doyle Dane 
Bernbach Inc., New York, as a 
space buyer. Jerry Sachs, previ- 
ously with Cecil & Presbrey, has 
joined the agency as a time buy- 
er. Doyle Dane has appointed Mrs. 
John Finley Glynn fashion direc- 
tor, succeeding Mrs. Francesca 
Kilpatrick Lebow, who has retired. 
Before joining the agency a year 
ago, Mrs. Glynn was merchandis- 
ing editor of Glamour for eight 
years. Jane Benford, formerly 
‘fashion editor of Bride-to-Be, has 
|been named her assistant. 
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DALLAS’ BUSINESS IS BIGGER THAN DALLAS: 


FOURTH in the nation 
in building permits 


DALLAS: is building at an astonishing pace to 
care for its growing business. Banking, finance, 
insurance, petroleum, wholesale, distributing, con- 
vention and transportation center of the Southwest, 
Dallas is also the retail marketplace for the 72 sur- 
rounding counties that depend on Dallas for their 
metropolitan city needs. Dallas merchants, in turn, 
look to their out-of-town customers for nearly 40% 
of their retail volume. 


Dallas does not live by Dallas alone, nor should 
your product be limited to Dallas’ resident cus- 
tomers. One Dallas merchant says 95% of his out-of- 


ONLY THE DALLAS NEWS 
COVERS THE 
| BIGGER DALLAS MARKET 


Skylines changed while you wait... 


eR ree peo a 


Ghe Dallas Morning News 


DALLAS’ LARGEST NEWSPAPER: more people BUY The News.. 
more people are INFLUENCED by The News than any other North Texas newspaper. 


CRESMER & WOODWARD, INC. e 
New York e Chicago e Detroit e tos Angeles e« Atlanta e San Francisco 


DALLAS’ NEWEST LANDMARKS: 

Buildings in progress or completed in downtown 

Dallas last year. 23rd in population, Dallas ‘ o 

was exceeded only by New York, Los Angeles ec sy 
__ and Chicago in doliar volume of 1955 : 

building permits. (Dun & Bradstreet) 


; » % 
were » * Ces z 
She 
Se 
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town charge account customers subscribe to The 
Dallas News. Through advertising in The News, 
with its 20% larger circulation, broader influence 
and greater, more selective coverage of the entire 
Dallas Market, you can build your Dallas sales sub- 
stantially and progressively bigger than you would 
expect from Dallas alone. 


For additional information on Dallas, the Dallas Market 
and The Dallas Morning News, contact our nearest repre- 
sentative - - or inquire of our research department direct, « 
through the Advertising Director. ¢ 


/more people READ The News... 


National Representative 
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30 Latin American Markets—and How to |!ivins: 10. Market classification—_| 


Enter Them—Is Subject of JWT Fact Boo 


New York, Feb. 21—‘“The Latin 


000,000 inhabitants in the 30 Latin 


| markets in each country are class- 


k | ified as A, B, C, D or E, based on 


market value. 
The final section in the book 


American Markets,” a comprehen-| American countries, but by 1980 | tells how to enter these markets. | 


Sive but easy-to-read fact book on 
the world’s third-wealthiest mar- 
ket, was issued last week by J. 
Walter Thompson Co. 

Compiled by Thompson and 
published by McGraw-Hill Book 
Co. at $18, the book presents a 
clear picture of the Latin Ameri- 
can market, country-by-country 
and as a region, through an impos- 
ing and fascinating array of facts 
and figures. 

At the outset, the book points 
out that future market potentiali- 
ties in Latin America are great. 
Industrialization has proceeded 
rapidly since World War II, but 
the area is still overwhelmingly 
rural and many natural resources | 
remain undeveloped. 

Annual rate of population 
growth in Latin America—2.25% 


—is high. There are currently 173,- 


| the region is expected to have | 
more than 300,000,000 people. 


® The US. is the most important 
supplier of products to Latin 
America. In 1953, it accounted for 
an estimated 54.8% of imports, 
compared to 28.9% for Europe. 

There are considerable varia- 
tions by countries and the user of 
this book can readily spot these 
differences because of the uniform 
treatment of the 30 markets. Data 
on each country is presented un- 
der these 10 topics: 

1. The land and its climate; 2. 
Population and characteristics; 3. 


|Mineral and vegetable resources; 


| 


Selling, 
tising are considered in this sec- 
tion. 


® In discussing advertising, 
book points out that would-be 
marketers will find: 

1. A scarcity of marketing facts 
(which this book has presumably 
rectified somewhat). 

2. A wide variety of formats, 
page sizes and columns in pub- 
lications. 

3. Limited circulations, partic- 
ularly of domestic magazines and 


trade papers. Only two newspapers 


in Latin America exceed 200,000 


in total circulation and none 


4. Energy and power; 5. Agricul-| reaches 250,000. Few exceed 100,- 


ture, livestock and fisheries; 


6.|000. One Brazilian magazine has 


Manufacturing; 7. Transport and |a circulation of 500,000, five others 


communications; 8. 


exports; 9. Income and standard of | 


Imports and} have between 200,000 and 300,000. 


4. Relatively few audited cir- 


THE PHOENIX REPUBLIC AND GAZETTE 


1955 NATIONAL LINEAGE 
6,994,820 LINES 
13.4% OVER 1954 


Proof of the selling power of the PHOENIX REPUBLIC AND 
GAZETTE is its whopping 1955 lineage. Add local lineage to the 
nearly seven million lines of national advertising ... and you 
have the grand total of 49,001,930 lines of paid advertising. 


And it's only 


natural when 


you consider these facts: 


First, the Phoenix Metropolitan Area is in the top ten in all 8 categories in 
Sales Management's Metropolitan Area Growth Rankings, 1945-1955... 


truly, a major 


market on the march. 


Second, the one-buy, single-insertion PHOENIX REPUBLIC AND GAZETTE, daily 


Represented 
Nationally by 
Kelly-Smith Co 


and Sunday, delivers complete saturation of Metropolitan Phoenix, 
containing about half of Arizona’s entire population, plus state-wide coverage. 


Include the PHOENIX REPUBLIC AND GAZETTE 
as the first step to sell the billion-dollar Arizona market. 


THE PHOENIX REPUBLIC AND GAZETTE 


PHOENIX, ARIZONA 


distribution and adver- | 


the | 


'@ Discussing advertising agency 


Advertising Age, February 27, 1956 


| 


A RARE SCENE—In one of his rare public appearances, Stanley Resor, 

(right), chairman of J. Walter Thompson Co., chats with Jacques 

Leger, Haitian delegate to the United Nations, at a luncheon at the 

UN held to introduce the agency’s new study of Latin American 
markets. 


culations. Publishers’ claims are;customs and methods. 

often considerably inflated and | 2. The local agency. This offers 

media rates are open to negotia- | on-the- spot service, but so does 

tion. | the branch office of a U.S. agency. 
5. Searcely any facts on reader,| Local agencies frequently serve 

listener or viewer characteristics.!as “correspondent” agencies for 
6. High illiteracy rates in many| U.S. agencies with no branches 

countries, ranging from roughly | overseas. 

15% in Argentina to 80% in Bo- 3. The American export agency 


livia. Consequently, motion pic-| without branches overseas. This 


tures and radio are particularly | type of agency has employes who 
effective media in many areas.|are familiar with overseas mar- 
The development of international| kets. By having their offices in 
editions by American magazines is| the U.S., they are assured of good 
singled out as an important step|art, typography, engraving and 
in “stimulating the improvement! printing. They can generally place 
of local publications.” schedules speedily. Executives 
| must make frequent overseas trips 
| to keep in touch with local condi- 
the JWT book says that | tions. 

in view of “high service costs | Tne major disadvantages are 
abroad,” many agencies now|“the obvious ones—lack of con- 


services, 


| tiser can choose among three types | 


charge a 20% commission on me-|stant on-the-spot acquaintance 
\dia costs. It says that the adver-| with the overseas market and lack 
‘of the local service facilities.” 
“The Latin American Markets” 
1. The agency (like JWT) with) is available from Thompson, Dept. 
branch offices abroad. This offers | T-1, 420 Lexington Ave. The agen- 
the advantage of blending U.S. ad-|cy says it is the first in a series 
vertising techniques with local! of studies on major world markets. 


of advertising agency: 


eG 
CANADA'S No. 1 Test Market 


The London Free Press 


@ A PURE MARKET 

London is a one paper morket unaffected by the circulation of out- 
side newspapers. This morket is covered by 9 editions daily which 
offers wide opportunity for testing rural or urban markets separately. 


@ A CO-OPERATIVE MEDIUM 

Through the co-operative advertising department of the London 
Free Press, you may add a “crispness” to your test campaign by 
stock checks, dealer tie-in advertising, sales promotion support and 
split-runs. 


@ CANADA’S SEVENTH MARKET 

Whether it be for a test campaign or as part of your national effort, 
the London Free Press is the only di pletely covering 
Canoda’s Seventh Market. Look first to this i for 
results! 


Ontario’s Largest Daily Newspaper 
Circulation Outside Toronto 


94,436 — Publisher's Statement, March 31st, 1955 


London 
Ontario 


NEWSPAPER 
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SALES PRODUCTION INDEX FIGURES 
(Directly Relating Retail Sales to Population 
‘in the 18 Leading Metropolitan Areas) 


KANSAS CITY 13 


More Retail Dollars Per Capita Are Spent 
In Kansas City’s Metropolitan Area Than 
In Any Other American Market 


Look at the table based on the 1955 findings 
of Sales Management magazine in a study of 
sales production as related to population. 


The Kansas City metropolitan area leads with 
an index of 135—or 35% above the national 
average. Second place is a tie between Chi- 
cago, Milwaukee and Minneapolis-St. Paul, each 
with an index of 124. 


When you advertise in the Kansas City market 
you're addressing the buyingest consumer 
audience in America, bar none. 


Better check your sales and advertising in the 
hot Kansas City market. They should te ona 
par, or above par, with markets that are larger 
in population but less fertile in sales. By every 
= Kansas City merits a place on your 
"A" list. 


Chicago 
Milwaukee 
Minneapolis-St. Paul 
Los Angeles 
Cleveland 
Detroit 
Washington 
San Francisco 
New York 
Cincinnati 
Houston 
Buffalo 
Philadelphia 
Pittsburgh 
Boston 

St. Louis 
Baltimore 


FOR MORE ABOUT THE KANSAS CITY MARKET WRITE, PHONE OR WIRE 


THE KANSAS CITY STAR 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 
1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
HArrison 1-1200 WEbster 9-0532 Murray Hill 3-6161 GArfield 1-2003 
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66 Agencies in ‘Over-$10,000,000' 
Group Billed $2,560,300,000 in 1955 


(Continued from Page 1) 
clients; they no more represent in- | 
come than do total deposits for a 
bank or face value of policies writ- 
ten for insurance companies. 

Also, it perhaps ought to be 
said that billings do not necessari- 
ly represent the final: word in 


agency values. While—in the 
agency business as most others— 
very few stay small through 


choice, a personal business has 
many inherent values which are) 
not susceptible to measurement by 
size alone. 


® As in previous years, these bill- | 
ings contain in most instances cap-| 
italized fees. ADVERTISING AGE| 
asked agency heads to multiply | 
fees by 6% to equalize commission | 
and fee business for purposes of | 
comparison. In many cases in this 


|report the replying agency has 


been willing to separate these 
figures. 

Another customary word of ex- 
planation. The phrase “estimate” 
is used with a number of agencies’ 
figures in this report. Sometimes 
this is necessary because of agen- 
cy or client policy. In only a hand- 
ful of cases does it represent a 


guess by ADVERTISING AGE based | 
on the best available information; | 


in all other cases, these “esti- 
mates” were arrived at by a joint 
endeavor in which a responsible 


executive of the agency assisted | 
an AA reporter to come to a fair) 


figure for the agency. 


® The last few years have been 
dramatic and exciting in the agen- 
cy business. The arrival of televi- 
sion has boosted billings for some 


agencies in spectacular fashion. A 
few paragraphs earlier the point 
was made that some agencies in 
the upper billing brackets had au- 


tomotive accounts; this is by way | 


of explaining some of the startling 
increases in their billings. For in 
1955 the automobile business put 
on tremendous promotional pres- 
sure; newspaper linage jumped 
more than one-third, and other 
media got similar expenditures. 

Only two agencies which ap- 
peared in this section last year 
are not in for 1955: Roche, Wil- 
liams & Cleary and Lawrence Fer- 
tig & Co. 


@ There are eight agencies ap- 
| pearing in this group for the first 
time: W. B. Doner & Co., Chicago 
and Detroit; Doyle Dane Bern- 
bach, New York and Los Angeles; 
Earle Ludgin & Co., Chicago; 
| Dowd, Redfield & Johnstone and 
| John C. Dowd Inc., New York and 
|Boston; Meldrum & Fewsmith, 
|Cleveland; Lambert & Feasley, 
New York; Harry B. Cohen Ad- 
vertising Co., New York, and Fitz- 


Advertising Age, February 27, 1956 


2. Young & Rubicam 
4. McCann-Erickson 


Top Ten Agencies, Domestic Billing 
(As Estimated by Advertising Age) 


1. J. Walter Thompson Co. ...........ccccscccceseeeeeees .$172,000,000 


3. Batten, Barton, Durstine & Osborn 


Seen eee e eee ee en eee eeeeeeeeeeeneseneeeeees 


ARO eee eee ee ener eeeeeeeeeeeeeeeeeeeeees 


6. Leo Burnett Co. .................. 


ORR eee eee eee eee eeeenee 


166,000,000 

162,500,000 

132,000,000 
90,000,000 
69,200,000 
68,000,000 
68,000,000} 


CERO Tete eee eee eee eee 


seen eeeeeee 


seeeeeeeeee 


9. Kenyon & Eckhardt 
10. Kudner Agency ... mt 


Perer errr 


SERRE RR OE eRe R ee ee eRe ETE eee Eee EeeEee 


67,000,000 
60,000,000 


{Includes something less than $500,000 billed in Benton & 
Bowles’ Canadian office opened in 1955. 


gerald Advertising Agency, New 
Orleans. 

Here is the agency-by-agency 
report, arranged in order of billing 
volume: 


J. Walter Thompson Co. billed 
an estimated $220,000,000, of which 
an estimated $48,000,000 was billed 
internationally, in 1955. In 1954 
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they Buy More because they Have More! 


@ Yes . . . that’s how it goes in Indianapolis . . . the boys 
can afford to give all the pretty girls a treat! That’s why, 
for instance, Department Store Sales are 149.2%* above 
the national average, Drug Store Sales 86.3%* above, and 
Apparel Store Sales 29.1% above!* 


Whatever you're selling—luggage, candy, radios, auto- 


matic washers... 


whatever it may be—you'll find a far 


better market in Indianapolis, responsive and ready to buy. 
In addition, you get these other important advantages: 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Consumer Income Supplement, 1954, Standard Rate & Data Service 


> It’s Bic . . . over 600,000 population. 


> It’s STEADY... 


unsurpassed for diversification and 


balance of industry and agriculture. 


> It’s Easity REacuen . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Star and The News. 
Write for complete market data today. 


AA underestimated the agency’s 
billing, which should have been 
placed around $200,000,000—of 
which about $40,000,000 was in- 
ternational billing. In 1955, JWT 
added Drake America’s Rountree 
Chocolate; Lever’s Rinso Blue; 
Thomas A. Edison Inc. Voicewrit- 
er; Trico Products Corp.; Buitoni 
Foods Corp.; Ciba Pharmaceutical 
Products’ institutional; Murine Co.; 
Frawley Corp.’s jewelry division; 
Better Homes & Gardens; Burling- 
ton Mills’ institutional, and Pabst’s 
Eastside beer (which JWT was to 
resign to take the Schlitz account 
in 1956). It lost Pharma-Craft’s 
Fresh cream deodorant; Florida 
Citrus Commission; California 
Wine Advisory Board; P. Ballan- 
tine & Son; Parker Pen Co.; Swift’s 
fresh and table-ready meats, and 
Alexander Smith Inc. At year-end 
J. Walter Thompson had some- 
thing like 104 clients in all offices; 
during the year it bought Philip- 
pine Advertising Associates, and 
opened an office in Manila. Media 
breakdown (estimated): Newspa- 
pers 25%, magazines 24%, televi- 
sion 30%, radio 7%, outdoor 7%, 
business papers 7%. It has about 
3,000 employes. 


Young & Rubicam billed an es- 
timated $182,000,000 in 1955, of 
which about $16,000,000 is inter- 
national. Last year AA estimated 
that the agency billed about $160,- 
000,000, with $14,000,000 in inter- 
national. During the year it added 
tv billing for Remington Rand 
products (except typewriters); 
Capitol Records; International 
Sterling’s hotel division and Nor- 
cross Inc. It lost Cudahy Packing 
Co.; Scovill Mfg.’s manufacturing 
division; Statler Hotels, and Amer- 
ican Can Co. Its broadcast billing 
continued to grow—Y&R has been 
first in that category for some 
years—and totalled about $72,- 
000,000 in 1955. It has about 2,000 
employes in ten offices. 


McCann-Erickson billed $166,- 
000,000 in 1955, up from $133,000,- 
000 in 1954. It is estimated that 
about $34,000,000 of the $166,000,- 
000 was billed internationally; in 
1954 a comparable figure would 
have been $31,000,000. An impor- 
tant factor in McCann’s interna- 
tional billing is that it is computed 
at the free rate of exchange; at 
official rates the total billing would 
be more than $9,000,000 greater. 
By now most readers of AA know 
McCann-Erickson had a tremen- 
dous new business year. Here are 
the details: It picked up Canadian 
National Railways; Carter Oil Co.; 
Coca-Cola Co.; Coca-Cola Bottling 
Co. of New York; Corn Products 
Sales Co. (NuSoft); B. F. Goodrich 
flooring division; Halle Bros. Co.; 
Mennen Co. skin bracer (shampoo, 
pr on men’s line); Millinery In- 
stitute of America; Nestle Co.’s 
Nestle’s Instant and Ricory; F. C. 
Russell Co. (Rusco); Schenley’s 
Cascade bourbon; Statler Hilton 
Hotel in Dallas; Swift & Co.’s 
frozen pies, fresh and table-ready 
meats, franks and sausage; Temco 
Aircraft; Tidy House Products 
Co.’s new products; Westinghouse 
Electric Corp.’s consumer appli- 


ance and lamp advertising, and 
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Billings of 66 Agencies in $10,000,000-and-up Group’ 


Rounded, usually, to the nearest $1,000,000 (000,000 omitted). Copyright, 1956, by Advertising Publications Inc. sianeene or 


reproduction in whole or in part without written permission is expressly prohibited. 


1955 Rank 1955 

1. J. Walter Thompson Co. ............ *$220.0 

2. Young & Rubicam ........................ *182.0 

3. McCamn-Erickson 20.00.0000... 166.0 

4. Batten, Barton, Durstine & Osborn 162.5 

5. N. W. Ayer & Son oo. cece *90.0 

6. Foote, Cone & Belding .............. *76.0 

7. Leo Burnett Co. ..........cccccceseesseseens 71.0 

8. Benton & Bowles ..00.0.0000.0.0000...... *68.0 

8. Kenyon & Eckhardt .................... 68.0 
10. Grant Advertising ...................... 67.9 
1], Kudner Agency .0.0.....0.00000:ccccccee 60.0 
12. Tod Bettes & Co. ........cccccecescseseceeees 59.2 
13. Campbell-Ewald Co. ..0......ccc0 *58.0 
14. D’Arcy Advertising Co. .......... 57.0 
15. William Esty Co. o0.0......ccccccssssessse *54.0 
16. Dancer-Fitzgerald-Sample ........ 51.0 
17. Cunningham & Walsh ................ 47.8 
13. Compton Advertising .................. 45.5 
19. Biow-Beirn-Toigo (now Biow Co.) 45.0 
19. Ruthrauff & Ryan ...000. *45.0 
21. Erwin, Wasey & Co 00.0.0... *39.0 
22. MacManus, John & Adams ........ 38.8 
23. Lennen & Newell .......0....0...0000000... 38.5 
24. Fuller & Smith & Ross ................ 37.0 
25. Sullivan, Stauffer, Colwell & Bayles 31.8 
26. D. P. Brother & Co... 31.4 
27. Needham, Louis & Brorby .......... 30.4 
28. Grey Advertising Agency .......... 30.0 
SE 28.5 
30. Cockfield, Brown & Co. .... ........ 27.8 
31. Brooke, Smith, French & Dorrance 25.5 
32. Campbell-Mithun ......0....0.0.......... 25.0 
33. Norman, Craig & Kummel ........ 21.2 
34. Geyer Advertising ...................... *21.0 
34. MacLaren Advertisinc Co. ........ 21.0 
36. Donahue & Coe 20.0.0... ccccccccceceeees 20.6 
ERS 20.0 
38. Bozell & Jacobs .0.....0...0...cccccccesee 18.8 
39. Gardner Advertising Co. ............ 17.0 
39. Bryan Houston Inc. .................... 17.0 
41. Russel M. Seeds Co. .................... 16.8 
42. Fletcher D. Richards Inc. ............ 16.6 
43. Ketchum, MacLeod & Grove .... 16.4 
eS ee 16.1 
45. Al Paul Lefton Co. 200.000... 15.0 
46. Albert Frank-Guenther Law .... 14.8 
47. J. ML Béathes ine. ........................ 14.5 
48. Warwick & Legler ...................... 14.3 
QB. Eiingtom © Coe 2......0..0.ccccccccecececcese 13.5 
50. Weiss & Geller 13.0 
51. Doremus & Co. 12.5 
52. Doherty. Clifford, Steers & Shenfield 12.1 
53. Ogilvy. Benson & Mather .......... 11.8 
54. Doyle Dane Bernbach Inc. ........ 11.7 
55. Earle Ludgin & Co. .00.......cc 11.5 
55. Dowd, Redfield & Johnstone* .... 11.5 
57. G. M. Basford Cow 20.00... cccccceccseee 11.0 
57. W.B. Domer & Co. 20... cccccceeee 11.0 
59. Buchanan & Co. 10.9 
= PII cette ickitesieseia! consileninn 10.3 
60. Calkins & Holden .......0.00.000.000..... 10.3 
62. Meldrum & Fewsmith .................. 10.2 
62. Geoffrey Wade Advertising 10.2 
64. Lambert & Feasley .................... 10.1 
65. Fitzgerald Advertising Agency *10.0 
65. Harry B. Cohen .................. *10.0 


1954 
£°$200.0 
160.0 
133.0 
148.3 


9.0 


1953 
*$163.0 
*138.0 
106.0 
137.5 
"86.5 
*72.0 
46.4 
"57.5 
42.0 
49.0 
"44.2 
38.0 
*35.0 
41.0 
*43.0 
$47.0 
38.8 
35.4 
50.0 
*44.0 
*31.0 
26.9 


1952 
*$142.0 
*120.0 
94.0 
118.0 
“86.5 
70.0 
37.6 
52.8 
39.0 
45.0 
*39.0 


6.0 


1951 
$138.0 
“114.0 
81.0 
104.1 
*85.0 
69.0 
28.0 
*52.8 
39.0 
42.0 
“34.5 
28.7 
*28.0 
30.0 
*35.2 


*5.5 


1950 
$130.0 
*92.0 
67.0 
87.0 


3.5 


1949 
$121.0 
85.0 
60.0 
81.4 
“69.5 
51.4 
17.0 
“39.0 


in 


llelllle 
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t+Canadian and foreign billings included. “Estimated by AA. {Revised figures. *Billings for Dowd, Redfield in New Y 


1948 
$115.0 
*75.0 
54.0 
72.1 
"67.0 
52.6 
14.0 


12 


o 


: 
t 
E 


1947 
$103.0 
*65.0 
51.0 
59.0 
64.0 
52.0 
12.0 
*27.0 
21.0 
31.0 
*16.0 
17.5 
*17.0 
20.0 
27.0 
36.0 


E 


a 


1945 
$78.0 
53.0 
40.0 
40.0 
41.0 
31.0 
7.5 
*20.0 
18.5 
18.5 
15.0 
16.0 
*13.0 
20.0 
“14.0 
25.0 
18.0 
21.0 
22.0 
32.0 
“18.0 


10.5 
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1946 1944 
| $82.0 $72.0 : 
*59.0 51.0 
46.0 31.0 
51.0 30.0 , 
*87.0 *79.0 53.0 33.0 i 
*77.0 61.0 40.0 31.0 7 
55.0 22.0 10.0 — 
57.5 *44.0 *34.0 *23.0 i300 
51.0 38.0 28.0 26.0 19.0 1.0 
| 50.0 40.0 40.0 37.0 25.0 . 13.0 
b 46.0 *34.0 *29.5 *20.0 14.0 i600 
i 46.0 30.0 25.0 21.0 18.0 16.5 — 
*43.0 *28.0 *30.0 *20.0 *17.0 *14.0 11.0 
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* To cover all important buying influences of the $41 billion-a-year spending 
Chemical Process Industries, you must concentrate your advertising on 
distinctly different groups of men. First, management at all levels, in . 
administration, production and research. Second, engineering-minded 
production men, responsible for the design, construction, operation and 
maintenance of process plants. Obviously, no single publication can 
satisfy the specialized editorial requirements, meet the individual reader 
interests of each. It takes two magazines . . . and reader preference study 
after reader preference study offers conclusive proof. Among studies | 
conducted during the past five years by advertisers using their own cus- 
tomer and prospect lists, Chemical Engineering consistently ranked first 
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whenever engineering-production titles were surveyed . . . Chemical Week 
number one with every level of management. But convince yourself. Write 
for your copy of A Summary of Readership Studies. Read it thoughtfully. 
Then, ask us about conducting a reader preference study over your own list. 
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Whitehall Pharmacal’s Duplexin.| 
Because of conflicts, American | 
Gas Assn.; American Mutual Lia-| 
bility Insurance; Junket Foods; 
Maytag Co., and Portland Gas & 
Coke left the agency; Woman’s 
Home Companion was resigned; | 
Congoleum-Nairn, Lever Bros.’| 
Pepsodent division, Purex Liquid | 
Bleach, and Ray-o-Vac Co. were) 
lost. It had 2,775 employes in 35 
offices as of Dec. 31. And it fore-| 
cast a gain of 10-15% in 1956. 


Batten, Barton, Durstine & Os- 
born billed $162,500,000 in 1955, 
all domestic. In 1954 it billed 
$148,330,000. It had a notable new 
business year: Zenith; Red Coach 
Grills; Continental Foundry & Ma- 
chine; Revlon Touch & Glow and 
Satin-Set; American Institute of 
Men’s and Boy’s Wear; Rapinwax 
Paper Co.; International Salt Co.; 
Bristol-Myers’ Sentry; all General 
Mills’ Betty Crocker mixes; Penick 
& Ford’s Cocomalt; GE’s photo 
flash division; American Stand- 
ard’s institutional campaign and 
special work on its atomic energy 
division; two new Lever Bros. 
products; Ocean Spray cranberry 
sauce; Corning Glass (returned for 
an institutional campaign): Easy 
Washer (retained BBDO after its 
purchase by another manufactur- 
er), and the Chicago Daily News. 
It lost Personal Products’ Jonny 
Mop; Crosley radio and tv; D. L. 
Clark Coa.; the Graphic Products 
Group of Miriesota Mining & 
Mfg.; New York State Department 
of Commerce travel advertising: 
Jacob Schmidt Brewing Co.; White 
Sewing Machine Co.; Nehi Corp.; 
Hamilton Watch Co.; Murine Co.: 
Amity Leather Products Co.; Bon 
Ami; New York Stock Exchange: 
E. & J. Gallo Winery. It continued 
to grow in the broadcasting field— 
last year BBDO broadcast billing 
was $60,000,000; of this total, 82.5% 
was tv, 17.5% radio. It had 1.896 
employes in 14 offices, as of Dec. 
ox.’ 


N. W. Ayer & Son, Philadelphia, 
billed an estimated $90,000.600 in 
1955, up from an estimated $87.- 
000,000 in 1954. It had a_ notable 
new business year. adding a large 
segment of Armour & Co. business 
(Dash dog food, three divisions 
four departments, two subsidiaries. 
and scores of brands); American 
Viscose Corp.: Stephen F. Whit- 
man & Son; Hamilton Watch Co.: 
Avis Rent-a-Car System, and Sea- 
Pak Corp. Most of this new busi- 
ness will not be felt until 1956; 
most of Ayer’s '55 increase came 
from present ciients. It lost Cole- 
man Co., the Chicago Tribune and 
Brooklyn Union Gas Co. 


Foote, Cone & Belding, head- 
quarters Chicago, billed an esti- 
mated $76,000,000 in 1955, of which 
$4,000,000 is estimated to repre- 
sent capitalized fees, and $8 000 - 
000 to be billed outside the U.S. 
In 1954 the agency billed an es- 
timated $77.000,000. with $6,000.- 
000 in foreign billing. It added 
Magnavox Co.; Clairol Inc.; the 
Pepsodent division of Lever Bros. 
Co.; S. C. Johnson & Son’s Raid 
insecticide and Beautiflor wax; 
Chicago Tribune; Armour & Co.’s 
liquid Chiffon, and General Foods’ 
Good Seasons salad dressing mix. 
Of these accounts, four (Pepso- 
dent, Johnson products, Armour 
and General Foods) represented 
expansion of existing business in 
the agency. It lost Bourjois; 
Chanel; Frigidaire division of Gen- 
eral Motors; New York Central, 
and the men’s wear division of 
Catalina Inc. Media breakdown: 
Magazines 30%; newspapers and 
supplements 25%; television 33%; 
outdoor 7%; radio 5%. It has 775 
employes in six offices (the num- 
ber is about 100 fewer than in 
1954, and is due to the sale of 
FC&B’s engraving and typograph- 
ic shops in New York and Chicago). 


Leo Burnett Co., headquarters 
Chicago, billed $70,958,000 in 1955, 


Top Six Agencies, International Billing 
(As Estimated by Advertising Age) 


1. J. Walter Thompson Co. $48,000,000 
2. Grant Advertising 38,100,000 
RE TN 34,000,000 
i IIE METI, | cccceticucenssncznnersasvescccsonreccnnies 17,500,000 
EEE 16,000,000 
Be is I Oy IT co ccccccccccccescrescrencceseccnseneses 8,000,000 


Note: McCann-Erickson and J. Walter Thompson convert 
billings at free rates of exchange; Grant uses official rates. 
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lof which $1,586,000 represented | It has 620 employes in four offices, 
| capitalized fees, and $1,738,000 was | and forecasts a ’56 about like 55. 
|billed in Canada. In 1954 com-| 

parable figures were $54,951,000,| Benton & Bowles billed an esti- 
$986,000 for fees, and $1,536,000 mated $68,000,000 in 1955, up from 
in Canadian billing. It added May- | $57,500,000 in 1954. It had a strik- 
|tag Co., Motorola Inc., and Pabst | ing new business year, adding the 
|Brewing Co.; it lost American | Studebaker division; Grove Labor- 
Meat Institute, Englander Co., In-| atories’ Bromo-Quinine cold tab- 
ternational Harvester Co., Toni lets; Florida Citrus Commission 
|Co., and Heilemann Brewing. Me-| (regained); S. C. Johnson & Son’s 
‘dia breakdown: Television 52%;) polisher-scrubber and paste wax; 
magazines 21%; newspapers 14% ;| General Aniline & Film’s 
|radio 8%; outdoor 2%; other 3%.|Ansco and Ozalid divisions, 


Grove Laboratories and its agency, Harry B. Cohen Advertis- 
ing Company, are Sold on Spot as a basic advertising medium. 


As the weather turns cold in various sections of the coun- 
try, Grove Laboratories puts a large part of its advertising 
budget for 4 Way Cold Tablets into Spot TV and Spot Radio. 

This use of Spot in seasonal campaigns provides the 
company with powerful impact and complete flexibility at 
low cost in selected key markets, and has helped make 4 Way 
the largest selling cold tablet in the United States. 
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and Western Union Telegraph Co.;ness year, taking on the Glass 


It lost Bendix-Crosley white goods 
and Diamond Crystal Salt Co. Its 
media breakdown is roughly 50% 
in television, 20% each in maga- 
zines and newspapers, 3% in out- 
door, 7% in radio. It has about 
950 employes. 


Kenyon & Eckhardt billed $68,- 
000,000 in 1955, up from $51,000,- 
000 in 1954. Of this amount about 


$1,000,000 was billed in Canada in| 
55. K&E had a notable new busi-' 


Container Manufacturers Institute; 
RCA-Whiripool Seeger; Pepsi-Cola 
Co., and (some time in ’56) Blatz 
Brewing; it added Pepsi-Cola and 
RCA-Victor in Canada. It lost 
Berkshire Knitting; Browne Vint- 


|ners; Eastman Chemical; Pepper-| 


idge Farms; Schick Inc.; Gorham 
Co.; Welch Grape Juice (resigned 
to make room for Pepsi), and 
Mennen men’s products. Media 


breakdown: Newspapers and sup- 
plements, 22.3%; magazines-busi- 


| 21.7%; 


ness papers-farm publications 


radio 6.4%; _ television 
40.4%; outdoor and transit .4%; 
other 8.8%. It has 736 employes in 
nine offices and estimates ’56 will 
be up a whopping 20%. 


Grant Advertising, headquarters 
Chicago, billed $67,900,000 in 1955, 
of which $4,000,000 represented 
capitalization of fees and $38,100,- 
000 was billed abroad. In 1954 com- 
parable figures were $50,000,000; 
| $2,450,000 for fee capitalization, 


71 


and $29,200,000 in international | were lost domestically, in a year 
billing. Grant uses the official| that saw the agency get increased 
rate in computing billing.| Dodge billing, and full-year bill- 
During the year Grant added 42/ing on Doctor Pepper; six accounts 
domestic accounts, 154 interna-/ were lost in the international field. 
tionally. Among the more impor-|Media breakdown: 56% in print 
tant domestic accounts: The | media; 28% in radio and tv; 5% 
American Weekly; Electric Auto-| in outdoor; 11% in “other.” It has 
lite Co.; Lentheric perfumes; Flor-/|1,200 employes in 33 offices and 
ida Lime & Avocado Commission;| estimates 1956 will show a 5% 
Coppertone; Campana makeup and | gain in billing. 

cream lines; Comet rice; Centilevre 

Beer; Thiokol Chemical, and Flor-| Kudner Agency billed $60,000,- 
ida Power & Light. No accounts|000 in 1955, up from $46,000,000 
in 1954, and most of the increase 


Spot can do the same for you on the stations represented 
by NBC Spot Sales in fourteen major markets, accounting 


for 48% of the nation’s retail sales. 


SPOT SALES 


30 Rockefeller Piaza, New York 20, N. Y., 
Chicago, Detroit, San Francisco, Los Angeles, Charlotte*, 
*Bomar Lowrance Associates 


Atianta*, Dalias* 


was due to the expansion of ex- 
isting accounts. It added Frigi- 
daire division, but had only tv 
|billings on it, and the agency re- 
isigned Better Homes & Gardens 
jand Collier’s because of a policy 
decision. Media breakdown is 
about like this: Newspapers 37.5%; 
magazines 25%; tv 20%; radio 5%. 
It added about 75 employes during 
the year, bringing the total to 
about 450 in six offices, and fore- 


ACP — Associated Construction Pub- 
lications — is a group of fourteen pub- 
lications “serving the vast construction 
market. You can use all, one or several, 
to sell your products in the market you 
want. ACP gives you the greatest 
coverage in the construction field — 
86,244 construction men. 
Bostrrste 


> 
aL 
7—N. Car., 
Vo. 


Construction 


3,96 
Va., 


Constructioneer 
12,860 —N. Y., 
Penn., N. J., Del., Md. 


Mississipi Valley 
contractor 
5,326 —S. lil, Ky., 
£. Mo., W Tenn., 
N. Miss, Ark. 


Left to right: GENE K. FOSS, V.P. in charge of Advertising, Grove 
Laboratories, Inc.; JAMES H. GROVE, Pres., Grove Laboratories, Inc.; 
HARRISON MULFORD JR., TV Representative, NBC Spot Sales; 


HARRY B. COHEN, Pres., Harry B. 


NBC Spot Sales Represents 
TELEVISION STATIONS: 
WRCA-TV, New York 

WNBQ, Chicago 

KRCA, Los Angeles 

WRCV-TV, Philadelphia 
KSD.-TV, St. Louis 

WRC-TV, Washington, D. C. 
WBUF-TV, Buffalo 
KOMO.-TV, Seattle 

KPTV, Portland, Ore. 

KOA-TV, Denver 

WAVE-TV, Louisville 

WRGB, Schenectady-Albany-Troy 
KONA-TV, Honolulu, Hawaii 


Michigan Contractor Mid-West Contractor 
and Builder 7,132 — Kon., la. 
3,684 — Mich. W. Mo., Okia., Nebr. 


Dixie Contractor New England 

5,607 — Ala., Construction 
Fla., Go., S. Cor., 5,326 — Me., N.H., 
E. Tenn. Vt., Mass., R. 1, Conn. 


and © 
6,016 — Ariz., 6,021 — S. Collif., 
.. N. Mex., e Ariz., S. Nev. 
Cohen Advertising Co., Inc. Wyo., E. Nev. 


NBC Spot Sales Represents 
RADIO STATIONS: 

WRCA, New York 

WMAQ, Chicago 

WRCV, Philadelphia 

KNBC, San Francisco 

KSD, St. Louis 

WRC, Washington, D. C. 

KOMO, Seattle 

KOA, Denver 

WAVE, Louisville 

KGU, Honolulu, Hawaii 

and the NBC 

WESTERN RADIO NETWORK 
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Chicago, billed $70,958,000 in 1955,! 


Why do little dogs in Chicago 


eat more than 


big dogs in Suburbia? 


& 
Wor 
£G 
, : a wasn’t going to the dogs —and that was bad for 
A Certain Dog Food Company. (This story has a moral for everybody doing business in 
Chicago. The facts are true. We’ve only switched names.) 


J. T. Barker, President, reasoned that all of dogdom’s biggest eaters—the Great Danes, 


Collies, Setters and Such—were stationed with families living in the wide open spaces 


ew 


efforts were aimed at those top dogs in the suburbs. 


of Outer Suburbia. So most of the company’s sales and advertising 
Then along came Joe. 

Now Joe was a joe who sold advertising space for the Chicago Tribune. He didn’t know a 

schipperke from a schnauzer, but he knew a pack of bloodhounds that 


could track down all kinds of market information. 


“Mr. Barker,” said Joe, “‘I hear your company’s sales have been dragging. 
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Why not let me see what facts I can dig up for you on dog food?” 

So Joe went down to the Tribune’s Research Department, stopped at the Sales 
Development Division, and soon came back with this: While the percentage of dog-owning 
families and size of dogs are somewhat bigger in the suburbs, there is a greater number of 
dog-owning families CR living in the city. Therefore little dogs in Chicago 
eat more than big dogs in Suburbia simply because there are a whole lot more of them. 

This plain fact, which changed Barker’s dogma, is a typical example of how the 
Tribune can help you solve your sales problems in Chicago. 
Nobody knows Chicago like the Tribune. 


The Tribune has spent several million dollars to - out facts that vitally affect 


your Chicago sales. It knows who your best customers are, 


live and shop, why they buy. This valuable information is yours for the asking. 


Nothing sells the Chicago market like the Tribune. 


Retail sales in Chicago and the 206 Chicagoland counties are big—valued at 


$17.8 billion. EAN A. 


Tribune. Does advertising in the Tribune pay? Just ask advertisers like Buick, 


els 
- 


Borden, Pepsi-Cola, General Electric. “Nis 


And the best way to sell this market is through the 


People may praise the Tribune, fuss about it or blast it—but reading the 


Tribune in Chicago is just like climbing mountains in Switzerland. ge Almost 


everybody does it. Everybody feels its impact. Practically 7 out of 10 familes in the Chicago 


metropolitan area read the Tribune—almost half of all the families in 839 midwest cities Ee 
and towns read it. (Only 12% of metropolitan Chicago gets the largest national . 
magazine—and less than 1 out of 9 tunes in on an average TV program.) 

So if you want to know something about Chicago, call in a 

joe from the Chicago Tribune, and put him to work finding out. 


P.S. Always remember . . . If you want to SELL Chicago 
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1954, and well over twice the 1952) in billings was mirrored by a sub- 
total of $28,000,000. There was no 'stantial increase in personnel in 
important new account activity the agency’s nine offices, where 


casts a gain in both people and|papers and supplements 16%; 
billing in ’56. | radio 9%; transit and outdoor 2%; 
jart, mechanical, publicity 3%. It 
Ted Bates & Co. billed $59,200,- ‘has 500 employes in two oftices 
000 in 1955, up from $46,000,000) | and forecasts 1956 as “up.” 
in 1954. It added three accounts | 
during the year: Snow Crop di-| Campbell-Ewald Co., with head- 
vision of Minute Maid Corp., the quarters in Detroit, is estimated to 
Pet Foods division of Standard) have increased its billings sharply 
Brands and American Chicle’s| to $58,000,000 in 1955, largely as 
Clorets. It lost Cantrell & Coch-|a result of the expansion of its | 
rane. Media breakdown: Televi- existing clients, including Chevro- 
sion 59%; magazines-business pa-|let. The agency’s 1955 volume is 
pers-farm publications 11%; news-|up a whopping $15,000,000 from 


ed by National Bank of Detroit, | against 443 the previous year. 
upon which Campbell-Ewald had) 

a full billings year, and by Goebel| D’Arcy Advertising Co., head-| 
Brewing Co., upon which the agen- | quarters St. Louis, billed $57,000,- 
cy began to bill in April. A break-| '000 in 1955, up from $44,500, 000 | 
down by media is not available, | 
but broadcast media, estimated at 
between 15 and 20% of the 1954 
total, were probably about 21 or 
22% of the 1955 total. The increase 


ers in Cleveland; the Autocar di- 
vision of White Motor Co.; Lin- 
coln Engineering Co.; O. Ames) 
Co.; Federal Enameling & Stamp- 


during the year; billings were aid-|580 people are now employed, as| 


in 1954. It added Plymouth Deal- | 


EXTRA 


Mir. @ News 


EXTRA 


Over Same Peri 


MIRROR-NEWS AT CIRCULATION HIGH 


uP 80,358 Copies per day 
tod a Year Ago | 


You would expect that America’s 
fastest-growing newspaper would 
be in Los Angeles, the nation’s fast- 
est-growing and third largest 
market—and so it is. The Mirror- 
News has attained the highest cir- 
culation in its history (over 308,000 
daily) and now has the largest after- 
noon home-delivered circulation in 
the entire West. In achieving a cir- 
culation increase of 80,358 copies, 


LARGEST 


The Mirror-News showed a startling 
35.2% gain in a single year. 

Media Records figures for the 
year 1955 reflect advertisers’ re- 
sponse to the upward-surging cir- 
culation of The Mirror-News and 
this newspaper’s appeal to able-to- 
buy families: The Mirror-News be- 
came the leading newspaper in the 
Los Angeles afternoon field in total 
advertising. 


AFTERNOON 
HOME-DELIVERED 
CIRCULATION 


MA $2311 —145 S. 


IN WESTERN 
AMERICA 


*See ABC Publisher's interim statement for 
3-month period ending December 31, 1955 


LOS ANGELES 


Virgil Pinkley, Editor and Publisher — Represented nationally by 
O’Mara & Ormsbee, Inc., New York, Chicago, Detroit, San Francisco 


Advertising Age, February 27, 1956 


|ing; Broughton Farms Dairy; Ban- 
quet Canning Co., and the Pack- 
ard-Clipper division of Packard- 
Studebaker Corp. It lost Bayuk 
Cigars, Gordon Baking Co. and 
Coca-Cola Co.—although the lat- 
ter wouldn’t become effective un- 
|til the end of the first quarter of 
56, when D’Arcy picks up Pack- 
ard. Media breakdown: Radio- 
television 38%; newspapers 14%; 
magazines 20%; outdoor 17%; oth- 
er 11%. It has 483 people in 11 
loffices, and forecasts a ’56 about 
like ’55. 


William Esty Co. billed an es- 
timated $54,000,000 in 1955, up 
from the 1954 estimate of $46,000,- 
000. It added P. Ballantine & Son 
early in 1955; Underwood Corp.’s 
electric typewriters began early 
this year. It lost Metro Sunday 
Newspapers and Coca-Cola Bot- 
tling Co. of New York. During the 
year Winston cigarets (Reynolds’ 
entry in the filter race) went na- 
tional; Colgate Liquid Vel was 
launched sectionally; Colgate’s 
Brisk toothpaste went into test 
markets, and Vel Beauty Bar was 
active in sectional markets. About 
half the agency’s billing is in 
print, half in broadcast media 
(where around $2,000,000 is still 
in radio). Its ratio of employes to 
billing is probably the lowest in 
the agency field; Esty has 285 em- 
ployes. 


Dancer-Fitzgerald-Sample billed 
$51,000,000 in 1955, up slightly 
from the $50,000,000 reported in 
1954. It added Congoleum-Nairn 
‘Inc. and Siegler Corp. It lost 
|Pratt-Low Preserving Co. and 
|American Chicle’s Clorets. 


Cunningham & Walsh billed 
$47,800,000 in 1955, up from $44,- 
700,000 in 1954. It added Gordon 
Baking Co.; Jaguar North Ameri- 
can Corp.; Brooklyn Union Gas 
Co.; St. Regis Paper Co., and Can- 
trell & Cochrane (although Super 
Coola was later shifted to Hilton 
& Riggio). It lost Northwest Air- 
lines; Lentheric division of Olin 
Mathieson; Ivo Inc., and Interna- 
tional Sterling’s hotel division. It 
has 400 people in two offices and 
forecasts a 10% gain in volume in 
1956. 


Compton Advertising billed $45,- 
500,000 in 1955, of which $300,000 
|represented capitalization of fees. 
|In 1954 comparable figures were 
$42,100,000 and $200,000. It had a 
notable new business year, adding 
the Yellowstone division of Glen- 
more Distillers; Remington Rand’s 
typewriter division; American Mu- 
tual Liability Insurance Co.; Avco 
Mfg.’s Crosley radio and tv sets; 
Nehi Corp.; Chatham Mfg.; Amer- 
ican Can Co., and Procter & Gam- 
ble’s W. T. Young Foods. It lost 
John H. Dulany. Media break- 
down: Television 46%; magazines, 
farm publications, business papers 
combined 27%; radio 8%; news- 
papers 13%; outdoor 2%; print 
production 4%. It has 516 employ- 
es in four offices and estimates 
1956 will be up 17%. 


Biow-Beirn-Toigo (now Biow 
Co. once again) billed $45,000,000 
in 1955, down from $46,600,000 in 
1954. It added two Whitehall Phar- 
macal Co. products during the year, 
but the whole Whitehall line will 
leave the agency in 1956. Also 
added were Weston Biscuit, Lan- 
olin Plus, Englander Co., R. Wal- 
lace & Sons silver. It lost the Ansco 
division of General Aniline & Film, 
resigned Jacob Ruppert Brewery 
and lost Pepsi-Cola Co., but all 
these losses—as well as the recent 
loss of Philip Morris—will not be 
effective until some time in 1956, 
and did not affect 1955 billing. The 
agency billed $26,000,000 in tv and 
radio and $19,000,000 in print. It 
has about 400 employes. 


Ruthrauff & Ryan is estimated 
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for the 7th Consecutive Year.... : 


The Oil and Gas Journal Published More Pages | 
of Advertising Than Any Other Magazine 


: 
| li ine e ener 
hn 1955 — Business —Trade — or General 
‘ 
;, OIL AND GAS JOURNAL 7is6)6 ods 
2. Iron Age 6,556 fe re EA & 
Ny: ‘ Ss 
}. American Machinist 6,134 es e ee r 
| :. Business Week he 
5. Steel , ‘ 
6. Electrical World 4,698 ; : 
! 7. New Yorker 4,529 ; . 
| 8. Electronics . 
! : 
9. Engineering News-Record 
10. Life 4,398 ie 
il. Aviation Week 4,300 ¢ 
; 12. Chemical Engineering 4,118 < te 


13. Product Engineering 4,105 


14. Saturday Evening Post 3,686 


15. Chemical Week 3,530 
16. Machinery 


17. Time 


18. Southwest Builder & Contractor 


19. Purchasing 

20. Architectural Record 
21. Automotive Industries 
22. Design News 

23. U.S. News & World Report 

24. Chemical & Engineering News 
25. Machine Design 

26. Modern Machine Shop 


27. Newsweek 


1 om; ane GAS 
JOURNAL 


Factory Man. & Maint. 


EE 


Modern Plastics 
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For over two decades, Mutual has built a tradition of fine entertainment for its 
audiences—delivered with utmost efficiency for its advertisers. 

A mature and experienced advertising medium, Mutual has reached a time- 
tested conclusion of fundamental importance. Namely, the speculation taken for 
granted in some media placement is avoidable in network radio. 

With full confidence in the strength of its facilities, and faith in the future 
of network radio, Mutual welcomes the opportunity to underwrite your adver- 
tising investment. Replacing supposition with certainty, you need no longer 
depend on estimated ratings or anticipated readership of your product advertising. 

Now, for the first time in the history of major media, you can advertise 
your products to an audience whose size is predetermined — and whose cost-per- 
thousand commercial impressions is guaranteed. 

For the advertiser, this plan delivers network radio’s low cost mass appeal 
and high-frequency impact, supported by a specific minimum guarantee. For the 
agency, it furnishes a more businesslike basis for recommendations. 

The specifics are even more attractive. In all fairness to your product, or 


your client’s product, call, write or wire the Mutual Sales Department at once. 


eT ai eS 
MUTUAL BROADCASTING SYSTEM 


WORLD’S LARGEST NETWORK 


vA 
1440 Broddway 21 Brookline Avenue Tribune Tower 1313 North Vine Street 
New York 18, N.Y. Boston 15, Mass. Chicago 11, fll. Hollywood 28, Calif. 


LOngacre 4-8000 COmmonwealth 6-0800 WHitehall 4-5060 HOllywood 2-2133 
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to have billed $45,000,000, up 
slightly over the $44,000,000 es- 
timated in 1954. Of this total, 
about $1,000,000 was billed in Can-| 
ada, where it has a group of Lever 
products, including Sunlight, Life- 
buoy and Rinso. It added the 
Graphic Products Group of Min- 
nesota Mining & Mfg.; U.S. Air 
Force; TV Time Foods; Sunkist 
Pie Co.; Griesedieck Brewing Co.; 
Red Top Brewing; American Pipe) 
& Construction, and du Maurier 
cigarets, now owned by Brown & 
Williamson Tobacco Co. Both 
Griesedieck and Red Top are form- 
er R&R clients returning to the 
agency. It dropped American Air- 
lines; Electric Autolite; Eastco Inc.; 
Banquet Canning division of F. M. 
Stamper Co.; Fox DeLuxe Brew- 
ing Co.; Ivano Plumite Cleaner; 
National Guard; Rapinwax Paper 
Co.; Morris B. Sachs; Doyle Pack- 
ing Co.’s Strongheart dog food; 
Consolidated Royal Chemical’s 
Krank Shave Kreem, and the Pack- 
ard division of Packard-Studebak- 
er Corp. The agency has 617 em- 
ployes in 12 offices. 


Erwin, Wasey & Co. billed an 
estimated $39,000,000 in 1955 as 
compared with an estimated $35,- 
750,000 the year before. Foreign 
billing accounted for an estimated 
$17,500,000 in ’55. The agency | 
gained seven clients while losing | 
three last year. The additions were 
Ron Rico; Lucky Tiger; Arizona 
Brewing; Courtley division of Lee 
Ltd.; Carnation’s Simple Simon) 
line; Helbros, and Campana Italian | 
Balm. It lost Admiral Corp.’s tv, 
Portable Electric Tools and Dad’s 
root beer. Billings were divided 
about as follows: Roughly 30% 
goes into tv and radio; 35% into 
newspapers; 35% into magazines. 
Erwin, Wasey has nine offices 
which employ about 900 persons. | 


MacManus, John & ERR 
headquarters Bloomfield  Hills,| 
Mich.. billed $38,795,677 in 1955, | 
of which $147,961 represented cap-| 
italized fees. Comparable figures 
for 1954 were $32,826,374 and $34,- 


678. It added Gerrity-Michigan | 
Corp., Adrian, Mich., Hartman| 
Luggage Co., Racine, and Huron | 


Milling Co., Detroit. It lost Cham- 
pion Spark Plug Co. at year-end. 
Media breakdown shows newspa- 
pers 37%, magazines 19%, radio 
3%, television 19%, outdoor 3%, 
business papers 9%, farm publica- 


fions 2%, direct mail 6%, and 
remainder “other.” The agency 


has 313 employes in eight offices 
and estimates that 1956 will be 
about like 1955. 


Lennen & Newell billed $38,500,- | 
000 in 1955, up from $33,000,000 in 
1954. During the year it added 
American Airlines; American Gas 
Assn.; American Meat Institute; 
three Colgate products; Clearasil 
Inc., and Dromedary date products | 
of Hill Bros. Co. It lost Schlitz 
Brewing (although billings will 
continue until March) and Cal- 
vert Distillers. However, with the 
new business in the shop the agen- 
cy entered 1956 with higher billing 
than at the start of 1955. Media 
breakdown: Magazines 17%, news- 
papers 20%, outdoor 6%, radio and 
tv 53% (almost all television) and 
4% elsewhere. It has 305 employes, 
double the number of two and a 
half years ago. 


Fuller & Smith & Ross, head- 
quarters Cleveland, billed $37,- 
000,000 in 1955, down from $41,- 
000,000 in 1954. It added a host of) 
new accounts: Allied Chemical &| 
Dye’s national aniline division; 
Central Cadillac Co.; Central) 
Chevrolet; Diamond Biack Leaf, 
Co.; Edison Electric Institute; 
Kenwood Mills; Eli Lilly & Co.;) 
Pathecolor Inc.; Rail Trailer Co.; 
Sabena Belgian World Airlines; 
Shamrock Foods; West Virginia 
Pulp & Paper Co., and White Sew- 
ing Machine Corp. It lost Pitts- 
burgh Lectrodyer Corp. and Fur- 


nace Corp.; Roots-Connersville 
Blower division; Weatherhead Co.; 


| Webster-Chicago Corp.; Westing- 


house Electric Corp. consumer 
products divisions, and Wooster 
Brush Co. Media breakdown: Mag- 
azines, business papers, farm pub- 
lications 54%; newspapers 9%; 
radio 2%; television 10%; outdoor 
and transit combined 1%. It has 
401 employes in three offices and 
forecasts a 6% gain in '56. 

Colwell & 


Sullivan, Stauffer, 


Bayles billed $31,800,000 in 1955, 
up from $27,500,000 in 1954. It 
added D. L. Clark Co.; Ivano Plu- 
mite Drain Cleaner; V. LaRosa & 


Sons; Hudnut’s DuBarry products, | 


and Light & Bright shampoo. It 
lost Speidel Inc. SSCB had 217 
employes on Dec. 31. 


D. P. Brother & Co., headquar- 
ters Detroit, billed $31,366,521 in 
1955, a sharp gain over its 1954 


billings of $19,721,948. Brother is 


‘in 1954. The agency added Scovill 
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and other segments of General | 
Motors Corp. There was no sig-| 
nificant change in its account list 
during the year. 


Needham, Louis & Brorby, head- 
quarters Chicago, billed $30,421,- 
520 in 1955, up from $29,270,450 


Mfg.’s manufacturing division, In- 
ternational Harvester refrigerators | 
(the company suspended their) 
manufacture) and Woman’s Home | 


paste wax and scrubber, and the 
Panogen Inc. division of Morton 
Salt Co. It has 309 employes in 
three U.S. and one Canadian office 
and estimates 1956 will be up 10%. 


Grey Advertising Agency billed 
in excess of $30,000,000 in 1955, up 
from an estimated $22,400,000 in 
1954. It added Hoffman Beverages; 
Whitehall Pharmacal’s Kolynos 
toothpaste; Calvert Distillers’ Cal- 
vert Reserve and gin; Ideal Toy 


agency for the Oldsmobile division | Companion. It lost S. C. Johnson’s | Corp.; H. D. Lee Co.; Lionel Corp.’s 


iliary publication reaching 
distribution, will high- 
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trains; Chock Full O’ Nuts coffee; 
Dobbs division of Hat Corp., and 
Collier’s and Good Housekeeping. 
It lost Schenley’s Old Stagg; Cream 
of Kentucky and Cascade; Doeskin 
Products; Kaywoodie Co.; Kauf- 
man Bros. & Bondy, and the film 
division of National Broadcasting 
Co. At the end of November it had 
384 employes. 


Maxon Inc., headquarters De- 
troit, billed $28,500,000 in 1955, 


down from $31,000,000 in 1954. It! 


added Jacob Schmidt Brewing Co.;,;ing Materials Display Centre; Ca-,lonial Hotel; Bruck Mills; Dowty 
it lost Snow Crop when the com- nadian Wallpaper Mfrs.; Montin Equipment of Canada; Morrison 
pany was absorbed by Minute Ltd.; Carter Products; Curran Hall|Steel & Wire Co.; Minneapolis 
Maid; Magnavox Co., and the res-| Ltd.; British America Paint Co.;| Honeywell Regulator Co. Ltd.; 
taurant and hotel advertising of|Consolidated Toronto Development| Canadian Hydrocarbons Ltd., and 
H. J. Heinz. |Corp.; Decca Radar (Canada)—a| Webb & Knapp. It lost Reliance 
|part of Smith & Stone; Brinton |Ink Co.; Station CJOB; Canadian 

Cockfield, Brown & Co. Ltd., Peterboro Carpet Co.; Richmond National Railways; Hathaway Mfg. 
headquarters Montreal, billed $27,-| Milk Producers Co-op; Assn. of|Co., and Parisian Corset Mfg. Co. 
| 798,000 in 1955, of which $1,998,000 Canadian Distillers; British Co-|Media breakdown: Newspapers 


represented capitalization of fees.|lumbia Transformer x DD -| - i : lements | : 
» B Co epart- | 43%; magazines 15%; supp |new accounts added in ’54, notably, 


In 1954 comparable figures were|ment of Citizenship & Immigra-|7%; radio 9%; television 11%; 
$24,809,877 and $1,622,410. It added|tion; Canada Safeway Ltd. | outdoor and point of sale com- 
Canada Southern Oils Ltd.; Build-| (Manitoba division); British Co-| bined 3%; business papers 6%; 


Journal of the American Bankers Association 


Loox for the banker’s cooperation on OPERATION 
HOME IMPROVEMENT at the community level! His 
services as a mortgage lender tally $30.6 billion on single 
and multiple family dwellings, plus another $1.3 billion on 
farm properties. 

He consistently encourages proper upkeep and mainte- 
nance. All insured commercial banks had $1.6 billion in 
instalment repair and modernization loans outstanding on 
June 30, 1955. 


He sponsors local improvement drives to face-lift Main 
Streets, and he is equally sympathetic to the ambitions of 
the home owner interested in all types of property improve- 
ment on a contractual or do-it-yourself basis. 


His service is behind the entire building industry — as it 
is all industry — from the manufactured product down 
through distributors and dealers to the families on the buy- 
ing line. At the individual level, he is a serious counselor 
on plans and blueprints; he endorses the services of com- 
petent contractors and quality products. 


f Operation H.I. 


But, he is a severe critic of over-extension of credit, 
impractical home improvement projects, poor craftsman- 
ship and sub-standard material. He will consider each re- 
quest for Home Improvement Loans on its own merit. 


That’s why he should be familiar with your OHI program 
through “ ’56 — the year to fix.” The more he knows about 
your product, distribution and promotion program, the 
better he can advise his customers on their specific needs. 
You can reach the top executives of banks, effectively and 
at modest cost, through BANKING’s 37,760 net paid 
A.B.C. circulation. 


Write for media and market data. 


@ 


BANKING ba 


12 East 36th Street, New York 16, N. Y. 
33 South Clark Street, Chicago 3, Illinois 


farm publications 4%; transit and 
other 1% each. It has 491 employes 
in five offices and estimates °56 
will be up 6%. 


Brooke, Smith, French & Dor- 
rance, with headquarters in Detroit 
and offices in New York and San 
Francisco, billed $25,500,000 in 
1955, up $2,000,000 over °54. It 
benefited during the year from 


|'two departments of General Elec- 


tric—Trumbull components divi- 
sion and the distribution assem- 
blies department; Underwood 
Corp.; the Deepfreeze division of 
Motor Products, and the Famous 
Cereals division of Safeway Stores. 
During ’55 it also added Interna- 
tional Breweries and American 
Seating Co. Its major loss was 
Goebel Brewing Co. The agency 
has 260 employes in three offices 
and estimates 1956 volume will be 
up about’ 10%. 


Campbell-Mithun Inec., head- 
quarters Minneapolis, billed $25,- 
000,000 in 1955, up from $20,000,- 


KDUB-TV 
LUBBOCK, TEXAS 
KPAR-TV 


ABILENE -SWEETWATER , TEXAS 


DUB-AM 
LUBBOCK, TEXAS 


eo ilim dees ee aa ae SIRS, oe, Be lt eye rrr 
oe wes ve ti 7 eae tae 2a ieee 8 ee 
—_™”. Ie i se 
a o 2 i : . . x u 4 ‘ $ é T, ind ee 6 xs rca a 
ee . 2 - 
ei f 
ee 79 ; 
> \ 
) “ 
1 ap 
J 
| - 
) . 
’ ‘ 
t ee 
‘ ee ee LS eS ee rr eee ee r 
on : 
$. if 
fs “ 
? - | re 
ay 7" os 
gr ail f a | | 
Ve a i 
. 5g (Fs * 
; *)| P a oe % ‘ E , 
_ soe, 2 ee : ; 
Z, , gar , oe “4 ~ : 
: f a * ‘ ee | sae ; ry " : <4 - 
- re 4” o- ae Fi ee 3 
J >: rf . * ee % ; . 
Na - 
ee eS ee 
: > x ». .. ill 
‘ 8 % taste aa | 1 ee ees ‘ 
| o% 4.2, 5 Ne be 
: ia fe Rae est 
. ae : pe "s 
. = Gk l aod " 
vi & C E aa 
re S Se 
Bite i ee se 
z | SS +: . Pak oe ss 
<p 
Sire Base thy ' $i 7 : 
| om * < ‘e L ~ [ . ie 4 
> i ot ee 2 
| ee : » ~~ 
| hae Q = % 
: - a . 
| aa 7 = 
} | = ‘ 3 . ee - 
Phot a ‘ 
a Sig) es vt: 
Fe. ; aes. aes a Sa "4 
Me: se 
Sorc AF f¢ Soe ae 
coe Weeeel('’ Ge es 
Bakes ee se Bess. 
Ses e. aed 
- ow . a ~" rf 
- Fo oe Ne ae ; 
oes aaa a 
2 Se OVER ‘ at 
ee | mS 
san r} inky /~ & Sy 
ll ——— we 
Bite a Se 
24 a * ia ti We 
| See 5 % eRe nie 
Po Dy MS 
: | ee 5 a - em —~ . ss K4 
igh Rae. EN 
tations 
be & oS Oe eee ; 
§ Wie a e 
; i, ee a es me > oe / Be a 
Co  ii—— ee 5 
—aae ag ’ 
P a 2 rae ead (t88) City a ’ 
| Ba! Ae s mee 
Bi * Pe, SES u& 
ee Pg. e 
ete te: me \ # BS 
Z  . . 
shige ~e 
ss 
Brome ermeareies tk etna cebmat 
: | President and Gen. Mgr, W. D. “DUB” ROGERS 
| Netione! Soles Mgr. E. A “Burr” Howett 
t> 
¥ . : : oh <o ae eve, . tee 
ak Be gg RN ee, ee Masa ee es oo 6 eee SE as ee ae 


After the sale is over... 


is anyone still sold? 


There’s nothing like a special promotion 
for a quick rise in sales. But after it’s all 
over, have you picked up any regular 
customers for your product? 

The chances are you'll be right back to 
your regular share of sales a few weeks 
later. For while hypodermics are great for 
“hurry-up” sales, they can’t be expected to 
build up prestige and loyalty. 

This is the job of national advertising. 
And today, thoughtful food advertisers are 
earmarking an increased share of their 
budgets for advertising that keeps on sell- 
ing. They’ve found that building a strong 


brand name is the only sure way to an in- 


- The Saturday Evening 


OST 


—gets to 
the heart 


of America 


creased percentage of the market. 

This is the type of advertising that calls 
for magazines—and particularly for The 
Saturday Evening Post. Its prestige is na- 
tional. But its influence is keenly felt locally. 
For it reaches hundreds of best-customer 
families in every shopping area. 

Most important, the Post reaches the type 
of family that buys by brand—and it reaches 
millions of them. It is read, respected and 
responded to in a way that no other maga- 
zine can match. As a result, the Post has 
turned more product names into household 
words than any other magazine or adver- 
tising medium! 
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Advertising Age, February 27, 1956 


000 in 1954. It added Northwest! (as Wm. H. Weintraub Co.) billed; Geyer Advertising is estimated During the year the agency in-| papers 40%, magazines 26%, out- 
Airlines; Midwest Wine; Spring- | $20,000,000, with $2,000,000 repre-| to have billed $21,000,000 in 1955, creased its tv billings, with a new door 4%, radio and tv 19%, art 
wall Associates; Norris Dispensers, | senting fee capitalization. It added | down slightly from the $22,000,000 show for Standard Brands and/|3%, production 8%, and fees ac- 
and Top Value Enterprises. It lost Selchow & Righter, Chanel and/| estimated for 1954. During the year the introduction of H. J. Heinz to|count for less than 1%. It esti- 
Great Northern Railroad and R.! Bon Ami; it lost Schenley’s Ancient the agency lost Hans Brinker Inc., television. It has about 350 people. | mates 1956 will be up 10%. 

M. Hollingshead Corp. Media| Age whisky and Dubonnet. In 1956 Weston Biscuit and Kenwill Corp.; 

breakdown: Television 40%; radio | it will drop its Revlon and Blatz it added Marlin Firearms and Donahue & Coe billed $20,610,-. Tatham-Laird Inc., headquarters 
7%; newspapers 15%; magazines) beer billing and will pick up Spei- Lockwedge Shoe Corp. Later this 000 in 1955, up from $19,300,000 in Chicago, billed $20,046,503, of 


18%: outdoor 8%; other 12%. It|del Inc. and the Democratic Na- year it will drop Lord Calvert. 1954, another record year for the| which $339,021 represented capi- 
has 300 employes in three offices| tional Committee. Media break- agency. It added Gorham Silver | talization of fees. In 1954 compara- 
and forecasts that "56 volume will | down: Television 32%, radio 10%, MacLaren Advertising Co., and it picked up a group of ac- ble figures were $13,958,831 and 
be “up.” /mewspapers 11%, magazines 15%, headquarters Toronto, billed $21,-| counts (Bankers’ Trust, Seamless $263,550. It added Parker Pen Co., 


‘supplements 13%, outdoor 5%, 000,000 in 1955, up from $19,860,- Rubber, Raytheon) as Cowan & Armour canned meats and Ivano 
Norman, Craig & Kummel billed | pusiness papers 5%, farm publica- | 000 in the preceding year. Most of Dengler closed its doors and Stuart Inc. sponges; it lost Norge divi- 
$21,200,000 in 1955, of which $3,-| tions 5%, transit 2% and point of| the increase in MacLaren billings Cowan Jr. and Horace Dengler|sion of Borg-Warner and Toni’s 
000,000 represented capitalized|sale 2%. It has 195 employes in came from existing accounts, al-| joined D&C. It lost Denney & Den-| Tame shampoo. Media breakdown: 
fees and $1,800,000 was bilied in-|two offices and forecasts a 15% | though it began billing on William ney and Publix Shirt Corp. Its me-| Publications 43%; television 48%; 
ternationally. In 1954 the agency gain in volume in 1956. Nielson Ltd.’s chocolate in 1956., dia breakdown is roughly: News-| radio 3%; outdoor 4%; other 2%. 
‘It has 202 employes in three of- 
fices. It points out that it spent 
jonly a year in the $10-20,000,000 
biliings bracket; that its billings 
gain in 1954 over 1953 was 54.6%, 
and 1955 over 1954 was 43.6%; 
and that its 1956 estimate is up 
| 12%. 


Bozell & Jacobs, headquarters 

|Omaha, billed $18,840,000 in 1955, 

up from $15,300,000 in 1954. It 

added 14 accounts, topped by At- 

kins Saw division of Borg-Warner; 

| Omar Bakeries; U.S. Air Force Re- 

— serve; United Service Organiza- 

———— tion, and State of Minnesota. It 

19 CENT” = : lost Lucky Tiger Mfg. Co., Con- 

|solidated General Products. Dur- 

jing the year it also added Man- 

|power Inc. and General Beauty 

Products. It has 260 employes in 

12 offices and forecasts a '56 about 
like °55. 


Gardner Advertising Co., St. 
|Louis, billed $17,000,000 in 1955, 
'down from $19,500,000 reported in 
|the preceding year. During the 
|year it added Anheuser-Busch’s 
| Bavarian; Doan Agricultural Serv- 
jice; Elder Mfg. Co., and Ralston’s 
|grocery products division. It lost 
Grove Laboratories and H. D. Lee 
| Co. Media breakdown: Newspapers 
| 15%; magazines 10%; radio 13%; 
itv 32%; outdoor 4%; business pa- 
|pers 7%; farm publications 3%; 
production 16%. It has 217 em- 
| ployes in two offices and estimates 
|’56 volume to be up 15%. 


| Bryan Houston Inc. billed $17,- 

000,000 in 1955, down from $18,- 

000,000 in 1954. During the year 
|the agency added G. F. Heublein 
| & Bro.’s food division; it lost Nestle 
|Instant and Halo shampoo. It has 
| 150 employes. 


Russel M. Seeds Co., Chicago, 
billed $16,834,332, of which $234,- 
332 represents capitalized fees. In 
/1954 the agency billed an esti- 
mated $16,500,000. It added the 
radio-tv advertising of Admiral 
Corp., which consisted primarily 
of the Bishop Sheen tv show 
(Seeds already handled the rest 
of Admiral billing); it lost Diver- 
sey Corp. in December. The agen- 
cy has 90 employes in three offices 
—Chicago, Hollywood and Indian- 
apolis—and expects business in ’56 
to be “about the same” as it was 
| in ’55. 

| Fletcher D. Richards Inc. had 
1955 billings of $16,600,000, com- 
pared with $17,000,000 in ’54. Me- 
dia breakdown: Newspapers 39%, 
magazines 42%, radio and tv 2%, 
other 17%. The agency has 200 em- 
ployes and anticipates that its 1956 
volume will be up 25%. 


Ketchum, MacLeod & Grove, 
headquarters Pittsburgh, billed 
$16,400,000 in 1955, up $1,000,000 
from 1954’s $15,400,000. During the 
year the agency added Heinz res- 
taurant and hotel advertising; 
Pittsburgh Corning Corp.; Shen- 
ango China, and Castleton China. 


Eastern Edition Midwest Edition Southwest Edition Pacific Coast Edition It lost Federal Enameling & 
i : Ss 
3 be ON. Nationai Business Daily New York and Washington, D.C. Chicago Dallas San Francisco Stamping. It had 253 employes as 
ee eotupsiel 44 Broad St. 1015-14th St., N.W. 711 W. Monroe St. 911 Young St. 415 Bush St. of Dec. 31 and estimates 1956 vol- 


ume will be up 15% or more. 


Ross Roy Inc., Detroit, billed 
$16,077,000 in 1955, of which $10,- 
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WHERE THE WEALTHY WEST BEGINS! 


There are four large metropolitan areas (over 450,000 population) in Texas. 
In order of population they are: Houston in the Southeast; Dallas in the East- 
ern part; San Antonio in the Southwest; and Fort Worth, largest city in the 
Western half of Texas. Fort Worth metropolitan population of 486,500 
(January |, 1955), and the West Texas trade area population of 2,042,900 
dominate the Western part of the state. It is the undisputed automotive, 
aircraft, meat packing, transportation, cattle and oil center of the great 
Southwest. The market has more than its share of the wealth of Texas. 


CIRCULATION 


Daily (Morning end Evening combined) 


248,823 228,437 


As filed with the Audit Bureau of circulations, subject to audit for 6 months’ 


average ending September 30, |955. 


a 


A RICH AND PRODUCTIVE MARKET 


% of State Tete! 
Effective Buying tncome ......0:....cs0000 25.3%,  $3,195,668,000 
ene Oia rhs ei iss caine ttianinn<s 25.1%,  2,261,899,000 
Pr Oe Oe? ae 26.8%, 537,194,000 ~ 
ee ee > ee ee oe 25.3%, 73,650,000 i 
Seal Ce Obs ete a 23.3%, 474,993,000 
Furnfture-Houscheld-Redio Stere Seles ........ 21.9%, 100,424,000 . 
General Merchandise Seles ............000:. 25.4%, 274,933,000 3 


All Figures Based on Sales Management Survey of Buying Power, May 10, 
1955. 


COVERED 
BY ane 


ForT WORTH STAR- TELEGRAM 


AMON G. CARTER, JR., President and National Advertising 
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357,000 represented advertising 
space and time and related sery- 
ices, and $5,720,000 represented 
merchandising, direct mail and 
sales promotion. On the same basis 
the agency billed $14,657,000 in 
1954, $8,128,000 in space and time, 
and $6,529,000 in other activities. 
It added six accounts: Innes Shoe 
Co.; Willard Storage Battery Co. 
on the West Coast; Globe-Ameri- 
can Corp.; Champion Bag Co.; Ili- 
nois Baking Co., and Inland Elec- 
tronics Corp. All but the last were 
added during the second half. It 
lost four accounts: Lowebco Inc.; 
Dana Perfumes; Esquire Socks di- 
vision of Chester H. Roth Co., and 
Gates Engineering. It has 283 em- 
ployes in five offices. 


Al Paul Lefton Co., headquarters 
Philadelphia, billed $15,000,000 in 
1955, up from $14,000,000 in 1954. 
Most of the increased billing came 
from companies already clients of 
the agency, although three new- 
comers helped: Jacqueline Coch- 


rane Corp., Atlantic Luggage Co. | 
and Progress Mfg. Co. At year end | 


it added two brands of Bayuk 
Cigar (Philiies and Websters), 
Eureka Williams Co., and antici- 
pates major billing from the air 
conditioning division of Whirlpool- 
Seeger. It lost Hudnut’s beauty 
preparations (DuBarry products 
and Hudnut Light & Bright). Left- 
on has about 300 employes in three 
offices. 


Albert Frank-Guenther Law 
billed $14,848,359 in 1955, of which 
$1,905,587 represented capitaliza- 
tion of fees. In 1954 comparable 
figures were $12,325,183, and $1,- 
706,603. It added Allied Chemical 
& Dye Corp. and Eastern Slope 
Inn; it lost Buitoni Foods Corp. 
and Western Union Telegraph Co. 
It has 190 employes in six offices. 


J. M. Mathes Inc. billed $14,500,- 
000 in 1955, up from $13,800,000 in 
1954. The account list was swelled 
by the addition of Bates Fabrics, 
when James P. Sawyer Inc. merged 
with Mathes, and the agency also 
added Carbola Chemical and Otar- 
ion Inc. It lost American Viscose; 
Reeves Soundcraft; Houbigant 
Sales Corp.; Kenwood Mills, and 
the Bermuda Shop. It has “about 
200” employes. 


Warwick & Legler billed $14,- 
300,000, of which $1,000,000 repre- 
sented capitalized fees, in 1955. 
This is down about $800,000 from 
the $15,190,000 billed in 1954, when 
$40,000 represented fee capitali- 
zation. The agency added four ac- 
counts—Schick Inc.; J. A. Wright 
& Co.; Williams Baking Co., and 
Harger-Haldeman; it lost three 
accounts, all controlled by the same 
company—Pabst Brewing Blue 
Ribbon, Pabst’s Eastside beer on 
the West Coast, and Pabst’s Hoff- 
man beverages. Media breakdown: 
Newspapers 39%; magazines 12%; 
television 26%; radio 9%; art and 
mechanical 5%; outdoor 6%; busi- 
ness papers 2%. It has 135 em- 
ployes in two offices and estimates 
that 1956 wiil be down 10%. 


Ellington & Co., New York, re- 
ports 1955 billings of $13,500,000, 
as compared with $12,300,000 in 
1954. The agency g2ined Alexander 
Smith Inc. and the Houbigant Sales 
Corp. during the year. It lost R. 
Wallace & Sons silver. Ellington 
employs 190 persons and expects 
56 billing to be “up.” 


Weiss & Geller, Chicago, billed 
$13,000,000 in 1955; it billed $12,- 
500,000 in 1954. It added He- 
lene Curtis Industries, Corina 
Cigars, Purex Corp.’s Old Dutch, 
R. M. Hollingshead Corp., and 
Red Cross Macaroni; it lost Toni 
Co.’s billings when North Adver- 
tising was formed, and Wyler. Me- 
dia breakdown: Television 50%; 
magazines 20%; newspapers 10%; 


| Papers 5%. It has 90 employes in 
two offices and estimates 1956 will 


Advertising Age, February 27, 1956 


agency grew last year, William H.| Mist. It lost Duff's mixes. It has|plements 35%; magazines 30%; 
Long Jr., chairman, says, adding| 130 employes and forecasts a 10% | television 30%; and the remainder 
that the trend will continue in 1956 gain in ’56. divided among other media with 
“particularly in the Midwest, radio getting 2%. It has 135 em- 
where the growth of our business ployes and forecasts a °56 about 
has been outstanding.” like 55. 


ibe up 30%. 


Ogilvy, Benson & Mather, New 
York, billed $11,803,819 in 1955, of 
which $1,291,766 represented cap- 

Doherty, Clifford, Steers & Shen-|italized fees. Comparable figures 
field billed $12,100,000 in 1955, up, for 1954 were $10,116,023 and $1,- 
from $10,800,000 in the preceding | 230,788. It added Lever Bros.’ 
year. It added Browne Vintner’s| Dove; Diamond Crystal Salt; Pep-| Ancient Age and James E. Pepper; 
White Horse Scotch, the Hunter) peridge Farms and Berkshire Knit- | Revell Inc.; New York, New Haven 
and Wilson brands of Frankfort! ting Mills. It lost Rinso. Media & Hartford Railway; Gallo Wines, 
Distillers, and Bristol-Myers’ Mum| breakdown: Newspapers and sup- and SavOn Drug Stores. It lost du 


Doremus & Co. billed $12,500,000 
in 1955—a record for the 53 
years of the agency’s operation. In 
1954 Doremus topped $11,000,000. 
It added Van Norman & Co., Morse 
Twist Drill & Machine Co. and 
Hooker & Co. In five U.S. offices 
it has 180 people, as of Dec. 31, 
1955. Both the advertising and 
public relations activities of the 


Doyle-Dane-Bernbach billed 
$11,700,000 in 1955, up from $8,- 
000,000 in 1954. It added Schenley’s 


SO YOU THINK YOU 
CAN'T MAKE IT 
OUT OF PLASTIC 


markedly characteristic 


-mindedness is . 
a facts—as they are in the 


of DR&MI readers. Given 


' i tonishing newer uses 
ypjec in yeals w ist { current article on the as -- Sie toned 
in will REM re oe product rit » | of “Phenol Plastics” —they take ig ,s 
ee equ! big money. They're equally receptive to new ideas, ff : 


new products and services convincingly 
presented in the advertising pages of 
Dun’s Review & Modern Industry. 
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radio 13%; outdoor 2%; business 
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Maurier cigarets (when Brown &/nental Illinois Bank & Trust Co., 
Williamson bought the property Fred W. Amend Co. and G. Heile- | 
from Columbia Tobacco Co.). Me-|mann Brewing Co. It lost Mengel 
dia breakdown: Newspapers 34%; | | Corp.’ s furniture division, and 
magazines 33%; radio and televi- | |Hartmann luggage. Media break- 
sion 24%; business papers 5%;| down: Newspapers 25.88%, maga- 
transit and outdoor 4%. It has|zines 18.73%, television time 33%, 
155 employes in two offices and|tv talent 11.37%, tv production 
forecasts a gain of 20% in 1956. | 3.13%, business papers 1.48%, out- 
|door 0.27%, radio 0.22%. The 

Earle Ludgin & Co., Chicago, | agency has 125 employes and pre- 
billed $11,537,203 in 1955, up sub-| dicts ’56 billing will hit “some- 
stantially from $9,400,000 reported| where between $12,000,000 and 


in 1954. The agency added Conti- | $13,000,000.” 


Dowd, Redfield & Johnstone-| Foods, and the Second Bank State 
John C. Dowd Inc., New York and _ St. Trust Co. It lost Bristol-Myers’ 
Boston, billed $11,500,000 in 1955, Mum Mist and Drug Research’s 
up from $9,123,657 in 1954 (of| Sustamin. It has 165 employes and | 
which $549,176 represented cap- | estimates 1956 billing will be uP 
italized fees). It added these ac- | 10%. 
counts: Grove Laboratories’ Cit-| 
roid; Roger & Gallet colognes; | 
Wolfschmidt vodka and Carstairs; 


G. M. Basford Co., New York | 
and Cleveland, billed $11,056,000 in | 
Andrea Television; Casco Products’ | 1955, a million-dollar gain from the | 
steam irons and automotive acces- | “slightly over $10,000,000” report- 
sories; S. W. Farber utensils; Hey-| ed in 1954. It added Acheson Dis- | 
wood Schuster Mills; B&M Food| persed “wy Co.; Glyco Prod- | 
Products; Appian Way Frozen|ucts Co.; A. Gross & Co.; Lum- | 


tag 


} 


, 


“ 
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Hang on to AA 


Every year AA gets an in- 
creasing number of requests for 
additional copies of the agency 
billings issue. Because of its 
value as reference material, AA 
suggests each reader file his 
(or her) copy in a safe place. 
We are glad to fill all requests 
that we can for additional 
copies, but eventually the sup- 
ply runs out. So... please 
hang on to this copy. 


mus Co.; National Petro-Chemicals 
Corp.; American Zine Institute; 
Kidde Mfg. Co.; Steel Shipping 
Container Institute; Purolator 
Products; Perkin-Elmer Corp.; Na- 
tional Assn. of Plumbing Contract- 
ors; Reeves Soundcraft Corp.; Cin- 
erama Inc., and Perfection Steel 
Body Co.; it lost Grace Chemical 
Co. It has 159 employes. 


W. B. Doner & Co., Detroit and 
Chicago, joined the “over $10,000,- 
000” group in 1955 when it billed 
an estimated $11,000,000, of which 
approximately $400,000 represents 
capitalized fees. In 1954 the agency 
had estimated billings of $7,000,000. 
Most of its billings rise came from 
increased activity on the part of 
regular accounts and from starting 
to bill on National Brewing Co. in 
February. It also got added billings 
when DWG Cigar Corp. bought 
Santa Fe Cigar Co. in mid-1955. 
Accounts added include Sealtest 
(for Michigan and part of Ohio); 
Gold Beli Gift Stamps (acquired in 
May, lost in December); Winio Co. 
(PDQ disposable barbecue), and 
Kinsel, a Detroit drug chain. In 


addition to Gold Bell it also lost , 


Big Bear Markets in December, 
when the latter merged with 
another food chain. About 50% of 
its billing was in tv; 20% in radio; 
10% each in magazines and news- 
papers; 5% in outdoor; 4% in busi- 
ness papers; 1% in transit. Doner 
has about 100 employes in five of- 
fices and anticipates business will 
be “up” in 1956. 


Buchanan & Co. billed $10,900,- 
000 in 1955, down slightly from the 
$11,000,000 reported in 1954. The 
agency’s account list remained 
stable, with Guest Airways being 
added. Buchanan’s media break- 
down puts the bulk of its billings in 
print. It has 109 employes in three 
offices. 


Buchen Co., Chicago, billed more 
than $10,300,000 in 1955, or about 
what it did in 1954, when it re- 
ported billings of $10,329,200. Dur- 
ing the year it acquired Schield 
Bantam Co.’s excavators, draglines, 
etc.; Stewart-Warner Corp.’s elec- 
tronics division and the book divi- 
sions of Popular Mechanics. It lost 
Harnischfeger Corp.’s excavator 
and diesel divisions. It has 140 em- 
ployes and estimates that ’56 will 
show substantial increases on the 
basis of present budgets. 


Calkins & Holden billed $10,- 
300,000 in 1955 as compared with 
an even $10,000,000 for 1954. In- 
cluded in the present figure is 
about $100,000 in capitalized fees. 
The agency gained the New York 
Stock Exchange, Eastman Chem- 


| Corp., 


5% 
| cards; 13% in miscellaneous media 
(including business papers). Calk- 
jins & Holden has 126 persons 


ical, Savage Arms and the Stouffer 
while losing Marcal and 
Capital Records. Billings were 
spent like this: 30% in tv; 21% in 


| outdoor; 13% in magazines; 10% in 


Sunday supplements; 7% in radio; 
in newspapers; 1% in car 


working in four offices and ex- 


|pects 1956 billings to grow 20% 


over the ’55 figure. 
Meldrum & Fewsmith, head- 
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quarters Cleveland, billed—with| 061,900 in 1955, of which $66,700 
service fees capitalized—$10,255,- represented capitalization of fees, 
000 in 1955. In 1954, the agency and $207,200 was billed in Canada. 
billed $9,811,652—of which $1,628,-| Comparable figures for 1954 were 
324 represented capitalization of | $9,723,600, $110,000 in capitalized 
fees. It added Gar Wood Industries fees, and $123,600 in Canadian 
and Dearborn Credit Corp. It lost| billing. No _ significant account 
no accounts. 
|Magic moved out. Media break- 

Geoffrey Wade Advertising, Chi-| down: Newspapers 26%, maga- 
cago, billed $10,201,863 in 1955, of | zines, 25%, radio 8%, television 
which $88,347 represented capital- | 39% outdoor 4%, “other” 5%. It 
ized fees, down somewhat from the | has 70 employes in two offices and 


$11,489,815 reported in 1954. The | estimates ‘56 will show a 5% gain. | 


agency—notable because it handles 
Miles Laboratories’ substantial 
broadcast billing—added Alberto- | 
Culver Co., and at the end of the/,; : 

’ 3 ~~ | billed slightly more than $10,000,- 
year its Hollywood office was in- 000 in ies first southern 
cor ated as Wade Advertisin es a 
po omen Its Bos rete meen quency to Join the group of giant 
shows television 60%, radio 29%, agencies. In 1954 it is estimated to 

have billed somewhere between 


agazines 5%, newspapers 3%, 
ee ge * pape ** | $5,000,000 and $10,000,000. Its only 


and 1% each for business papers, . = . 
transit advertising and “other.” It|™ajor account addition was Jack's 


has 40 employes and forecasts a ’56|Cookie Co., Baton Rouge, which 
about like °55. operates under its own name and 


through affiliates in more than a 
Lambert & Feasley billed $10,-' half-dozen states. It lost the Board 


Fitzgerald Advertising Agency, 


changes, but Bymart-Tintair Hair | 


New Orleans, is estimated to have | 


New Orleans, and had its first full 
year of billings on Louisiana Coca- 
Cola Bottlers, Fulton Bag & Cotton | 
Mills and WDSU—WDSU-TV. It) 
has slightly more than 100 em-| 
ployes. | 


Harry B. Cohen Advertising Co., 
New York, enters the ranks of 
$10,000,000 agencies for the first 
time. Estimated at $9,000,000 in 
1954, AA estimates the agency’s| 
1955 billings at slightly over $10,-) 
000,000. The agency added Doeskin 
Products, launched Super Amm-i- | 
Dent for its Block Drug account, 
went national on Nytol sleeping 
|tablets for the same account, and 
added Fresh deodorant cream to 
the Pharma-Craft products it al- 
ready had. It dropped one account, 
Low Calorie Food Corp. About 
58% of its billings went into 
broadcast media, the remainder 
into print. Cohen now has 110 em- 
ployes in its office, is currently 
billing about 8% ahead of last 
| year’s figures. 


of Commissioners of the Port oi 


Nebraska and Western Iowa 
AT THE LOCAL LEVEL 


The World-Herald is read by three out of five families in 


Nebraska and Western Iowa . 


. . Offering 103-county 


market coverage as most newspapers offer metropolitan 
market coverage. 


HERALD SELLS 
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A Market of 1/2 Million People 
WITH 2 BILLION DOLLARS TO SPEND 


By any yardstick it’s a big market: 


Advertising Age, February 27, 1956 


50 Agencies Billed 
$5-10,000,000 Last Year 


Ten Newcomers in This °! for the first time. 
| Other agencies which are new- 


Group; Eight Moved Up to comers to this bracket are Lewin, 
Williams & Saylor, John W. Shaw 
Over-$10,000,000 Bracket Advertising, and Sweeney & James. 
7 . | In general this group is cautious 

ht, . dvertising | . I 
Pe oe penny: Mee) — yo a about forecasting their 1956 vol- 
production expressly prohibited. |“W™*- Approximately equal num- 


ER reer are 
RE io pavcndedhdhntheessesnh oes occsenhesad eee 
Total Buying Income ..................++- $2,276,174,000 
POUR ED oo oc cb bds ccc cesbceees cecees cgneee 
BMBSTIOVE cccvccccccccccccvcccsccccccesh SOR MaROOO 
General Merchandise .................++++$ 170,706,000 
Furniture, Household, Radio, Appliances ...$ 91,965,000 
WEED oc vccccnsd camebdhenéedebencwceccccee:. eee 


Figures from 1955 Sales Management Survey of Buying Power 


THE OMAHA WORLD-HERALD 103 PLAN 


makes your advertising more effective 


The 103 Plan gets enthusiasm from your sales force, dealer 
support and action by consumers. Learn how your sales 
campaign can get a real lift through The World-Herald 
103 Plan. Contact the nearest O’Mara & Ormsbee office 
or write the National Advertising Department of The 


New York, Feb. 22—The 50 
agencies in the $5,000,000 to $10,-| 
000,000 billing bracket exceed the 
1954 total of 48 by just two agen-| 
cies; in 1953 there were 53 agencies 
in this group. 

Last year, in reporting the status 
|of this group, AA pointed out that 
| there were a large number of| 
/agencies in this bracket clustered | 
just below the $10,000,000 billing | 
point. 

This year a number of agencies. 
moved up into the $10,000,000-and-_ 
up group. They were Harry B.| 
Cohen Co.; W. B. Doner & Co.;! 
Dowd, Redfield & Johnstone and, 
John C. Dowd Inc.; Doyle Dane 
Bernbach Inc.; Fitzgerald Adver- 
tising Agency; Lambert & Feasley; 
Earle Ludgin & Co., and Meldrum 
& Fewsmith. 


| 
® On the other hand, Roche, Wil-! 
|liams & Cleary and Lawrence Fer- 
tig & Co., both reported in the 
$10,000,000 bracket a year ago, are 
‘in the $5-10,000,000 group now. 

The group also contains at least 
| four agencies not placed in this 
/bracket in 1955’s report on 1954 
billings, although all four agen- 
|cies have subsequently confirmed 
they should have been there: Roy 
S. Durstine Inc., H. B. Humphrey, 
Alley & Richards; Honig-Cooper 
Inc., and C. L. Miller Co. 

One agency which appeared in 
1955’s report is no longer in busi- 
ness; Hirshon-Garfield closed its 
New York office when Sidney Gar- 
field joined Peck Advertising 
Agency, of which he is now chair- 
man of the board. The Miami and 
Boston offices are now operated 
independently, and Peck Advertis- 


ing Agency appears in this brack- 


bers (about four agencies each) 
think their volume will be up 10- 
14%, 15%, or 20%. The same size 
group said volume would be “up,” 
and made no precise estimate. 

Three agencies see volume up 
5-10%, and one agency each be- 
lieves 1956 volume will be up 25%, 
35%, and 45-50%. Two agencies 
look for 1956 to be about even 
with °’55; one forecast a billing 
drop, but that one was substantial 
—off 30%. 

Here are the individual agency 
figures, listed alphabetically: 


Aitkin-Kynett Co., headquarters 
Philadelphia, is estimated to have 
billed more than $5,000,000 in 1955, 
the same billing estimated for the 
agency in 1954. It had no notable 
changes in its account list during 


\the year. 


Anderson & Cairns reports 1955 
billings of $5,500,000, same as for 
54. Of this amount $750,000 was in 
capitalized fees. The agency has 
82 employes. Media breakdown: 


| Newspapers 20%; magazines 30%; 


radio and tv 25%; business papers 
25%. 


Arndt, Preston, Chapin, Lamb & 
Keen, headquarters Philadelphia, 
is estimated to have billed more 
than $5,000,000, as AA estimated in 
1954. During the year the company 
added Mallory Hat division of John 
B. Stetson Co., among others; it lost 
Grit and its Proctor Electric bill- 
ings, except for the switch divi- 
sion. 


Aubrey, Finlay, Marley & Hodg- 
son, Chicago, billed “well in ex- 
cess” of $5,000,000 in 1955, the 
same bracket the agency was in 
during the preceding year. It lost 


1955 Billings of 


Aitkin-Kynett 

Anderson & Cairns 

Arndt, Preston, Chapin, Lamb 
& Keen 

Aubrey, Finlay, 
Hodgson 


Marley & 


Beaumont & Hohman 
Caples Co. 
Roy S. Durstine Inc. 


Lawrence Fertig & Co. 


the $5,000,000-$10,000,000 Group 


(Listed Alphabetically) 
Copyright, 1956, by Advertising Publications Inc. 


50 Agencies in 


Lewin, Williams & Saylor 
James Lovick & Co. 


MacFarland, Aveyard & Co. 

Wm. Douglas McAdams 

McCarty Co. 

McConnell, Eastman & Co. 

McKim Advertising 

Arthur Meyerhoff & Co. 

Cc. L. Miller Co. 

Emil Mogul Co. 

Morey, Humm & Johnstone 

John F. Murray Advertising 
Agency 


Clinton E. Frank Inc. 
Gotham-Vladimir 
Gray & Rogers 
Griswold-Eshleman Co. 


Robert W. Orr & Associates 


World-Herald, 


251,549 Daily 


Omaha 
World-Herald 


262,462 Sunday 


O'Mara & Ormsbee, National Representatives 


© * ~ 


Publisher's Stat ¢ for 
New York + Chicago + Detroit + 


Sept 30, 1955 
Les Angeles + San Francisco 


Hicks & Greist 

Honig-Cooper 

Charles W. Hoyt Co. 

H. B. Humphrey, Alley & Rich- 
ards 

Hutchins Advertising Co. 


'| Kastor, Farrell, Chesley & Clif- 
ford 

Joseph Katz Co. 

Abbott Kimball 

Klau-Van Pietersom-Dunlap 


| C. J. LaRoche & Co. 


Guild, Bascom & Bonfigli Paris & Peart 
Peck Advertising Agency 
Henri, Hurst & McDonald Potts-Woodbury 


Reach, Yates & Mattoon 
Knox Reeves Advertising 
Roche, Williams & Cleary 


Scheideler & Beck 

John W. Shaw Advertising 
Spitzer & Mills 

Harold F. Stanfield Ltd. 
Sweeney & James 


Van Sant, Dugdale & Co. 
Wherry, Baker & Tilden 
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HOW LIFE FITS YOUR MARKET . 


There are 7,350,000 family units with incomes 


of *7,500 or more in the U.S. 


More than 38%’ of all persons’ 
in households with incomes of *7,000 or more are reached 
by an average issue of 


In no other medium can an advertiser start with so large a share 
of the market and be sure he’s getting it. This is one of the good 
reasons why advertisers—for the past 9 years—have kept put- 
ting more of their advertising dollars in LIFE than in any 
other magazine. LIFE’s total audience of 26,450,000+ weekly is 
larger than that of any other magazine. 


*A Study of Four Media, by Alfred Politz Research, Inc. 
tYen years of age or over. 
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some small accounts during the| 
year, but added the industrial! 
power division of International 
Harvester Co. and Illinois Farm 
Supply Co.; both accounts began 
billing in July. The agency looks 
for a “substantial” increase in 
1956. 


Beaumont & Hohman, Chicago, 
billed $8,163,790.79 in 1955, of 
which $390,684.90 was in capital-| 
ized fees. In 1954 comparable fig-| 


$2,647,152 represented capitalized) transit 2%; other 2%. It has 140) 


employes and estimates a 13% gain 


fees. In 1954 comparable figures| 
}in 1956. 


were $6,908,406 and $2,287,712. It 
added Electric Storage Battery’s| 
Exide industrial division; Richard-| Griswold-Eshleman Co., head- 
son & Robbins, and Grit Publish-| quarters Cleveland, billed $9,450,- 
ing Co. It lost Autocar Co. (when/ 000 in 1955, up from $9,000,000 in 


|it was bought by White Motor);/ 1954. It added Alfred Nickles Bak- 


First National Bank (after a merg-| ery Inc.; John C. Virden Co.; Jef- 
er with Pennsylvania Co.) and|frey Mfg. Co.; Morgan Engineering 
American Business Systems. Media | Co., and Petcum division of Peo- 
breakdown: Newspapers 22%;)|ples’ Research & Mfg. Co. It re- 
magazines 22%; radio 5%; tv 11%;|signed the Wellman Engineering 


ures were $7,656,568.92 and $344,-| outdoor 2%; business papers 33%; | account. 


652.93. The agency added no ac-| 
counts, lost two—Revco Co. food) 
freezers in March and McCormick | 
& Co. spices in October (but it 
billed on the latter all through) 
55). Media breakdown: News- 
papers 41.31%, magazines 29.63%; 
radio and tv 16.36%, point of sale | 
5.68%, newspaper sections 2.13%, | 
outdoor 1.15%, business papers 
1.02%, farm publications 0.98%, 
transit 0.41%, other 1.33%. The. 
agency has 118 people in 11 offices, 
and sees business in ’56 staying at | 
about the ’55 level. 


Caples Co., Chicago, is estimated | 
to have billed more than $5,600,000 
in '55. The agency does not re-| 
lease actual figures, but reports 
that billings were “up 10% over) 
1954.” Caples added Aeronaves de | 
Mexico, Pryne & Co. and British 
West Indian Airways; it lost no 
important accounts. Media break- 
down: Newspapers 40%, maga- 
zines 42%, radio 7%, television 
6%, other 5%. The agency has 85 
employes in five offices and pre-| 
dicts business in ’56 will be up| 
5-10%. 


Roy S. Durstine Inc. is estimated 
to have billed more than $5,000,- 
000 in 1955, and should have been| 
included in the $5-10,000,000 group 
in preceding years. In a notable 
new business year, the agency 
picked up the California Wine Ad-| 
visory Board; Slick Airways (later | 
lost); Flotill Products; Bonnie Dog | 
Food Co.; Northern California! 
Chevrolet Dealers Assn.; Dugan| 
Bros.’ Roman Meal Products; Redi- 
Magic Milk Shake, and billings be- 
gan on Flako Products Corp.| 
(which became during the year) 
a division of Quaker Oats). It lost| 
John Sexton & Co., Chicago, and 
Clark-Cleveland Co. and J. C. Pen- 
ney Co. moved out with VP Ralph 
Allum into his new agency. 

| 

Lawrence Fertig & Co. reports) 
1955 billings of between $9,000,000 | 
and $10,000,000. A year ago it re- 
ported $10,600,000. Media break- 
down: Newspapers 53%; maga- 
zines 31%; outdoor and transpor- 
tation 13%; business papers 3%. 
The agency has 110 employes. It 
reports no major account changes 
in 55. 


Clinton E. Frank Ine., Chicago, 
billed “over $6,000,000” in 1955, as 
compared with $5,750,000 in 1954. 
The agency noted reduced activity 
on some brands, but added new 
business from Toni Co. (Tame 
Creme Rinse); Burgess Cellulose 
Co.; Standard Railway Equipment 
Mfg. Co., and Birtman Electric Co. 


Gotham-Vladimir Advertising, 
New York, is estimated to have 
billed $5,100,000 in 1955. The agen- 
cy is the result of last year’s merg- 
er of Gotham Advertising Co. and 
Irwin Viadimir & Co. It handles 
international advertising for a 
number of leading American com-| 
panies. It also handies a number) 
of domestic accounts. During the | 
year it lost Denver Chemical Mfg. | 
Co. and resigned Andrew Jergens 
Co.; it recently added Internation- 
al Swimming Pool Corp., the loco- 
motive division of General Electric 
(International) and International 
Cosmetics Co. The agency employs 
75 persons in three offices. | 


Gray & Rogers, Philadelphia, 
billed $7,556,251 in 1955, of which 


Guild, Bascom & Bonfigli, San 
Francisco, billed $6,502,042 in 1955, 
of which $54,000 represented cap- 


italized fees. In 1954 comparable | 
figures were $3,968,514 and $36,-| 


036. It neither gained nor lost ac- 
counts in this, its first year in this 
bracket, but 1955 was its first full 
year of billing on Ralston Purina 


products. Its billings were predom- | 


inantly in television—79%; 11% in 
outdoor; 3% each in radio and 


magazines; less than 3% in busi-| 
ness papers; 1% in transit, and less 


Advertising Age, February 27, 1956 


than 1% in newspapers. It has 60 
employes in three offices and fore- 
casts a 10% gain in 1956. 


Henri, Hurst & McDonald, Chi- 
cago, is estimated to have billed 
approximately $8,000,000 in ’55, 
compared with estimated billings 
of about $9,000,000 in 1954. The 
agency added Nesco, Holland Fur- 
nace and Chicago Printed String 
last year; it lost Armour’s Dash 
dog food; Roberts, Johnson & Rand 
branch of International Shoe; 


FACTORY defines its audience 


EVERY FIELD OF MANUFACTURING 


wire | TL PT | | | ee 


Plant Operating This is FACTORY'S audience—62,663 average total paid 


Design and Research 


Power 


Sales 
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Scribe Corp.; Fred W. Amend Co., from ’54. It has 75 employes, com-| Riviera Foods when it merged with | Calculating Machine Co., Seamless 
and John Oster Mfg. Co. Substan-| pared with 84 reported a year ago. Rhoades & Davis in November. It) Rubber Co. and two Booth’s gins 
tially increased billings for Kroeh- | Media breakdown: Newspapers | lost Girards Dressings in Decem-| 
ler, Coopers Inc. and Gibson Re-| 7%; magazines 60%; tv radio 23%;| ber. Media breakdown: Newspa-| 


frigerator were reported. Media | outdoor 10%. 


& Co. products Hoyt already han- 
| pers 50%, radio and tv 25%, mag- dled). It lost Jamaica Tourist 
breakdown: Radio-television 25%, |azines 15%, outdoor 7%, point of Trade Development Board, Stegor 
newspapers 15%, remainder in| MHonig-Cooper, San _ Francisco,| sale and other 3%. The agency has division of Gorham Co. and Tay- 
magazines and newspaper sections. | billed $8,000,000 in °55, compared | 80 employes in three offices and|lor-Reed Corp. Media breakdown: 
The agency has 57 people and_/| with 1954 billing of $7,300,000. The| predicts ‘56 business will be up | Magazine and farm publications 
predicts business will be “up”| agency added Butternut bread,| 10%. '36%; newspapers 22%; business 
in 56. | California Motor Insurance and) papers 8%; radio and tv 17%; 
|General Paint late in the year. It Charles W. Hoyt Co., New York, joutdoor and transportation 1%; 

Hicks & Greist reports 1955 bill-| also picked up Star-Kist Foods,| billed $8,900,000 in 1955, up from | 
ings of $7,000,000, down $500,000 | Yellow Cab of San Francisco and | $8,050,000 in 1954. It added Monroe | 


Are you interested 


in advertisi 


IL 


g any one of these? 


MATERIALS FOR PRODUCTION 

MECHANICAL RUBBER GOODS 

PACKAGING & SHIPPING MATERIALS 

PAINTS, PAINTING EQUIPMENT & PRODUCT FINISHES 
POWER GENERATION AND DISTRIBUTION EQUIPMENT 
POWER TRANSMISSION EQUIPMENT 

PRODUCTION CONTROL SYSTEMS & EQUIPMENT 
PRODUCTION MACHINERY 

PRODUCTION TOOLS, EQUIPMENT & SUPPLIES 
WELDING & GAS CUTTING EQUIPMENT 


AIR CONDITIONING, HEATING, VENTILATING EQUIPMENT 
BUILDINGS, BUILDING MATERIALS & SERVICES 
MAINTENANCE TOOLS & SUPPLIES 

ELECTRICAL EQUIPMENT 

TRAINING, SAFETY & EMPLOYEE WELFARE SUPPLIES 
INDUSTRIAL PLANT SITE 

INSTRUMENTS & METERS 

LUBRICANTS & LUBRICATING EQUIPMENT 
MANAGEMENT CONSULTANT & OTHER SERVICES 
MATERIALS HANDLING EQUIPMENT 


This list of some major product categories is intended as a guide to advertisers and 
agency people who want to sell to the manufacturing industries. 


It makes good sense to advertise in FACTORY any product from any one of these categories. 


The chart opposite graphically shows that FACTORY concentrates on a 

very specific audience: the Plant Operating Group across all the manufacturing industries. 
Only FACTORY serves this vitally important plant management group . . . 

entirely and exclusively. 


The Plant Operating Group has been proved (in the NIAA Survey of Industrial 
Buying Practices, for one) to be the most influential in initiating plant purchases 
and in the final selection of vendor. 


FACTORY’S circulation . . . over 62,000 . . . includes more subscriptions from this group 
than any other businesspaper. 


We think FACTORY can help you sell to the 
manufacturing industries. We'd like to show you how. 


FACTORY 


A McGRAW-HILL PUBLICATION * 330 WEST 42ND STREET, NEW YORK 36, WN. Y. 


@ @ 


MANAGEMENT AND MAIHTERANCE 


(in addition to other W. A. Taylor | 


production 15%. It has 104 em-| 
ployes in three offices and fore-| 


89 


sees a “substantial” increase in 
business for °56. 


| H. B. Humphrey, Alley & Rich- 
|ards, Boston and New York, billed 
more than $5,000,000 in 1955, as it 
|did in 1954, when it was not in- 
|cluded in the $5-10,000,000 brack- 
let. It expects 1956 billings to be 


| 

Hutchins Advertising Co., Roch- 
ester, billed more than $5,000,- 
/000 in 1955, of which about $260,- 
000 was international. It reported 
the same billing figures for 1954, 
except that $300,000 was billed in- 
ternationally. It added Canandai- 
gua Industries (wine), and the fol- 
lowing accounts, all located in 
Rochester: James Cunningham & 
Son Co.; Will Corp.; Trimble Inc.; 
Rochester Can Co.; Liberty Steel 
Chest Corp. and Liberty Tool & 
Die Corp.; Hartman Metal Fabri- 
cators, and Rochester Germicide 
Co. It lost Fasco Industries. It has 
101 employes in four offices and 
predicts ’56 will be up 5%. 


Kastor, Farreli, Chesley & Clif- 
ford, New York, billed $6,150,000 
in 1955, of which $400,000 repre- 
sented capitalized fees. In 1954 
comparable figures were $5,750,000 
and $300,000. It had a notable new 
business year, adding Denver 
Chemical Co.; Brace Pharmaceuti- 
cal; Duff’s Baking Co.; White Frost 
Chemical Co.; Marlowe Chemical 
Co.; Poloron Products; Drug Re- 
search; Millers’ Forge; Sheraton 
Hotels local placement; Vulcanized 
Rubber & Plastic Co.’s Ajax combs 
et al.; Zurn Mfg. It lost Kaz Mfg. 
Co. consumer products. Media 
breakdown: Newspapers 30%; 
magazines 20%; supplements 4%; 
radio 18%; tv 11%; business pa- 
pers 1%; farm publications 3%; 
transit and point of sale 1% each; 
art and mechanical 11%. It has 62 
employes. In 1955 it had its largest 
new business year, adding $2,000,- 
000, most of it effective after July 
1. Lloyd Whitebrook closed his 
own agency and joined KFCC last 
year, bringing six accounts, topped 
by Gilbert Clock Co. The agency 
expects 1956 billing to be up 25%. 


Joseph Katz Co., Baltimore and 
New York, billed $8,625,000 in 
1955, down from $8,750,000 in 1954. 
It added Charles Antell Formula 
No. 9; Gibbs & Co. food products; 
G. F. Heublein & Bro.’s BW blend 
whisky and vermouth; Bond Up- 
holstery; Custom Upholstery; Hot- 
water Heater Assn.; WXEX-TV 
(Petersburg, Va.); Hygro Corp. 
plant foods. It has 110 employes 
and forecasts a gain of about $2,- 
000,000 in 1956. 


Abbott Kimball Co., estimated at 
$8,500,000 in 1954, did not fare as 
well in 1955 and is estimated to 
have billed between $7,000,000 and 
$7,500,000. The agency gained 18 
accounts, lost 20. Among the new 
accounts: Long Island Railroad; 
Lambretta; Handmacher-Vogel; 
Lunt Silversmiths; Frances Denney 
Cosmetics, and Lamp] Fashions. 
Norcross Inc., greeting card maker 
with a major television schedule, 
|was the primary loss. Among the 
others were John Robert Powers 
Inc., Lakeside Packing Co. and the 
Japan Trade Center. Magazines 
got 56% of the agency’s billings, 
radio and television 22%, news- 
papers 18% and outdoor 4%. The 
agency has about 100 employes in 
four offices and expects 1956 bill- 
ings to be relatively unchanged. 


Klau-Van Pietersom-Dunlap, 
|Milwaukee, billed $7,122,541 in 
1955, of which $1,049,475 repre- 
sented capitalization of fees. In 
the preceding year comparable fig- 
ures were $5,599,747 and $630,- 
645. It added Cudahy Bros. Co.; 
Mueller Climatrol (the feed divi- 
sion of General Mills); Hess & 


Clark; Sohio Chemica! Co.; Thorp 
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Finance Co.; 
dealers of southeast 


Represented nationally by 


O'Mara and Ormshee Inc. 


Mengel Corp.’s cabinet division. 
|Media breakdown: Magazines 
81%; newspapers 9%; 7% broad- 
cast; 2% outdoor; 2% telephone di- 
rectory. KVPD has 104 employes. 
The aggressive new business year 
brought the agency its highest 
space billing, replaced the major 
accounts lost at the end of 1953 
| (which were reflected in lower ’54 
billing) and enabled the agency to 
| forecast a 20% gain in 1956. 

| ©. J. LaRoche & Co., New York, 
| billed $7,150,000 in 1955, up from 
| $6,125,000 reported in 1954. It was 
|a relatively quiet year, so far as 
|LaRoche’s account list was con- 
cerned, marked only by the addi- 
tion of more Revlon business. 


| Lewin, Williams & Saylor billed 
$5,140,836, of which $850,000 rep- 
resented capitalization of fees. In 
1954 comparable figures were $3,- 
905,075 and $650,000. The agency 


Lincoln-Mercury |and the chocolate and candy divi-| It lost Dumore Co.; Jacobsen Mfg.|had a good new business year, 


Wisconsin, sions of Robert A. Johnston Co. | Co.; Weyenberg Shoe Mfg. Co., and adding Detecto Scales, the school | 


and library divisions of the Grolier 
|\Society and Encyclopedia Amer- 


Advertising Age, February 27, 1956 


duction 17%. It has 159 employes 
in seven offices across Canada and 
estimates 1956 billing will be up 
15%. 


‘ica, and the Associated Railroads | 


of New Jersey. It lost Hudson Pulp 

|& Paper’s multiwall kraft paper 
and gummed sealing tape divi- 
sions, and Feature Ring Co. Media 
breakdown: Newspapers 32%, 
magazines 60%, radio 3%, televi- 
jsion 4%, outdoor less than 1%. It 
| has 68 employes in two offices and 
forecasts a 20% gain in ’56. 


James Lovick & Co. Ltd., head- 
quarters Vancouver, B.C., billed 
$7,840,637, of which $832,500 rep- 
|resented capitalized fees. In 1954 
comparable figures were $6,585,- 
1547 and $703,112. The agency add- 
ed Canada Life Assurance Co. and 
\the Toronto-Dominion Bank during 
the year. Its media breakdown: 
Newspapers 42%; magazines 8%; 
radio and television 10% each; 
outdoor 8%; business papers 2%; 
point of sale 3%; printing and pro- 


¥ 


| BURGIE MAN 


© weky couru 


@ “SAY, PAL,” asks the wrestler as he’s tossed out of the 
ring, “how can I get a better injector blade?” His opponent 
answers, “Before you say injector blades say ‘Pal’!” With 
the same terse sales pitch in every ad, plus drawings by ace 
sports cartoonist Willard Mullin, this new magazine cam- 
paign gets unusually high readership for hollow ground 
Pal Blades — made by American Safety Razor Corporation. 


© A PINT-SIZED character if you ever saw one, this ani- 
mated man is doing a jumbo job for Biirgermeister Beer. 
Said one Los Angeles MC, “If these TV commercials get any 
cuter, we're just going to have to do something about the 
programs that keep interrupting them.” Entertaining, yet to 
the point, all Burgie spots feature the catchy Biirgermeister 
jingle—sung to the tune of Clementine. BBDO San Francisco. 


BATTEN, 


@ INTRODUCED ONLY eight months ago, Revlon ‘Satin- 
Set’ Pin-Curl Spray-Set is now the largest-selling product in 
its field. An intriguing theme line—*End nightly pin-ups for- 
ever!” —promoted on television’s top-rated $64,000 Question 
—helped spread the good news fast. Each week, lovely models 
appear in “live” commercials . . . show how in just five 
extra seconds ‘Satin-Set’ sets pin-curls that last twice as long. 


@ IF THE FACES are familiar, it's no wonder. Grace and 
Russ have appeared in Lucky Strike ads (space, TV and car 
cards) steadily since last summer. Now people spot ‘em all 
the time. GI’s saw Grace in a Lucky ad, voted her the girl 
they’d most like to come out of the movies with. And Russ, 
a BBDOer who never modeled before, is getting used to 
strangers saying, “Aren’t you the guy in all the Lucky ads?” 


BARTON, DURSTINE & OSBORN, INC. Advertising 


NEW YORK © ATLANTA * BOSTON + BUFFALO * CHICAGO * CLEVELAND * DALLAS * DETROIT * HOLLYWOOD © LOS ANGELES + MINNEAPOLIS + PITTSBURGE © SAN FRANCISCO * SEATTLE 
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MacFarland, Aveyard & Co., 
Chicago, billed $8,921,377 in 1955, 
|of which $45,315 represented cap- 
italized fees. In 1954 comparable 
| figures were $6,207,293 and $115,- 
426. It had a notable new business 
year, adding Zenith Radio Corp.’s 
| hearing aid division; Pullman Co.; 
| Amana Refrigeration’s printed ad- 
| vertising, and Scaife Co. It has 90 
employes and estimates its billing 
| will be up from 5 to 10% in 1956. 


| William Douglas McAdams Inc., 
New York, is estimated to have 
| billed $9,500,000 in 1955. The lead- 
ing medical advertising agency in 
the country, McAdams has 14 
drug houses as clients, including 
Upjohn Co., Chas. Pfizer & Co., 
|Ciba Pharmaceutical Products, 
Warner-Chilcott Labs and Lam- 
bert Pharmacal Co. No clients 
were either lost or gained during 
1955. Billings on several accounts, 
particularly Upjohn, have in- 
creased considerably. The agency 
and its various associated compa- 
nies employ 300 persons in three 
offices. 


McCarty Co., headquarters Los 
Angeles, belongs in the over $5,- 
/000,000 group, according to AA es- 
|timates. The agency now has six 
offices, three of which have been 
opened since May, 1954 (at which 
time offices were established in 
‘New York and Dallas through 
mergers with two existing com- 
|panies). Last August McCarty ac- 
quired the accounts and personnel 
of Abbott Kimball Co. in Chicago. 
|The agency services an account 
|list of about 200 companies, most 
|of them industrial. It added the 
Roots-Connersville blower divi- 
| sion of Dresser Industries in July. 


McConnell, Eastman & Co., 
| headquarters Toronto, is estimated 
to have billed more than $5,000,000 
| in 1955 and thus belongs in this 
| bracket, where it was placed last 
| year. During the year it added the 
|cereals division, the Kool-Aid di- 
| vision and the Minute Man frost- 
|ing division of General Foods; in 
| mid-year it added Plywood Manu- 
|facturers Assn.; Sackville Enamel 
| & Heating Co.; McCulloch Saw Co.; 
Allied Van Lines, and Gordon Mac- 
kay & Co. It lost the Bank of To- 
ronto. 


McKim Advertising, headquar- 
ters Montreal, billed an estimated 
$9,500,000 in 1955, up from an es- 
‘timated $8,000,000 in 1954. It 
\added two accounts—including 
| Courtauld’s Ltd.—and lost none. It 
'has 198 employes in four offices 
‘and estimates a 10% increase in 
| volume in 1956. 


Arthur Meyerhoff & Co., Chi- 
cago, billed $8,302,196.55 in '55, of 
which $228,745.26 represents cap- 
italized fees. In 1954 comparable 
figures were $6,892,789.39 and 
$58,873.67. It added Frontier Re- 
fining Co. in May, lost no accounts 
during the year. Media break- 
down: Radio and television 43.8%, 
newspapers 31.2%, outdoor 9.3%, 
magazines 4.3%, business papers 
2.9%. Meyerhoff has 90 people in 
|four offices, sees business in '56 
about the same as in 55. 


C. L. Miller Co., New York, billed 
$7,000,000 in 1955, up from $5,- 
500,000 in 1954, when it was not 
jincluded in the $5-10,000,000 
bracket, although it should have 
been. The account list was stable. 
The agency has 85 employes in 
three offices and estimates volume 
will go up 20% in 1956. 


Emil Mogul Co., New York, 
billed $6,439,100 in 1955, of which 
$666,600 represented capitalized 
fees. In 1954 comparable figures 
|were $5,547,500 and $354,300. It 
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| had a big new business year, add- 
|ing Adam Hat Mfg.; Bolsey Corp. 
of America; Cheramy-Houbigant; 
Vu-Riter pens of Ferber Corp.; 
Park & Tilford (along with the 
absorption of Storm & Klein in 
56); three Revlon products; Luria 
|Engineering’s prefabricated struc- 
tures, and two Block Drug prod- 
'ucts. Media breakdown: Television 
49%; radio 30%; newspapers 6%; 
|/magazines 3%; point of sale 8%; 
business papers 2%; outdoor and 
'transit 1% total; and “other” 1%. 


/It has 112 employes and figures | 


|1956 will be up a whacking 45- 
|50%. 


Morey, Humm & Johnstone, New 
| York, billed more than $9,000,000 
in 1955, up from $7,000,000 in 1954. 
At the end of the year Mrs. Muriel 
Johnstone, who headed the agen- 
cy’s fashion division, resigned with 
her accounts in the group to or- 
ganize her own agency. During the 
year the agency benefited from 
larger billings of established cli- 
ents, added Carpet Institute Inc., 
the Bermuda Shop and Hammach- 


* Gary Sees Raise Peroxid 
in Gasoline Tox Bank J 


HEADLINES OF A GROWING CITY 


These two headlines give a glimmering 
of how things are growing in Oklahoma! 

Construction is beginning right away 
on the new and expanded $8 million 
CAA center in Oklahoma City, bringing 
new construction payrolls into the city 
and additional permanent payrolls when 
the facility is finished. 

The new 3,630-acre industrial area 
adjacent to Tinker Air Force Base is 
under development, furnishing a site for 
hundreds of new industries with their 
accompanying payrolls. 


Published by The Oklohoma 


Publishing Co. 
WKY.TV WKY 
The Farmer-Stockman 
Represented by 


The Kotz Agency, Inc. 


Oklahoma City is growing all ways! 


Two new downtown office skyscrapers, 
a $15 million Baptist Hospital medical 
center, another $1! million medical 
clinic, several multi-million dollar shop- 
ping centers and thousands of new 
homes — all are on the construction 
docket this year! 

No wonder sales are growing and 
growing fast in this growingest market 
in America! Your sales can grow here, 
too, when you advertise in The Daily 
Oklahoman and Oklahoma City Times! 


WR. 
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er, Schlemmer. It began 1956 with 
| 91 employes. 

John F. Murray Co., New York, 
is estimated to have billed $5,000,- 
000 in 1955, the same figure esti- 
mated for 1954. This agency’s prin- 
cipal billing is in radio and 
television, and it places primarily 
segments of the Whitehall Phar- 
macal Co. account. It has 24 em- 
ployes. 


Robert W. Orr & Associates 
billed $7,512,705 in 1955, down 
slightly from the $7,916,000 billed 
in 1954. It added Rockwood & Co., 
| National Guard Bureau, and Mer- 
|cedes-Benz Distributors; it lost 
Clairol Inc. and S. B. Thomas Ince. 
It has 80 employes and expects 
| 1956 to be up 5-10%. 


Paris & Peart, New York, billed 
| $9,600,000 in 1955, up from more 
than $6,000,000 billed in 1954. 
There were no significant account 
|additions or losses. Media break- 
|down: Newspapers 35%; television 
| 21%; supplements 20%; magazines 
| 13%; radio 7%; outdoor, business 
papers, farm publications and 
| transit advertising, 1% each. Paris 
|& Peart has 84 employes and be- 
lieves 56 will be about like 55. 


Peck Advertising Agency, New 
‘York, billed about $5,500,000 in 
1955, its first year in this bracket. 
| It acquired a group of six accounts 
_and Sidney Garfield (now Peck’s 
_board chairman) from Hirshon- 
| Garfield when Mr. Garfield closed 
the New York office of the agency. 
|Included were U.S. Time Corp.; 
House of Worsted-Tex; 21 Brands; 
Knothe Bros. Co.; part of Manhat- 
tan Shirt Co., and the men’s wear 
products of Catalina Inc. It lost 
Chunky Chocolate. Billings on the 
Garfield accounts began in Sep- 
tember. It has about 65 employes 
and is currently billing at a $7,- 
500,000 rate. 


Potts-Woodbury Inc., Kansas 
City, billed $7,233,876 in 1955, of 
which $309,708 represented cap- 
italized fees. In 1954 (as R. J. 
| Potts-Calkins & Holden) the agen- 
cy had these comparable figures— 
$6,816,219 total, of which $305,338 
|represented fees. It added KCMO 
Broadcasting Co.; Lundell Mfg. 
'Co.; Midwest Industries; Shaw 
|Mfg. Co., and the Missouri divi- 
| sion of resources & development. 
|Media breakdown: Newspapers 
|25%; magazines 6%; radio 11%; 
| television 13%; outdoor 15%; busi- 
ness papers 16%; farm publica- 
'tions 5%; point of sale 2%; other 
17%. It has 103 employes and ex- 
| pects 1956 billing to be up 10%. 


| Reach, Yates & Mattoon, New 
| York, billed $5,500,000 in 1955, the 
same figure reported in 1954. 
| About $30,000 was billed outside 
|the U. S. in 1955. During the year 
lit acquired Martini & Rossi ver- 
j}mouths; Piper-Heidsieck cham- 
| pagne; Remy Martin cognac, and 
Independent Grocers’ Alliance 
“Popcorn Theater.” It lost Old 
Discovery whisky, Red Top Brew- 
ing and Dugan Bros.’ Roman Meal 
|products. Media breakdown: 
| Newspapers, magazines and sup- 
|plements 20% each; radio and 
|television 10% each; outdoor, 
| business papers, farm publications 
and transit advertising 5% each. 
It has 70 employes in two offices 
and forecasts a 15% gain in ’56. 


Knox Reeves Advertising, Min- 
neapolis, billed $7,002,829 in 1955, 
of which $148,981 represented cap- 
\italization of fees. In 1954 com- 
parable figures were $6,015,697 
and $257,070. It added Minneapo- 
lis Brewing Co. and lost the Soo 
Line Railroad. Billings break- 
down: Television 63%; magazines 
23%; radio 9%; newspapers 4%; 
outdoor 1%. It has 97 employes 
and believes ’56 will be about the 
same as ’55. 


Roche, Williams & Cleary, Chi- 
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‘ KHOL-TV's New 
+: Satellite Station 


Now Makes Nebraska's 2nd Big 
Market an Even Bigger Bargain 


100,000 EXTRA PEOPLE AT NO EXTRA COST! 


Now 161,715 families with 
effective buying income of 
$884,394,000 

One buy on KHOL-TV gives 
you bonus satellite coverage 
at no extra cost 
Cost-per-1,000 low as an 
in i F 
KHOL-TV picks up where 
Omaha leaves off—you buy 
no duplicate coverage 


SOUTH DAKOTA 


Investigate Nebraska's 2nd Big Market today— 
contact KHOL-TV or your Meeker Representative. 


KHOL-TV CHANNEL 13 Kearney, Nebraska 
Owned and Operated by Channel 6 Satellite Station, 
BI-STATES CO. Hayes Center, Nebr. 


cBS ABC 
Represented nationally by MEEKER TV, Inc. 


cago, billed $9,699,443 in 1955, of 
which $147,814 represented capi- 
talized fees. In 1954 it billed more 
than $10,000,000. During the year 
it added Thor Power Tool Co., 
John Sexton & Co. and National 
Concrete Masonry Assn. It lost the 
Studebaker division of Studebak- 
er-Packard Corp., Continental IIli- 
|nois National Bank & Trust Co. 
|and American Seating Co. The 
major loss—Studebaker—was ef- 
fective in October. Accordingly, 
the agency (which has 60 employ- 
es) estimates that its 1956 volume 
will be down 30%. 


Scheideler & Beck, New York, 
billed $5,247,000 in 1955, of which 
$7,000 represented capitalized fees. 
In 1954 the agency (then Scheide- 
ler, Beck & Werner) billed $6,300,- 
000, of which $25,000 represented 
capitalized fees. During the year 
| it added Whitehall Pharmacal Co.’s 
Drial nasal mist and Heublein’s 
| Relska vodka; it lost International 
Salt Co., Heublein’s A-1 sauce and 
mustard, and Marlin Firearms Co. 
|It estimates °56 billings will be 
/up 15%. 


John W. Shaw Advertising, Chi- 
cago, billed $6,020,000 in 1955, 
none of it in fees. In 1954 the 
agency billed $3,100,000, of which 
$230,000 represented capitalized 
fees. It added the following ac- 
counts: Webster-Chicago Corp., 
Fehr Brewing Co. and a segment 
of William Wrigley Jr. Co. It lost 
some Armour & Co. products. Me- 


dia breakdown: Newspapers 33%; 


CINCINNATI TIMES-STAR 
REACHES MORE PEOPLE 
WHO BUY MORE 


Media Records linage reports for the year, 1955, prove conclusively that the TIMES-STAR 


outperforms its daily competitors in producing fast, profitable buyer action. Just look at 


the overwhelming advertiser-preference for the TIMES-STAR in these major classifications: 


RETAIL GROCERS 


TIMES-STAR leads Post by 68,984 lines. 


TIMES-STAR leads Daily Enquirer by 555,341 lines. 


RETAIL DRUG STORES 


TIMES-STAR leads Post by 150,446 lines. 
TIMES-STAR leads Daily Enquirer by 184,754 lines. 


MAIN DEPARTMENT STORE LINAGE 
TIMES-STAR leads Post by 396,871 lines. 


TIME Daily Enquirer by 233,774 lines. 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE, NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 


FLORIDA REPRESENTATIVE: HAL HERMAN, MIAMI BEACH 


Advertising Age, February 27, 1956 


magazines 29%; radio 4%; tv 
28%; outdoor 3%; transit 3%. It 
has 60 employes and predicts 56 
volume will be up 35%. 


Spitzer & Mills, headquarters 
Toronto, billed more than $6,000,- 
000 in 1955, up from the “over $5,- 
000,000” estimate for 1954. It added 
four accounts and lost three dur- 
ing the year. Its media breakdown 
is roughly 30% in radio and tv, 
with the remainder divided be- 
tween newspapers and magazines. 
It has 100 employes in two offices. 


Harold F. Stanfield Ltd., head- 
quarters Montreal, billed $5,737,- 
018 in 1955, of which $221,736 
represented capitalized fees. In 
1954 comparable figures were $5,- 
399,881 and $388,224. It added six 
accounts: La Cooperative Agricole 
de Granby; Arosa Lines (Canada) 
Ltd.; American School; Sealy Mat- 
tress Co.; the office equipment di- 
vision of Royal Typewriter Co., 
and Vactric (Canada) Ltd. It lost 
Courtaulds (Canada) Ltd.; Kool- 
vent Awnings, and Security Storm 
Windows. Media breakdown: 
Newspapers 24%; magazines 16%; 
supplements 2%; radio 8%; tele- 
vision 20%; outdoor 6%; business 
papers 5%; farm publications 1%; 
transit and point of sale less than 
1% each; “other” 16%. It has 100 
employes in three offices, forecasts 
1956 volume will be up 8%. 


Sweeney & James, Cleveland, 
belongs in the “over-$5,000,000” 
billing group, according to AA es- 
timates. The agency has a dozen 
accounts, according to its listing in 
Standard Advertising Register, the 
principal one being Firestone Tire 
& Rubber Co. (Foamex, Velva-Flo 
and Velon plastic products pro- 
duced by Firestone are handled by 
Grey Advertising). 


Van Sant, Dugdale & Co., Balti- 
more, billed $7,031,557 in 1955, of 
which $1,382,643 represented cap- 
italized fees. In 1954 it billed $5,- 
518,144, of which $1,207,555 rep- 
resented capitalized fees. It added 
four accounts: American Brewery; 
the industrial chemicals division 
of Olin Mathieson; Manheim Mfg. 
Co., and Levering Coffee Co. It 
lost Manhattan Laundry; SaKrete 
Inc.; Maryland Title Guarantee 
Co., and Laco Products. Media 
breakdown: Magazines 37%; news- 
papers 15%; television 14%; busi- 
ness papers 19%; radio 5%; out- 
door 9%. It has 94 employes and 
predicts a 5% gain in ’56. 


Wherry, Baker & Tilden, Chi- 
cago, billed “slightly over” $6,- 
000,000 in 1955, the same figure 
reported for 1954. There were no 
major account losses or gains. Its 
media breakdown is about even 
between print and radio-television. 
It has 60 employes and forecasts a 
slight gain for 1956. 


(The billings listings continue on 
Page 98) 


Regular Features 


Back Next Week 


The regular lineup of features 
which normally appears in the 
AA feature section has been 
omitted from this issue to pro- 
vide adequate space for dis- 
playing the campaigns chosen 
as “best of 1955” by 25 top 
agency creative people (see 
Page 166). All of the usual fea- 
tures will be back in their reg- 
ular places next week. 
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...combines experience with youth 
and enthusiasm — because it takes 
all three to produce 


ISI 


that builds product identity, corporate peal () 


. 


prestige and steady sales growth! 


In financial strength, D’Arcy ranks with the top five i 
advertising agencies in America. / 


In 1956, D’Arcy billings will exceed those of any previous 
year in our half century of business. 
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HOUSTON 


CLEVELAND + LOS ANGELES » ATLANTA +» HOUSTON + DALLAS + TORONTO + MEXICO CITY + HAVANA 


Ours is a select group of clients, averaging 16 years of D’Arcy association. 

ANHEUSER-BUSCH, INC. * 0. AMES COMPANY * BANQUET CANNING COMPANY + BROUGHTON'S FARM DAIRY, INC. * BROWN & ROOT, INC. * DAVOL RUBBER COMPANY + FEDERAL ENAMELING & 
STAMPING COMPANY * THE GENERAL TIRE & RUBBER CO. * GERBER PRODUCTS COMPANY + GLENMORE DISTILLERIES COMPANY * HOUSTON LIGHTING & POWER CO. * INTERNATIONAL SHOE CO. 
LACLEDE GAS COMPANY » LANCE, INC. + JAMES LEES and SONS COMPANY » LINCOLN ENGINEERING COMPANY * McQUAY-NORRIS MANUFACTURING CO. * MISSOURI PACIFIC RAILROAD * OLIN MATHIESON 


CHEMICAL CORP. * PATTERSON-SARGENT COMPANY + THE REARDON COMPANY + STANDARD OL COMPANY OF INDIANA * STROMBERG-CARLSON COMPANY * STUDEBAKER-PACKARD CORP. 
THE G. S. SUPPIGER COMPANY + THE TAYLOR WINE COMPANY + THE WHITE MOTOR COMPANY 
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154 Under-$5,000,000 
Agencies Tell Billing 


54 in $1-5,000,000 and 
100 in Under-$1,000,000 
Groups Report Volume 


Copyright, 1956, by Advertising 
Publications Inc. Quotation or re- 
production expressly prohibited. 


New York, Feb. 22—Among the 
54 agencies which reported their 
billings to ApverTisinc Ace in the 
$1,000,000 to $5,000,000 bracket, 
fully a third expect that their vol- 
ume will increase somewhere be- 
tween 16 and 25% in 1956. 

The next largest number—14 
agencies—believes that their vol- 
ume will increase somewhere be- 
tween 6 and 10%. 

And three agencies in this 


| bracket look for 1956 to bring 
| them billing increases of 50% or 
more; one of these forecasts a 
70% gain. 

An equal number feels their 
percentage increase will be from 
11 to 15%, and another three say 
merely they’ll be “up” in 1956. 

Four agencies forecast gains 
somewhere between 26 and 50%; 
two think the years will hold even. 

None thought 1956 would be 
down from 1955. 

Here’s the billings picture for 
each agency, arranged alphabeti- 
cally: 


Bo Bernstein & Co., Providence, 
R. I., reports 1955 billings of $1,- 
100,000, of which $358,000 was cap- 
italized fees. No comparable fig- 


ures are reported for 1954. Three 
new accounts were added in ’55:| 
Lee Engineering Co., Pawtucket, 
R. I., Lyk-Nu Co., New York, and | 
E. Rosen Co., Providence. Media | 
breakdown: Newspapers 21%;| 
magazines 20%; supplements 1%; 
radio 16%; television 19%; outdoor | 
4%; business papers 6%; transit 
advertising 0.5%; point of sale) 
2%; other 10%. Total number of 
employes: 21. The agency antici-| 
pates an estimated 10% increase 
in volume in 1956. 


Biddle Co., Bloomington, IIl., re- | 
ports 1955 billings of $4,231,284, of | 
which $2,926,297 was capitalized) 
fees. Comparable figures for °54) 
were $3,358,371 and $2,015,023 re-| 
spectively. It added Bowsher Co., 
Four Star Stamp (a trading stamp 
plan launched in February, 1955, 
by Sears, Roebuck and dropped at 
the end of the year), and Wheel 
Horse in ’55 and lost Wagner Iron, 
Four Star Stamp and W. W. Grain- 
ger. Media breakdown: Newspa- 
pers 4%; magazines 15%; televi- 


Top TIME Buys 


crs 


these personalities are 
14 time-buying reasons why 


—— ape 


Advertising Age, February 27, 1956 


1955 Billings of 


Bo Bernstein & Co. 

Biddle Co. 

Boland Associates 

Botsford, Constantine & Gard- 
ner 

S. M. Brooks Advertising 
Agency 

Byer & Bowman Advertising 
Agency 


Cargill & Wilson 
Cayton Inc. 

Darwin H. Clark Co. 
Critchfield & Co. 


Daniel & Charles 
Dubin & Feldman 


Cortez F. Enloe Inc. 
Fairfax Inc. 


Gaynor, Colman, Prentis & 
Varley 

Getschal Co. 

Gillham Advertising Agency 

Bert S. Gittins Advertising 

Gray & Kilgore 

Monroe Greenthal Co. 

Arthur Grossman Advertising 

Grubb & Petersen 


Harris & Whitebrook Advertis- 
ing 

Hart-Conway Co. 

L. H. Hartman Co. 

J. M. Hickerson Inc. 

Holden, Chapin, LaRue 


the $1,000,000-$5,000,000 Group 


(Listed Alphabetically) 
Copyright, 1956, by Advertising Publications Inc. 


54 Agencies in 


Jones & Brakeley 
Jones & Taylor and Associates 


Lavenson Bureau of Advertis- 
ing 


MacDonald-Cook Co. 

Richard N. Meltzer Advertising 
George T. Metcalf Co. 

Miller Advertising Agency 
Raymond R. Morgan Co. 
Richard Morton Co. 


Palm & Patterson 
J. R. Pershall Co. 


Lee Ramsdell & Co. 

Ridgway Advertising Co. 

Robinson, Adleman & Mont- 
gomery 

Royal & deGuzman 

Charles L. Rumrill & Co. 

Rutledge & Lilienfeld 


Schram Advertising Co. 

Shattuck, Clifford & McMillan 

Walker B. Sheriff Inc. 

Sterling Advertising Agency 

Sudler & Hennessey 

Howard Swink Advertising 
Agency 

Symonds, MacKenzie & Co. 


Wexton Co. 
Wright, Campbell & Suitt 


Zimmer-McClaskey 


| 
J 


|sion 5%; outdoor 6%; 
papers 20%; 
10%; other 40%. 


business 


will be up 20%. 


Boland Associates, San Francis- 


+++/s enjoying its best year 
in programming, in income, 
and in ratings! 


time to switch to 


WCFL 


the Voice of Labor 


CHICAGO 


National rep.—Burke Stuart Co. New York, N. Y. (PLaza 3-0O542) 


60,000 WATTS e 1000 ON THE DIAL 
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|co, billed $1,443,463 in 1955, with 
'the major share of it—$1,146,273 
|—in capitalized fees. In 1954 the 
|agency billed $1,378,274, of which 
| $1,105,866 was in fees. The agency 
|added Schlage Lock Co., reports 
no accounts lost. Billings were di- 
vided as follows: Newspapers 5%, 
|magazines 15%, radio 4%, televi- 
|sion 1% and business papers 75%. 
|Boland has 26 employes in two 


farm publications | 


| offices and expects billings to in- 
crease 15% this year. 


It has 70 em-| 
ployes, and estimates ’56 volume | 


Botsford, Constantine & Gard- 
ner, San Francisco, billed $4,866,- 
525 in 1955, of which $139,580 rep- 
resents capitalized fees. In 1954, 
the agency billed $4,439,660, of 
which $209,620 represented capi- 
talized fees. During the year it 
added seven accounts: American 
Sheep Producers Council (which 
will bill more than $1,000,000), 
Washington Hospital Service (Blue 
Cross in Seattle), Citizens Federal 
Savings & Loan Assn., San Fran- 
cisco, Oregon Egg Producers, Max- 
well Machine Co., Monarch Forge 


the 


x 


simplest 


way 


to gain a reputation 


for 


leadership, 


is to do the finest job 

in your field, 

and keep on doing it 
year after year 

and decade after decade. 
In photoengraving, 

as in advertising, 

there’s no short-cut 


> 


to quality. 


LETTERPRESS + GRAVURE 


COLLINS, MILLER & HUTCHINGS, INC. 
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IF THIS IS YOU ‘ 
TAKE A CUE FROM US § 


We specialize in the most vital phase of your entire 


advertising program—Merchandising at the Point-of-Sale. It is 


our only business... one we've been at for more than 

half a century. In that time, we’ve created countless traffic-stopping 
displays that have caught shoppers’ eyes in nearly every type 

of retail outlet. We can produce dynamic, reason-to-buy 
point-of-sale merchandising programs for you today. 

If your program is behind the eight-ball, let our nation- 


wide staff of experts give you the cue your Merchandising at 


the Point-of-Sale should take. 


Trademark Mystik Registered 


Keep this “IDEA FILE” and Iliustrated 


brochure within easy reach ...they are 


Merchandising at the POINT-OF-SALE 


® Lithographed displays for indoor and outdoor use ® Animated Displays S Cemection of point-of-sale sampice, 


ideas, success stories thet have paid 
off in the past. They are yours FREE! 
Write Chicago Show Printing Company, ~~ 
2652 N. Kildare Ave., Chicago 39 ; 


® Cloth and Kanvet Fiber Banners and Pennants ® Mystik” Self-Stik Displays 


® Mystik” Can and Bottle Holders ® Mystik” Self-Stik Labels 


®@ Econo Truck Signs ® Booklets and Folders 
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& Machine Works and Red Cedar} 
Shingle Bureau (British Columbia 
division). It lost Western Hotels 
Inc. Its billing was divided as fol- 
lows: Magazines 23%; outdoor 
18%; radio and television 17%; 
newspapers 16%; business papers 
6%; mechanical productions on 
space and collateral, 17%. The 
agency now employs 58 persons in 
four offices. It expects its 1956 
billings to be up by 20%. 


S. M. Brooks Advertising, Little 
Rock, Ark., billed $1,318,200.15 in| 
1955, and $1,209,688.54 in 1954. It| 
neither gained nor lost accounts! 
during the year. Its media break- | 
down is: Newspapers 67.5%; mag- | 
azines .061%; supplements .01%;)| 
radio '2.45%; television 21.5%; | 
outdoor .05%; business papers 
.01%; farm publications .02%;| 
transit advertising .015%; point of | 
sale .05%; other 8.385%. It has one 
office with seven employes, and) 
estimates its 1956 volume will be! 
up 10%. | 


Byer & Bowman Advertising 


Pre-sell your product 
in the home, at the 
POINT-of-DECISION | 


schedule the 
“Blue Ribbon List’ 
of 


Greater Weeklies 


Read as thoroughly as 


a personal letter. 


That's why they gained 


2,443,477 lines* 


of national advertising 
in 1955, an increase of 


18.4% 


(* Exclusive of gains in local 
retail and classified lineage) 


It's easy now to use home 
town weekly newspapers. 


Agencies like our simple 
ONE ORDER 
ONE BILL 
ONE CHECK 


plan. It cuts the work. 


Agency, Columbus, O., reports| 
1955 billings of $2,740,715, of which 
$927,486 was capitalized fees. Com- 
parable ’54 figures were $2,773,600 
and $1,082,956 respectively. The 
agency lost Jeffrey Mfg. Co. in 
’55. Media breakdown: Newspapers 
27%; magazines 9%; radio 8%: 
television 17%; outdoor 3%; busi-| 
ness papers 14%; farm publica- 
tions 12%; other 14%. The agency 


has 51 employes. It expects an in- | $3 
| crease in volume in '56 of 15% to|000 represents capitalized fees. In 
| 1954, the agency billed $3,200,000, 


20%. 


Cargill & Wilson, Richmond,|of which $690,000 represented fee 


billed $1,400,000 in 1955. The agen- 
cy added Virginia Electric & Pow- 
er Co. and the department of con- 
servation and development of the 
State of Virginia. It reported no 


account losses. Prospects for 1956 | 
volume are characterized as “ex-| 


cellent.” 


Cayton Inc., New York, billed 


»207,000 in 1955, of which $711,-| 1956 billings will be up 10%. 


Advertising Age, February 27, 1956 


geles, billed $1,600,000 in 1955, of 
capitalization. The agency added| which $765,000 represents capital- 
Charles Antell Inc. and Dart Un-| ized fees. In 1954, the agency billed 
ion Co. during the year; it reported | $1,200,000, of which $480,000 rep- 
no account losses. Its billing was| resented capitalized fees. It added 
divided like this: Television 45%;|Emsco Mfg. Co., Electronic Engi- 
business papers 17%; newspapers neering Co. and Hillman-Kelley & 
12%; magazines 8%; radio 3%;|Co. during the year; it resigned 
farm publications 3%; supplements | Beckman Instruments and Helipot 
1%; other 11%. The agency has 28| Corp. It reports its billings break- 
employes in one office and figures down as follows: Business papers 
43%; printing, house organs, etc. 
39%; newspapers 9%; farm papers 
Darwin H. Clark Co., Los An-|4%; magazines 3%; radio 2%. It 


Greater Weeklies 
Associates 


National Representative 


912 Broadway, New York 10) 


ORegon 4-0945, 0946 
Chicago Detroit 


Philadelphia 
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has 18 employes and estimates that 
billings will increase 20% in 1956. 


Critchfield & Co., Chicago, billed 
$1,894,188 in 1955, of which $43,666 
represents capitalized fees. In 1954, 


the agency billed $1,874,359, of| 


which $57,830 represented capital- 
ized fees. During the year it added 
W. W. Durham Inc., Madison Ave. 
Bank, Fashion Club Sales Co. and 
Sea Breeze; it lost Edgewater 
Beach Hotel. The agency employs 


| billings to be about the same as 
they were in 1955. 


Daniel & Charles, New York, re- 
|ports 1955 billings of $2,766,666, 
lof which $166,666 was capitalized 
fees. In 1954 it reported total bill- 
ings of $1,700,000. During ’55 it 
added Esquire Socks, Manhattan 
Shirt Co. (Lady Manhattan divi- 
sion), Craftsman Billfolds, Joseph 
H. Cohen, TruVal Manufacturers, 


and Silver Shields. It lost United) 
21 persons and expects this year’s | Mills Corp. It reports media break-| has 18 employes and estimates a 


down: Newspapers 20% ; magazines | 10% rise in billings this year. 


35%; supplements 5%; radio 10%;) 


101 


jes and estimates ‘56 will be 
up 12%. 


television 10%; business papers | Cortez F. Enlve Inc., New York, 


10%; and point of sale 10%. It has 


| billed $2,163,427, of which $579,207 Fairfax Inc., New York, billed 


34 employes and estimates a 30% represented capitalized fees and | $4,000,000 in 1955, compared to $2,- 


increase in volume during ’56. 


| $31,867 was billed abroad. In 1954 800,000 in 1954. During the year 


comparable figures were $1,993,-|it added Clopay Corp., Gemex 

Dubin & Feldman, Pittsburgh, 844, with $750,120 for fee capital- Corp., Stern’s Nurseries and Amer- 
billed $1,331,417 in 1955, of which | ization and $8,591 billed interna-| ican Heritage Publishing Co. Its 
$941,629 was in capitalized fees. tionally. It added four accounts: | billings break down as follows: 
This compares with billings of $1,-|Glidden Co.; Smith & Nephew; |30% in magazines; 30% in newspa- 
222,196 the previous year, with Wampole Co. Ltd., and Smith-| pers; 20% in television; 10% in 
$749,158 of it in fees. The agency Dorsey Co. Its billing is 100% in| business papers; 5% in supple- 


ADVERTISEMENTS 


.-.to keep up with the market 


Bill Schram is Manager of the two Robison stores, 
one division of E. Robison Inc. in Westchester 
County, New York ... . right next to the most 
highly competitive market in the country, Metro- 
politan New York. He has been a retailer since 
1919 and has been selling major appliances for 
almost 25 years. He heads up an organization of 
42 salesmen, service technicians and administra- 
tive help to serve the suburban commuting villages 
of Hartsdale and Scarsdale. Bill buys all of the 
major appliances and TV sets while delegating the 
electric housewares and radio set buying to an- 
other experienced man. 


Robison’s does a big, high volume business while 
giving good service and fast delivery. Their slogan 
is that they are “Reasonably competitive.” Old 
customers regard Bill as an old friend. They ask 
him for his advice on different brands and models. 
They rely on him because with him and with 
Robison’s “Things have to be right.” Despite 
heavy price competition such customers return 
again and again for the satisfaction they know 
they’ll get and bring new customers with them. 


But manufacturers must first sell dealers like Bill 
Schram on their brands before dealers will sell 
their brand to their customers. Many manufac- 
turers do this effectively in their ELECTRICAL 
MERCHANDISING trade advertising. 


Bill has read the advertisements in ELECTRICAL 


MERCHANDISING for many years. To him the ad- 
vertisements are of great interest. He regards 
them like information about New Products which 
mean business to him. . . more of it. He uses the 
Index to Advertisers to check the sales features 
of the lines advertised. Since he can’t go to the 
Markets the way he would if he weren’t so busy he 
reads the ads in ELECTRICAL MERCHANDISING 
along with the New Product editorial pages to 
keep up with new developments. He urges his 
salesmen to do the same thing. No other publica- 
tion he knows has more of this kind of important 
information. 


Robison’s is not a typical dealership. There is no 
such thing. But, like thousands of America’s top 
appliance-radio-TV retail organizations they rely 
on ELECTRICAL MERCHANDISING and the advertis- 
ing in it like they do no other publication serving 
them. 


Manufacturers can improve their distribution 
among top retailers like Robison’s. Such retailers 
are twice as likely to pick up ELECTRICAL MER- 
CHANDISING purposely to read the advertisements 
as they are the second publication in the field. 
They get a lot out of it. So do distributors who 
rate it tops for advertising usefulness. So, use 
ELECTRICAL MERCHANDISING, the year ‘round 
market place regularly. You'll find your advertis- 
ing dollar working harder and going further to 
build distribution and cut sales costs. 


alone 
will 


cover the market alone 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, W. Y. 


business papers. It has 29 employ- | ments and 5% in radio. The agency 


now has 30 employes in its New 
York office. It closed its Los An- 
geles office Jan. 31, 1956. Although 
it will be minus its West Coast bill- 
ings, the agency expects expanded 
billings from New York clients to 
make up the loss. 


Gaynor, Colman, Prentis & Var- 
ley, New York, billed $1,610,000 
in 1955, of which $490,000 repre- 
sented capitalized fees. In 1954, 
comparable figures were $1,165,000 
and $310,000. It added Piasecki 
Helicopter Corp., Automatic 
Switch Co., and Liquidometer 


You can’t sell 
rich Middle Georgia 
with Atlanta TV! 


YOU NEED WMAZ-TV 
TO REACH THE FAST- 
GROWING MIDDLE 
GEORGIA MARKET 


Believe it or not, Philadelphia is 
actually nearer to New York than 
Atlanta is to Metropolitan Macon, 
capital of the Middle Georgia 
Market! So naturally, you can’t 
expect an Atlanta station to get 
the sales resuits you want in this 
rich area. 

In the 47 county Middle Georgia 
area, WMAZ-TV is the hands- 
down favorite! No outside TV sta- 
tion has—or can claim to have— 
adequate penetration of this pros- 
perous market. So prosperous, in 
fact, that $388,620,000 was spent 
in retail stores in this area last year! 

If you'd like a bigger share of 
this sales pie for your products, 
Middle Georgia belongs in your 
marketing plans. And that means 
WMAZ.-TV — Macon’s only tele- 
vision station—in the heart of 
Middle Georgia. 


y, 


kid Kaa kN 
f/f \ } 
“(WMAZ-TV 
. S54 = 
\ \ . may ; 

A eee oh le 
MACON GEORGIA 
“CHANNEL 13 
CBS - ABC - NBC 


Represented Nationally by 


AVERY-KNODEL, Inc, 
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THE HOUSTON POST... 


+ im the satin 


The Houston Post gained 4,648,402 lines of advertising in 

1955 ...the ninth largest gain in the nation. 

Tremendous numbers of advertisers are shifting te The Houston Post. 
No wonder, The Post pays off - and pays off BIG for the advertiser! 
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3,856,041 Lines Gained 


ADVERTISING GAIN 


MEE wy 


® 
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In tota! advertising linage in 1955, The 
Post outgained the Houston Chronicle by 
792,361 lines ...outgained the Houston 
Press by a fantastic 3,861,015 lines. This 
is additional proof that in the South’s 
largest city, more and more advertisers are 
learning the superior value of The Houston 
Post as an advertising medium. 

A study made by Price Waterhouse & 
Company, one of the world’s leading audit- 
ing firms, covering the first four months 
of 1955, proved that The Houston Post 
contained 11.2% more news and features 
than any other Houston daily newspaper. ah 
More news and features means more in- Poe : x 787,387 Lines Gained 
tensive readership . . . more intensive read- E ES a = 
ership means more responsiveness to your . i “PRESS . 
advertising message. 4 ; 

ed 


a 


~ 
& 
pom 


Linage gains, January 1 through December 31, 1955, vs same period 1954. Source: Media Records. 


sh OTE Sa ee oa * 
fa Oy eae Ea aa fle Be ge NG oe a ee 
Wt ie EBs be Mae AP eine Rey 5 5 2 nd Sh, FRG oS gag Dea Os ae i a a Er —e z 
ane a ee ee eS Wihame fel Ba.) EO Rs a. eee ee ae . “oe raat Re es ee pe ie ie ee ed Tae . . le 
ee 9 Pies, ¢ acon a e = Prange pe re Be oe oe Se ae s en ect ag : \ Re: 
bir; be . * Ce ———ae e 
+ Picks en ‘ as ae — 
H fee cL 
iF ie ‘ " Pp 
Wee i 
ia 
pBy Sita Mier 
shies 
iad > 
H ie 
A trer. 
roe 
hse , 
Be 
te ha eee 
ot ia ; 
ae 
me 
[a 
ne “y 
|. See 
ere 
eg 
| ate 
eget 
jlever: 
a < 
wee Ww 
[ ata 
fi ) 
i mfil 
ete 
pee 
a 
pose 
Pears” 5 : 
Bey. ’ 
+ da 
i beh ; 
ang lee ad 
Rc Bd { ® 
. Be: es ce: M s ' ' of iit ‘ 
cere ource: Media Records it wet , 
pee a 4 aon bie v4 . | 
hes yt 4 “ei ‘e ey : Bar : Ver oaee we | “yi ~ 
“ oer oper i Pe mee ba — : fe) - — a = 
sie : . aes bap 
aad : + oe ia | E ae i ns —+; - eE 
& ue. - P ‘ee > " 4 oe. ‘ ergs mn) ve bo - 4 ai 
bea : . ; i} } 4 + oe oer Soa ww : i : 7 as 2 =| 
are ; <2 » bre se . ressaae ¢ . ss 
Bead Bie! a eid i bee Waepiee i a ae . ong = LLORES vs 4 Si) 
4 Rhee + ree —— 1 BB Ae 3 wl $ view abe i * VTH | aii a? 
a . : =~ . salt heena ~~: oo * + terprrpers o« - el o ° - “ton +} 4%, Es <a 
2 oer ee ee ene . Se ae eee 
ne Tae Se. ae bi, tulad : 4, neem Ee Laere ee —" She eal ‘ i + ing oe : a 
a4 Sa i ee “wie iy rao Saal i: ee --s S a meg, rege oe 1 ’ atl a = ——e “a =a _ . o.% ’ oa : 4. BE , . 
a pa Ey See ve iii YO ad oe, ae) inal : P - aa eof 
be s, Ste Seed 5 STR og eae S. _ aSe ag} ~~ ees Bi. oe as = 
ay ch i" ae 
ey Be 
AN ni 
st ytd 
aeia “es 
ra 20 G. 
a. | he * Li 
et ites 9 nes Gained 
rye mee Sty oa ’ ee ee ee 
t ries Ragas e Sen bee wee ifs a 4 
i LARGEST ae 
css fae a Sr eee " ees y Bl. tee 
a gis “hits ; ~ a y Ce 
x hat Et + Sele ey say as * i 4 
a 3 < oo a ae BS tay ee. : a * 
Bey ‘ | 
ey eae Pee ee ge ae ews ce os ae 
+e te pe OU Og | ee ‘ ee 
_ In Houston, 1955 > 
Eh f a fy OM Re baer ge Ticue 2 pa eis eS ae : = : 
es. Berta she beer 4 2 ages re ie : 7 od: eae : 4 phe or = 
eae « 4s ee ‘ oes 
iy | f : 
a he \ ‘ aS ee ~ 
we ; : i * 
ie A 
em % 4 
Warn 
ep; 
gare 
Meat 
iy a 
ee 
=A 
me 
at 
ir 4 
4 
ear 
4 
Ase 
~- 
wed, 
toy 
le 
_ 
Tt 
oe 
ne 
i 
ion 
x 
nels 
mee 
a 
Ee) : 
cs AN obindiieahaidial 
i 
aD. 
a ; 
‘ 
Be: 
os 
ante, 
ee het gam ae 3 " 
Reese ere hole Ht Ree ee Ce gee ey a fa. ee hr ES ea eo" a 5 
re EE REL TE ES Oe a ‘ees Aas, crags Cy ie : Baris sep N 5 oe eee i 5 ae ae Poe poe eres ; 
a a aes te : ‘ Sl Ce ae ee a a antl 


220,000 
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100,000 |} —+* 
a 
} 1950 1951 1952 1953 1954° 1955° 
| Based on analysis made by the Houston Post of data from A.B.C. Publisher’s Statements. 


*The daily averages shown for the Chronicle and Press are their exact 6-day averages computed by the Houston Post 


from 5-day, Monday through Friday, and Saturday only averages submitted to the Audit Bureau Of Circulations. 
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The Post Outgains in 
All Six Major Categories 


Now Highest in History 


The Post’s amazing growth in circulation 
has come about without gimmicks or arti- 
ficial circulation stimulants. This outstand- 
ing growth in circulation is even more 
startling in light of the fact that The Post 
readers annually pay over a half million 
dollars more for the privilege of enjoying 
Texas’ Great Newspaper. But the fact is 
that Texans are more than willing to pay 
a premium price in order to read the best. 

Smart advertisers have seen this new 
circulation trend in Houston and are buy- 
ing wisely ... they pick The Post. 


In 1955 The Post showed the 


highest gains in all six of the major 
advertising categories. This is continuing 


proof that in Houston the trend is to 
The Post. 


There is one basic reason for 
this accentuated swing to The Post and 


that is superior results — results that are 
causing more and more general adver- 
tisers to join with the outstanding Hous- 


ton retailers who list The Post as their 
Number 1 advertising medium. 


% 
; a: 

Category POST Chronicle Press 
RETAIL 1,539,250 1,394,231 158,369 
GENERAL 599,660 251,723 — 104,107 
AUTOMOTIVE 513,226 272,927 248,530 
FINANCIAL 100,907 82,677 34,129 
CLASSIFIED 1,883,542 1,852,099 451,220 
LEGAL 11,817 2,384 —754 


Get the facts on Houston through 
your Houston Post salesman or your Molo- 
ney, Regan & Schmitt representative. 


Linage gains, or losses January 1 through December 31, 1955 vs same period 1954. 


Source: Media Records. 
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NEW YORK 
CHICAGO 
ST. LOUIS ADAM YOUNG, JR. 
SAN FRANCISCO = representative 
LOS ANGELES 


DOMINATING CALIFORNIA'S 
SOUTHERN SAN JOAQUIN VALLEY 
WITH POPULAR MUSIC AND NEWS 
24 HOURS A DAY! 


Corp.; it lost Mycalex Corp. of 
America. About 45% of its billings 
were in business papers, 25% in 
magazines, 15% in newspapers, 
5% in radio, and the remainder in| 
booklets, etc. It has 31 employes, 
|and forecasts a 1956 up 22%. 


| Getschal Co., New York, billed 
| $1,450,000 in 1955, of which $200,- 
/000 represents capitalized fees. In| 
| 1954, the agency billed $1,225,000, | 
‘of which $200,000 represented fee 
|eapitalization. The agency added 
|Airex division of Lionel Corp. 
| (fishing tackle), Ravelle Color and 
Rilling division of Rilling-Dermet- 
ics Co.; it reported no account loss- 
es. Its billing was divided like this: 
Television 40%; radio 15%; news- 
papers 10%; business papers 10%; 
outdoor 5%; magazines 5%; sup- 
plements 5%; transit advertising 
5%; point of sale 3%; other 2%. 
It has one office with 19 employes 
and figures 1956 will be up 20%. 


Gillham Advertising Agency, 
Salt Lake City, reports 1955 bill- 


PUNION city, TENNESse a 


Number of families. a 
$10,937,000"** 


Effective buying income 


Retail sales in 


five classifications... $9,387,000** 


FAMILY COVERAGE 
Combined Daily Circulation 


67.8%'** 
Sunday 


77.4%" 


ees are 


cr see And Still 
Another Bonus Market 
.»» When You Use CAPS! 


The South’s first . . . the nation’s tenth .. . 


wholesale market is highlighted 


by many concentrated centers of buying power such as Union City, Tennessee 


—one hundred and thirteen miles from Memphis. 


* 1950 Census 
** Sales Management Survey 
of Buying Power 


oe? ABC. kets is yours—plus Memphis—when you put it in CAPS. 


Two Dailies and The South’s Greatest Sunday Newspaper 


THE Cn A e MEMPHIS Bess Meonume 


SCRIPPS. HOWARD NEWSPAPERS 


And, in this bonus market, advertisers in CAPS get nearly 70 per cent family 
coverage. Sales-producing, merchandisable circulation in many important mar- 


Advertising Age, February 27, 1956 


ings of $1,721,303 broken down as 
follows: Art and mechanical $350,- 
000; services $34,000; newspaper 
and magazine space $807,303; radio 
$210,000; television $320,000. In 
1954 the agency’s total billings 
were $1,489,886. The comparable 
breakdown was: Art and mechani- 
cal $300,000; services $26,000; 
newspaper and magazine space 
$703,886; radio $180,000; television 
$280,000. 


Bert S. Gittins Advertising, Mil- 
waukee, billed $3,650,000 in 1955, 
as compared with $3,250,000 the 
year before. Last year it acquired 
the Heil Co., Milwaukee; Propul- 
sion Engine, South Milwaukee, and 
Snap-on Tools, Kenosha, Wis. 
Billings were spent this way: Ra- 
dio and tv 10%; business papers 
40%; other publications 48%, and 
miscellaneous 2%. The agency em- 
ploys 54 persons. It makes no pre- 
diction on 1956 volume. 


Gray & Kilgore, Detroit, reports 
total billings for 1955 of $1,433,905, 
of which $666,202 was capitalized 
fees. Comparable figures for ’54 
were $1,378,580 and $633,247 re- 
spectively. Two new clients were 
added in °’55: Micromatic Hone 
Corp. and Detroit Insurance Agen- 
cy. Media breakdown: Newspapers 
5%; magazines 10%; business pa- 
pers 85%. Employes total 22. Vol- 
ume in ’56 is expected to be up 
15%. 


Monroe Greenthal Co., New 
York, billed $4,654,000 in 1955, up 
from $4,370,000 in ’54. About $450,- 
000 of ’55 billings was capitalized 
fees. During the year the agency 
added Amazon Germicidal Floor 
Wax Co., a branch of Trio Chemi- 
cal Co.; Kinsey Distillery Co.’s Ku- 
lov vodka; Clifford Monroe Motors 
Co.; Normandy Electric Co., and 
Gimbel’s radio and tv account. Me- 
dia breakdown: Newspapers 56%; 
magazines 25%; radio and televi- 
sion 12%; other 7%. The agency 
now has 65 employes. It anticipates 
its 1956 billings will be about $5,- 
500,000. 


Arthur Grossman Advertising, 
Chicago, billed $1,298,250 in 1955, 
including $422,385 in capitalized 
fees. Actually, billings for this new 
agency include the last five months 
of 1955. It acquired Norge Sales 
Corp., National Presto Industries 
and Norge-Chicago Corp. Media 
used: 85% in newspapers, 5% in 
business papers and 10% in point 
of sale. Grossman has one office 
and 28 employes. It expects 1956 
billings to be “up.” 


Grubb & Petersen, Champaign, 
Ill., billed $1,026,100.79 in 1955, of 
which $148,495.46 represents capi- 
talized fees. In 1954, the agency 
billed $893,688.73, of which $560,- 
528.04 represented fee capitaliza- 
tion. During 1955 the agency added 
Black & Co. (hardware); First 
National Bank; Hansen Inoculator; 
Hoben Candy Corp.; Illinois-Amer- 
ican Fire & Casualty Insurance 
Co.; Imperial Process Co.; P&H 
Electronics; Peterson Filling & 
Packaging Co.; Pre-Fab Transit 
Co., Protexall; Saunders-Swadar 
Toy Co.; Signal Bolt; Staab Bat- 
teries; WCIA-TV, and Sky Ray 
Mfg. Co. It lost Continental Filling 
Corp.; Northwestern Corp.; Kueh- 
ne Mfg. Co., and Gainer Mills. Its 
billing was divided like this: Tele- 
vision 32%; trade and business 
papers 22%; miscellaneous produc- 
tion and fees 20%; point of sale 
13%; magazines 6%; farm publi- 
cations 2%; newspapers 2%; drive- 
in theaters 2%; radio 1%. The 
agency has 18 employes in one of- 
fice and figures 1956 will be up 
10%. 


Harris & Whitebrook Advertis- 
ing, Miami Beach, had total billings 
in 1955 of $1,960,000, of which 
$280,000 was capitalized fees. Com- 
parable figures for 54 were $940,- 
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000 and $252,000 respectively. Dur- 
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FAMILY 
WEEKLY 


Bandwagon Years! 


Last year brought all-time highs in adver- 
tising linage to many magazines, but the 
syndicated Sunday magazines chalked up 
the biggest gains by far. Their combined 
advertising pages went ahead 26 percent for 
’55 over ’54—and more and more advertisers 
are joining up this year. 

This gain is all the more remarkable 
because it comes on top of ten big years, 
during which the advertising revenue and 
number of markets of the syndicated Sunday 
magazines have nearly tripled. The reason is 
clear. Each year more advertisers learn that 


syndicated Sunday magazines move mer- 
chandise at low cost . . . and move it fast. 
Now there is a major trend to the Sunday 
field that no one who is interested in build- 
ing distribution and sales can ignore. 


This trend brought PARADE a 21.4% 
gain in advertising pages for 1955 . . . largest 
of the big three. paraDE bought in combina- 
tion with any other syndicated Sunday mag- 
azine gives advertisers more major markets, 
with less duplication—and at much lower 
cost. That’s why so many Sunday magazine 
advertisers build their schedules around PARADE. 


Percent Gain in Advertising Pages 
5955 W- 1954 


4 Syndicated 4 Major Women’s 4 Major Weekday 
Sunday Magazines Magazines Magazines 


statement by 


parade 


with a salute to American Weekly, This Week and Family Weekly 


ADVERTISERS: When checking the syndicated Sunday field, be sure to have UP-TO-THE-MINUTE facts and figures. 
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ing 55 the agency lost the Riviera ployes and expects a billings gain 


Hotel, Las Vegas, and Golden Gift 
Inc., but added the Ivanhoe, Eden 
Roe, Seville, Americana, Holly- 


of 10% in 1956. 


L. H. Hartman Co., New York, 


ae on 
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2 - ,/1% from transit advertising. The 
Only Those Who Replied Are Listed agency employs 24 and expects its 
: _ " | 1956 vol to be about 
This story and the one following, reporting on the billings of 154) as 1908. ene aheut the same 
agencies whose 1955 total was under $5,000,000, represent the eighth | 


wood Beach and Seaview Hotels; | reports 1955 billings of $4,266,666, 
Miami Fashion Council; Nacional | of which $166,666 was capitalized 


Hotel, Havana; Miami Beach Ist| fees. Comparable ’54 figures were | 


-National Bank; and Lee County | $3,216,666 and $166,666. During 


attempt to obtain figures in this category. 


All of the figures shown here were submitted to ADVERTISING AGE} 
in answer to questionnaire forms sent to all listed advertising agen- | 
cies. It should be clearly understood that the accompanying lists 


Lavenson Bureau of Advertising, 
Philadelphia, billed $2,158,000 in 
1955 and $1,625,000 in 1954. During 


|the year it gained Wilkening Mfg. 


Chamber of Commerce. The agen- 
cy has 41 employes. Media break- 
down: Newspapers 40% ; magazines 


55 the agency lost Monroe Calcu- 
lating Co., but added Schenley’s 
Cream of Kentucky whisky and 


do not pretend to be complete; on the contrary, they include only os ae 
. ‘ ee Co., Denny Building Corp., Hors- 
those agencies which volunteered their figures. | man Dolls, Charles S. Nathan Inc. 


5%; supplements 2%; radio 5%;|Dubonnet Wine Corp. Media 
television 10%; outdoor 1%; busi- | breakdown: Newspapers 35%; 
ness papers 1%; point of sale 3%. magazines 20%; radio 15%; televi- 
The agency estimates its 1956 vol-|sion 20%; 
ume will be up 20 to 30%. | papers 5%. The agency has 30 em- 

ployes. It expects its 1956 volume 


Mert-Conway Co.. Rochester, Will be up about 17%. 


N.Y., billed $1,712,291 in 1955, of| 

which $125,087 represents capital-| J. M. Hickerson Inc., New York, 
ized fees. In 1954, the agency billed billed $1,363,209 last year, of 
$1,303,200, of which $99,700 rep- | which $369,868 was in capitalized 


resented capitalized fees. It gets| fees. Billings in 1954 were $1,028,- | 
34% of its billings from television, | 331, with $208,644 in fees. Hicker- | 


31% from newspapers, 11% from | son acquired the Copper & Brass 
magazines, 6% from business pa-| Research Assn. in September, lost 
pers, 4% from radio, 4% from out-|St. Regis Paper Co. in December. 
door, 3% from transit advertising, | Billings were divided as follows: 
2% from farm papers, 1% from|Newspapers 13%, magazines and 
point of sale and 4% from other|business papers 80%, radio and 
sources. The agency has 16 em-| television 6%, other 1%. The agen- 


outdoor 5%; business | 


| 000,000 or more in 1955. 


This is not the case with agencies billing $5,000,000 or more. The 
list of agencies billing $5,000,000 to $10,000,000, and the list of those 
billing more than $10,000,000, appearing in this issue are complete 
lists developed by personal contact, cross-checking and investigation, 
as well as by questionnaire. They include every agency in the U.S. 
and Canada which the editors of ADVERTISING AGE believe billed $5,- 


ey has 22 employes in its two of- | 22. Estimated ’56 volume is expect- 


fices and forecasts a 33% rise in| ed to be up 10%. 
1956 billings. 
Jones & Brakeley, New York, 
Holden, Chapin, LaRue, Detroit, | billed $1,586,994 in 1955, of which 
reports 1955 billings of $1,356,668, $392,334 represented capitalized 
of which $752,252 was capitalized | fees. In 1954, comparable figures 


fees. Comparable figures for °55| Were $1,103,125 and $264,001. It 
were $1,227,457 and $677,414 re- |added the Assn. of American Soap 


Media breakdown: |& Glycerine Producers and U.S. 
| Stone Corp., lost none. About 70% | 
lof its billing was in business pa-| 
|pers, 15% in newspapers, 13% in 


spectively. 
Magazines 10%; business papers 
90%. Total number of employes is 


|magazines, 2% in farm publica-) 


Main Line Homes, and Vanity Fair 
Electronics Corp.; it lost Karl Sei- 
ler Sons and Mrs. Schlorer’s Inc. 
Its billing was divided like this: 
Newspapers 15%; magazines 10%; 
radio 3%; television 25%; outdoor 


|5%; business papers 25%; point of 


sale 10%; other 7%. It has one 
office with 30 employes and ex- 


/pects 1956 volume to be up 25%. 


MacDonald-Cook Co., South 
Bend, Ind., billed $1,247,772 in 
1955, of which $391,952 represents 
capitalized fees. In 1954, the agen- 
cy billed $1,087,663, of which $353,- 
760 represented capitalized fees. 
No accounts were added and none 
was lost. The agency places 84% 
of its billings in magazines, 13% in 
business papers and the remaining 
3% in newspapers, radio and farm 


HOW 


PRINTING 


at Little More 
than the Cost 


| tions. It has 16 employes and pre- : 
- . papers. It has 16 employes in two 
‘diets 1956 will be up 5 to 10%. offices and expects a 10% gain in 


Jones & Taylor and Associates, as Ser See 


South Bend, Ind., billed $1,655,789 
in 1955, of which $475,958 repre-| Richard N. Melteer Advertising, 


| sents capitalized fees. In 1954, the | San Francisco, billed $1,405,000, of 
agency billed $1,434,454, of which| Which $225,000 represents capital- 
$480,727 represented capitalized | ized fees. In 1954 the agency billed 
fees. It added Wells Specialty Co. | $1,098,000, with $205,000 of this in 
|and WSJV-TV, Elkhart, Ind., dur- | fees. It added about 20 accounts, 
|ing the year; it lost none. It gets| lost around 10. The agency has 24 
50% of its billings from business|e™ployes in two offices, expects 
| papers, 30% from magazines, 10% 1956 business to go up one-third. 
|from farm papers, 6% from tele- | 


‘vision, 3% from newspapers and George T. Metcalf Co., Provi- 


- 


No need for drastic action, espe- 
cially when you can count on 
MERCHANTS for complete 
service on mats, plastic plates, 
stereotypes and direct castirg 
R.O.P. color mats. 


And that’s not all, for MER- 
CHANT’S own thermo-setting 
plastic mat patterns—are guar- 
anteed to outlast any other type 
of pattern. They offer you econ- 


“We want to keep the cost down, so figure this job in one 
color” is a common instruction by an advertiser or agency 
to a printer—often a sound and sensible one. 


However . . . one-color printing does not necessarily mean 
black ink on white paper. 


Colored inks cost more—but little more—than black ink. 
Colored papers cost more—but little more—than white 
papers of the same grade. 

The tasteful combination of colored ink on colored paper 
can produce a striking effect with one run of the press. In 
this ad we show the effect of black ink on canary-colored 
paper, but your imagination will supply the effect that 
might be produced by using ink in a harmonizing color—a 
rich brown or deep blue, for example. 


A wide range of beautiful clear colors is available in 
Buckeye Cover, Beckett Cover, Beckett Text, Tweed Text, 
Beckett Offset and Beckett Vellum. We shall be pleased to 
submit color swatches of any or all these grades on request. 


THE BECKETT PAPER COMPANY 


HAMILTON, OHIO 


Makers also of the world’s whitest white papers — 
Beckett Hi-White and Beckett Brilliant Opaque. 


omy-plus, too, costing 20% to 
40% LESS than regular patterns. 
Quality? Absolutely high quality 
reproduction, always! 


Why don’t YOU call or write to 
see how MERCHANTS’ “SAME 
DAY SERVICE” on patterns 
and mat shipments at LOWER 
COST can mean the end to your 
production worries. But do it 
TODAY, please. 


MERC 


: 

MERCHANTS Wes 
MATRIX CUT 
SYNDICATE 


CHICAGO 16, ILL. 


MINNEAPOLIS 3, MINN. 


1626 PRAIRIE AVE. 516 SECOND AVE., NORTH 


HARRISON 7-9456 


FEDERAL 2-2467 
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dence, billed $1,152,712 in 1955, 
including $402,468 in capitalized 
fees. In 1954 the billing was $1,- 
131,392, including $398,004 in capi- 
talized fees. The agency acquired 
American Guaranty Corp., James 
Hanley Co., Starkweather & Ship-| 
ley and Temple-Stuart Co. during | 
the year. It lost Beetle Boat Co., 
United Wire & Supply Corp. and 
R. I. Mutual Insurance Co. Its bill- 
ing was spent like this: 8.4% in 
newspapers; 4.4% in magazines; 
3.9% in radio; 6.2% in television; 
.31% in outdoor; 76% in business 
papers and .62% in point of sale 


| 


18%; magazines 28%; radio 11%; 
television 21%; outdoor .3%; busi- 
ness papers 5%; farm  publica- 
tions 15%; point of sale 1.7%. It 
has one office with 21 employes, 
and estimates 1956 volume will in- 
crease 20%. 


Robinson, Adleman & Mont- 
gomery, Philadelphia, billed $1,- 


100,000 in 1955, of which $250,-| 


000 represents capitalized fees. In 
1954, the agency billed $600,000, 


of which $200,000 represents fee | 


capitalization. The agency, which 
has 20 employes in two offices, re- 


Royal & deGuzman, New York, 
billed $1,440,000 in 1955, of which 
| $740,000 represents capitalized fees. 
'In 1954 the agency billed $1,280,- 
000, approximately $700,000 of it in 
fees. The agency acquired Control 
Engineering; Electrical Wholesal- 
|ing; Electrical Construction & 
Maintenance; Home Moderniza- 
tion; Small Homes Guide, McPhil- 
ben Co. and three other accounts 
during the year. It lost The New 
Yorker and Journal of Lifetime 
Living, one of the accounts acquir- 
ed earlier in the year. Billings were 
distributed as follows: Newspapers 


and other. The agency employs| ported no account losses or gains|5%, magazines 20%, business pa- 
23 persons and anticipates 1956 |in 1955. Its billing was divided like | pers 55% and direct mail 20%. The 


volume will be up 10%. 


Miller Advertising, New York, 
billed $4,360,148 in 1955, of which 
$938,428 represents capitalized fees. 
In 1954, it was $3,279,843 and $820,- 
000. Its billing was divided like 
this: Newspapers 75%; magazines 
2%; supplements 2%; radio 15%; | 
television 2%; outdoor 2%; busi- | 
ness papers 2%. It has one office | 
with 38 employes and estimates | 
that in 1956 volume will be up) 
10-20%. 


Raymond R. Morgan Co., Hol- 
lywood, billed $2,892,768 last year, 
including $128,266 in capitalized 
fees. These figures are up from 
1954, when the agency totaled $2,- | 
368,647, of which $114,226 was in| 
fees. Morgan neither gained nor 
lost an account last year. It em-_ 
ploys 27 persons and expects °56 
volume to be “up.” 


| 


Richard Morton Co., Chicago, 
billed $1,855,262 in ’55, almost all | 
of it—$1,793,067—in capitalized | 
fees. In 1954 comparable figures 
were $1,512,374 and $1,461,959. It 
added several accounts in ’55: J.B. | 
Lippincott’s educational division; 
Southwest Town Construction Co.; 
Happ Construction Co.; Don L. 
Dise Inc.; Craft Way, and Dixmoor | 
Home Builders. It lost Acme In-| 
dustrial Co. Media breakdown: 
Business papers 64%, newspapers 
30%, magazines 6%. The agency 
has 36 employes and predicts | 
business will be up a fat 30% | 
in '56. 

Palm’ & Patterson, Cleveland, | 
billed $2,004,320 in 1955, as com- 
pared with $1,658,000 in 1954. In- | 
cluded in last year’s billing was) 
$942,131 in capitalized fees. The | 
agency acquired Maintenance Inc., | 
Hercules-Galion Products and Val- 
vair Corp., among others, last year, 
while losing “none of importance.” 
The agency has one office with 26 | 
employes and expects 1956 billings | 
to be up 10%. 


J. BR. Pershall Co. Chicago, | 
bilied $1,544,292 in 1955, compared | 
to $2,222,176 in 1954. This includes 
$405,216 in capitalized fees for | 
1955 and $825,374 in the previous | 
year. The agency added American | 
Hospital Supply Co. and the Hi-C | 
division of Minute Maid Corp.) 
during the year; no accounts were | 
lost. Its billings break down like 
this: Newspapers 17%; business | 
papers 14%; outdoor 13%; televi- 
sion 4%; magazines, transit adver- 
tising and radio 1% each; other, 
49%. It has 31 employes and esti- 
mates a billings increase of 20% 
for 1956. 


Lee Ramsdell & Co., Philadel-— 
phia, reports billings of $1,312,- 
327.82 in 1955, of which $668,- 
742.32 represents capitalized fees. | 
The agency reports no further in- 
formation. 


Ridgway Advertising Co., St. 
Louis, Mo., billed $1,300,000 in 


1955, an increase of 25% over its 
1954 billings. It acquired Amer- 
ican Sales Co. and St. Louis Dairy | 
Co. during the year, but does not | 
report if it lost any accounts. Its 
media breakdown is: Newspapers | 


this: Newspapers 60%; radio 25%; 
magazines 10%; television 5%. The 
agency expects 1956 billings to be 
up 40%. 


la 10% rise in 1956 volume. 


Charles L. Rumrill & Co., 


agency has 12 employes, estimates | 


as a major aid to 


your Quad-City 


marketing plans 


in 1956 


Represented By 
AVERY-KNODEL 


* 


Look at Atianta... 


H. W. Lay & Company’s $1,800,000 new plant 
on Peachtree Industrial Boulevard covers 150,- 
800 square feet. This building replaces seven 
plants and warehouses in the Atlanta area, con- 
solidating production of all Lay products here. 


Lay manufactures potato chips and “snacks”. 
(Some 567,840,000 chips alone will come out of 
the new plant in 1956.) The $1,333,333 annual 
payroll boosts Atlanta’s prospering economy .. . 
Lay absorbs a goodly portion of this region’s 
crops besides, Sell and serve this Georgia mar- 


ket with the South’s largest newspapers. 


Che Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 


Represented by Kelly-Smith Co 


Circulation: 441,825 Daily * 493,042 Sunday (4.8.C 9/30/55) 
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BIRTHPLACE — This small two-story annex of the Downey Block, IN THE 90’s— Historic events of the decades prior to and after 
at Temple and New High Streets, was the first home of the Los the turn of the century were reported by The Times from its new 
Angeles Times. The first issue was published on December 4, 1881. headquarters at First and Fort Streets (later to become Broadway). 


IRST in The Nation 
News and Features 


IRST in The Nation 
Advertising Volume 


REPRESENTED BY CRESMER AND WOODWARD, 
NEW YORK, CHICAGO, DETROIT, ATLANTA AND SAN FRANCISCO 
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TODAY — The spirit of the old Times is in this building but other- 
wise every feature is as modern and efficient as 1956 can provide. 
This is the home of the leading newspaper of Western America. 


THIRD HOME —A new plant at First Street and Broadway was 
occupied by The Times in 1912. Los Angeles now was becoming 
a major city and The Times championed many projects. 


The modest four-page first issue of the Los Angeles 
Times, published on December 4, 1881, was the start 
of one of the most extraordinary newspaper success 
stories in American history. 


Figures just released by Media Records, Inc., show 
that for the full year of 1955 The Times led all papers 
in the country in two important categories: Lines of 
news and feature material and total advertising volume. 


To attain this national leadership for a Western news- 
paper for the first time, The Times set records in both 
classifications. News and feature content exceeded that 
of the second-place newspaper (the New York Times) 
by more than 2,700,000 lines. In total advertising pub- 
lished, the Los Angeles Times led the runner-up Mil- 
waukee Journal by more than 5,000,000 lines. Total 
Retail and Classified advertising were additional Media 


LOS ANGELES 


Records classifications in which the Los Angeles Times 


occupied first place in the nation. 


These are the official rankings of leading American 
newspapers: News and features — 1. Los Angeles Times 
2. New York Times 3. Miami Herald 4. Oakland Tribune 
5. Washington Post & Times-Herald. Total advertising — 
1. Los Angeles Times 2. Milwaukee Journal 3. Chicago 
Tribune 4. New York Times 5. Miami Herald. 


The amount of reading which the Los Angeles Times 
provides to its subscribers, coupled with the rule of 
uncompromising quality of news coverage, pictures and 
features, means the best possible value in a newspaper. 
For these reasons and a record of three-quarters of a 
century of integrity, The Times is first in the West in 


daily, Sunday and home-delivered circulation. 


1881-1956 


Cur [hth Year 
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_ than mere 
~ CONTACT... 


GET FULL 
IMPACT ! 


Only the Big 3 Service Weeklies back your 
product with these 3 big advertising advan- 
tages: Near-saturation coverage of the $8 bil- 
lion military market . . . Lowest cost per 


Weeklies 
shies ieemaiaalll 


can guarantee: 


~Y TOP PAID CIRCULATION 
Vv LOWEST MILLINE RATE 
Y MERCHANDISING AIDS 


in the military field 


thousand readers . . . Exclusive merchandising 
services for advertisers. When you place space 
to sell the Armed Forces, put it where it pays 
off—in the TIMES Service Weeklies. 


we Write for Sample Copies, Rates, New Market Data Book, **Timely Facts” 


ARMY TIMES PUBLISHING CO. 2020 M. St, N.W., Washington 6, D.C. 
U.S. OFFICES: Chicago, Detroit, Honolulu, Los Angeles, New York, Philadelphia, San Francisco 


FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Army Times * Air Force Times « Navy Times 


‘MEMBERS: AUDIT BUREAU OF CIRCULATIONS 


Rochester, N.Y., billed $4,629,772 
in 1955, of which $1,704,539 repre- 
sents capitalized fees. In 1954, the 
agency billed $4,385,816, of which 
$1,596,853 represented fee capital- 
ization. No account losses or gains 
were reported. Its billings were di- 
vided like this: Business papers 
41.24%; magazines 35.18%; news- 
papers 13.44%; television 10.14%. 
The agency has 78 employes in 
one office and expects 1956 will be 
up 17%. 


Rutledge & Lilienfeld, St. Louis 
and Chicago, billed $2,475,000 in 
1955, of which $75,000 represents 
capitalized fees. The agency was 
started in 1954. It added Booth 
Fisheries, Colonial Sugars Co., 
Dining Car Coffee and Silver Skil- 
let during the year; it lost W. T. 
Young Foods. The agency gets 
52% of its billings from television; 
16.2% from newspapers; 15.1% 
from radio; 3.9% from magazines; 
3.6% from business papers; 3.2% 
from outdoor; 2% from farm pa- 
pers; 1% from transit advertising 
and 3% from other sources. The 


a 


LEA 


064,31 


Sources: ABC Publishers’ Statements for 6 mos, 
ending September 30, 1955; Media Records total 
advertising, less AW, TW, and Comics, 1955. 


230,238 Daily 
Largest Circulation in the Pacific Northwest} 297,135 Sunday 


total daily 
circulation lead 
over 2nd paper 


City Zone Lead — 10,546 
City & RTZ Lead — 16,958 


total advertising 
lead over 2nd paper 
Year: 1955 


Retail Lead — 3,312,727 lines 


General Lead — 1,242,320 lines 
Classified Lead — 4,009,264 lines 


THE Oreg 


onian 


j Portland, Oregon 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 


Advertising Age, February 27, 1956 


agency employs 25 persons in its 
two offices and estimates a 20% 
gain in volume for 1956. 


Schram Advertising Co., Chica- 
go, billed $2,076,714 in 1955, of 
which $1,903,374 represents cap- 
italized fees. In 1954, the agency 
billed $1,934,222, of which $1,839,- 
010 represented capitalized fees. 
Schram added a total of 16 ac- 
counts during 1955. Lawrence M. 
Cohen, formerly with Lawrence 
Advertising Agency, joined the 
ageney, bringing in all his ac- 
counts. The agency has 18 em- 
ployes and expects a 20% gain in 
billings for 1956. 


Shattuck, Clifford & McMillan, 
Boston, reports 1955 billings were 
“slightly over a million.” In 1954 
the agency reported $599,994 total 
billings. During ’55 it added Epsco 
Inc., Riverwas Salad Dressing, 
Keleket X-Ray Corp., and National 
Co. It lost Winslow Potato Chips, 
and Bay State Macaroni. It has 16 
employes, and estimates its °56 
volume will be up 20%. 


Walker B. Sheriff Inc., Chicago, 
billed $1,900,000 in 1955, of which 
$400,000 represents capitalized 
fees. In 1954, the agency billed 
$580,000, of which $80,000 repre- 
sented fee capitalization. During 
the year, it added six accounts: 
AMI Inc., Automatic Washer Co., 
Wilson Jones Co., Duncan Hines 
Refrigerators & Freezers, Quic- 
frez Inc., and Shaler Co.; it lost 
none. Its billings were divided like 
this: Newspapers 10%; radio 5%; 
television 25%; outdoor 10%; busi- 
ness papers 30%; other 20%. It 
has one office with 16 employes 
and expects 1956 volume to soar 
50%. 


Sterling Advertising Agency, 
New York, was estimated by AA at 
$5,500,000 in 1954, but is not be- 
| lieved to have been in this billing 
bracket in 1955. The loss of the in- 
‘dustrial division—worth around 
| $500,000—which was absorbed into 
G. M. Basford Co. last March, plus 
additional losses during the year, 
placed the agency’s billings for 
1955 below $5,000,000, AA esti- 
mates. 


Sudler & Hennessey, New York, 
billed $1,110,518 in 1955, of which 
$757,065 represents capitalized 
fees. In 1954, comparable figures 
were $1,023,765 and $794,298. Dur- 
ing the year, the agency gained 
Ciba Pharmaceutical Products, 
Denver Chemical Mfg. Co. and 
Walker Laboratories; it lost Pit- 
man-Moore Co. About 32% of its 
billing was in business papers, 
'68% in direct mail and special 
services. It has one office with 26 
employes, and foresees an 18% 
gain in 1956. 


Howard Swink Advertising 
Agency, Marion, O., billed $1,658,- 
482 in 1955, including $483,109 in 
capitalized fees. In 1954, the fig- 
ures were $1,488,521 and $505,641, 
respectively. Swink gained Bruce- 
Ellen Co., Krop-Kare Products 
division of Kilby Steel Co., Mer- 
icury clutch division of Automatic 
|Steel Products, and Midland Mu- 
‘tual Life Insurance Co. It lost 
| Hercules Steel Body Co. The agen- 
|cy spent its billings like this: 48% 
‘in business papers; 32% in maga- 
‘zines; 12% in radio; 6% in farm 
|publications and less than 1% in 
|/newspapers. Swink employs 34 
persons and expects 1956 billings 
|to be up 5%. 


| Symonds, MacKenzie & Co., Chi- 
‘cago, billed $1,804,696, of which 
| $1,085,220 was in capitalized fees. 
In 1954 the agency billed $1,896,- 
484, of which $1,188,792 was in 
\fees. It added four new accounts: 
|Weckesser Co.; Guardian Light; 
‘Packard Instrument, and Daven- 
| port Mfg.; it lost W. C. Dillon & Co. 
at the end of the year. Business pa- 
pers got 83% of the agency’s bill- 
|ings, newspapers 2%, magazines 
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The Bulletin delivers more copies 


than any other newspaper 


Tell your sales story where it will do 
the most good—in the homes of Greater 
Philadelphia’s multi-billion-dollar 
market. Use the favorite newspaper of 
this market—The Evening* and Sunday 
Bulletin. 


Readers are showing particular interest 
in the lively new format of The Sunday 
Bulletin. Published on new presses, in 
new type, in the world’s most modern 


newspaper plant, The Sunday Bulletin 
is bright, fresh, easy to read. R.O.P. 
editorial and advertising color, too. 


The Bulletin packs selling power 
throughout a market noted for its buy- 
ing power. Philadelphians like The 
Bulletin; they buy it, read it, trust it 
and respond to the advertising in it. 


The Bulletin is Philadelphia. 


*Largest evening newspaper in America 
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In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 342 Madison Ave. * Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta ¢ Los Angeles ©* San Francisco 
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9%; the rest was divided between | 


other media. It has 15 employes 
and forecasts a 10% rise in ’56. 


Wexton Co., New York, reports 
billings of $1,300,000 for 1955, with 
$100,000 representing capitalized 
fees. The agency added Synthetic 
Plastics Corp. and Hudson Pulp & 
Paper Corp. It now has 24 em- 
ployes and predicts a 70% increase 
in billings for 1956. 


Wright, Campbell & Suitt, Chi- 
cago, billed $1,275,000 in 1955, 
compared with $925,000 in 1954. In 
October the agency added a prin- 
cipal, William Suitt, and changed 
its name from Wright-Campbell. 


It lost no accounts in 1955, and | 


magazines 12%, newspapers 9%, 
and production charges and mis- 
cellaneous 5%. The agency has 15 
employes. 


Zimmer-McClaskey, Louisville, 
billed $2,561,398 in 1955, of which 
$1,505,883 represents capitalized 
fees. In 1954, the agency billed $1,- 
959,837, including $1,184,449 in 
capitalized fees. It added the 
Louisville Philharmonic and Brad- 
ley & Gilbert during the year and 
lost no business. 


100 Agencies Billed 
Less Than $1,000,000 


Copyright, 1956, by Advertising 


added the Sheer Magic portion of | Publications Inc. Quotation or re- 


the Campana account although 


|production expressly prohibited. 


billings on it didn’t begin until the | 


end of the year, plus two local ac- | 


counts: Arrowhead Oldsmobile 
agency and Kraml Dairy Co. Based 
on Campana and other accounts to 
come, it expects to bill $2,000,000 
in 1956. Media breakdown: Televi- 
sion 40%, radio 34%, consumer 


|ing the 1955 billings of 100 agen- 
cies which replied to billings 
‘questionnaires, one thing stands 
out: The optimism of the small 
agency operator. 


For in this bracket, the largest | 


New York, Feb. 22—In report-| 


single group of agencies—23— 
estimates that the 1956 volume will 
be from 16 to 25% higher than 
their individual volume was in 
1955. 

The second largest group—20— 
forecasts increases ranging from 
6% to 10% next year; the third 
largest group—14—estimates vol- 
ume will be up 50% or more. It 
is .obviously possible to register 
larger percentage gains if one’s 
total is small. But some agency 
| owners forecast gains in the mag- 
|nitude of 185%, 100% and 75%. 


8 Two equal groups—nine in each 
|—thought their volume would in- 
crease either from 11 to 15%, or 
from 26 to 50%. And a group of 
slightly larger size—ten—thought 
1956 volume would hold about 
even with 1955. 

Only two agencies forecast gains 
of 5% or less; only one thought 
1956 volume would be down from 
1955, and two reported their vol- 
ume would be “up,” but assayed 
no estimate. 

Here’s the agency-by-agency 
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THIS PICTURE BY SHOWING 
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IN ST. LOUIS 


MAXIMUM POWER...100,000 WATTS ON VHF CHANNEL 5 
NBC NETWORK - National Advertising Representative: NBC SPOT SALES 
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100 Agencies 


Advertising Associates 

Allan Associates 

Andover Advertising 
Anthracite Advertising Agency 
Armstrong-Schramm Co. 
Arnold & Co. 


W. H. Badke Advertising 
Baus & Ross Co. 

Fred R. Becker Advertising 
Louis Benito Advertising 
Bevis Associates 

Bonsib Inc. 

Brown Advertising Agency 
Byron H. Brown & Staff 
Burnett & Logan 


Capital Advertising 

|} Carvel Nelson & Powell Adver- 
tising Agency 

Cary-Hill Inc. 

Adrian E. Clark Jr. Inc. 

Clausel Co. 

Sidney Clayton & Associates 

Allan J. Copeland Advertising 

Lawrence S. Covington Adver- 
tising Agency 

Craig & Webster Advertising 
Agency 

Creative Marketing Associates 


Dawson Advertising Agency 

August Dorr Associates Adver- 
tising 

Charles F. Dowd Inc. 

Duncan-Brooks Inc. 


Eddy-Rucker-Nickels Co. 
Emerson Advertising Agency 


E. M. Freystadt Associates 
Ad Fried Advertising Agency 
Dan W. Frye Advertising 


Gamut Inc. 

General Advertising Agency 
Gramercy Advertising Co. 
Graphics Inc. 


Hall-Neagle 

Harper Co. 

R. T. Harris Advertising Agency 

Paul M. Healy Advertising Serv- 
ice 

A. Hemsing Advertising 

Hepworth Advertising Co. 

Hill & Christopher 

E. T. Holmgren Inc. 


Frank C. Jacobi Advertising 

Alvin H. Jacobson Advertising 
Agency 

Ray C. Jenkins Advertising 
Agency 

Don Jenner Advertising Agency 

Johnson & Johnson Advertising 
Agency 


Up to $1,000,000 in 1955 
(Listed Alphabetically) 
Copyright, 1956, by Advertising Publications Inc. 


Which Billed 


Gerald H. Keller Advertising 
Raymond I. Lang Advertising 


Lester Langer Advertising 
Agency 

Lavidge & Davis 

Leber & Katz 

Mack Leblang Co. 

Lenhart Advertising 

Mervin N. Levey Co. 


Maercklein-Nelson Advertising 
Miller Agency Co. 

Paul M. Miiler Co. 

Harold M. Mitchell Inc. 

R. B. Moreland & Co. 
Mullican Co. 


North Advertising Inc. 
Otto & Abbs Advertising 


Park Advertising 

Parsons, Friedmann & Central 
Advertising Agency 

Maurice Paulsen Advertising 

Robert J. Peets Advertising 

Pfaus-Finkle Advertising Agen- 
cy 

Powell-Gayek Advertising 


Reast & Connolly 

Record Advertising Agency Inc. 
Reid, Decker & Stocki 
Robertson, Buckley & Gotsch 
Edward W. Robotham Co. 
David E. Rothschild Advertising 


J. B. Sebrell Corp. 

Ken Seitz & Associates 

James C. Seix Co. 

H. Richard Seller Advertising 

Harold R. Smith Agency 

Standart & O’Hern Advertising 
Agency 

Stein Advertising Agency 

Stern, Walters & Jaster 

James A. Stewart Co. 

G. F. Sweet & Co. Inc. 


Geo. E. S. Thompson Advertis- 
ing Consultant 

Coleman Todd & Associates 

Tolle Co. 

Tri-State Advertising Co. 


Wehner Advertising Agency 

Welch, Collins & Mirabile 

Wendt Advertising Agency 

Wilson Advertising Agency 

Thomas C. Wilson Advertising 
Agency 

Wyckoff Associates 

John Marshall Ziv Co. 


| picture, in alphabetical order: 


Advertising Associates  Inc., 
Richmond, Va., billed $180,218 in 
1955, of which $82,514 was in cap- 
italized fees. In 1954 the agency re- | 
ported $128,907, with $66,632 of 
this in fees. The agency reports no | 
accounts lost; it added Noland Co., 
Home Brewing Co. and Common- | 


| 


wealth Sales Corp. Newspapers 
took 50% of its billings, magazines 
20%, radio 5%, television 5%, out- 
door and business papers 10% 
each. The agency has seven em- 
ployes in two offices and predicts 
a 50% jump in its 1956 volume. 


Allan Associates, New York, 
billed $150,000 in 1955, of which 
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m In 1955 


( Ser | je the 
@ Cincinnati 
Enquirer 
ranked 
among the 
first 6 


an 


newspapers 
in 


the world 


in 
| advertising 


gain 


(Up 
5.150.000 


lines 


over 
1984) 


Gosh, isn't 


anybody 
surprise 


if 


(Apparently not anyone who has been watching 


the Cincinnati Enquirer since 1950. Not anyone 
who has heard the jet-like swsh-h-h-h as it 


moved from 31st to 16th place among the na- 


tion’s newspapers in total advertising volume) 


ISN’T ANYBODY SURPRISED: 


1. That the 5,150,000-line gain in 1955 


by the Cincinnati Enquirer was made 
despite an across-the-board price reduc- 
tion to local retail advertisers, Jan. 1, 
1955, by the two competing newspapers? 


- That the Daily Enquirer now leads in 


local (retail) display advertising? . . . 
Both the Post and Times-Star are down 
from their 1950 figures. The Daily En- 
quirer is up a phenomenal 52% to grab 
first place. The Sunday Enquirer is up a 
healthy 16%. As a matter of fact, the 
Sunday Enquirer carried more retail 
linage in 1955 than either the Times- 
Star or Post on the other six days of 
the week. 


- That the story’s the same for all dis- 


play advertising? Actually, the Daily 


Enquirer is up 53% here, with both the 
Post and Times-Star showing minus 
signs compared with 1950. Sunday En- 
quirer? Up 10%. 


- That in Automotive Linage, too, the 


Daily Enquirer has accelerated to No. 1 
position from a slow-No. 3 spot in 1950? 


- That the daily newspaper with the 


biggest circulation in Cincinnati is 
the Daily Enquirer? Biggest in the City 
Zone, where it ranked a poor but prom- 
ising third in 1950. Biggest in the com- 
bined City and Retail Trading Zones. 
Biggest in TOTAL circulation with 
206,408—which tops the Times-Star by 
over 50,000, the Post by over 40,000. 


Note to innocent bystanders. One way to impress any national advertisers or 
agency men among your acquaintances is to mention that you understand 
the Cincinnati Enquirer is the hottest thing in newsprint, today . . . that 


things have changed in Cincinnati . . 


. and you might even quote a few 


statistics from this page. They’ll think you’re pretty sharp. 


Solid Cincinnati reads (and advertisers are flocking solidly to...) The Cincinnati Enquirer 


Represented by Moloney, Regan & Schmitt, Inc. 
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re New STANDARD METROPOLITAN AREA 


Evansville | 


An Excellent Test Market too! 


@ Isolated but readily accessible 

@ Representative in size 

@ Has many diversified industries 

@ Has an endiads of natural resources 
@ Has a representative, stable economy 
@ Many other Test Market features 


of EVANSVILLE, INDIANA 
OVER 200,000 POPULATION 


On October 19, 1955 Henderson County, Kentucky was 
officially included in the Evansville Standard Metropolitan 
Area according to the U.S. Bureau of the Budget, Statis- 
tical Standards Division. This places the area among the 
first 100 Metropolitan Areas in the United States. 


TOTAL 16 county market... nearly 2 mil- 
lion population. Courier and Press circulation 
ry a 8 out of every 10 families — Sunday, 2 out 
of 3. 


Represented Nationally by: General Adv. Dept. 
— Scripps Howard Newspapers 


: the evansville 


the evansville 


Press |. Courier 


| $75,000 represents capitalized fees. 
| In 1954, the agency billed $120,000, 
lof which $60,000 represented fee 
| capitalization. The agency reported 
| no account gains or losses. It spe- 
'cializes in Spanish media and its 
|billings were divided among 
| newspapers, magazines, radio and 

television. The agency employs six 
| people in one office and expects 
| billings for 1956 to be up 10%. 


Andover Advertising Co., Chica- 
go, billed $338,500 in 1955, of which 
$166,500 represents capitalized 

|fees. In 1954 the agency billed 
| $300,250, of which $215,200 repre- 
| sented capitalized fees. During the 
| year it added First Guarantee Sav- 
ings Assn., Chicago Guarantee Sav- 
ings Assn., and Stephen Products 
Co. Its billing was divided 86% 
|in newspapers, 12% in magazines, 
|1% in business papers and 1% 
| other sources. The agency has two 
|employes and expects a 20% gain 
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Back in 1922 the very first issue of Hotel Management featured an 
article, “How to Attract the Motor Tourist.” 
Millions of words, hundreds of articles and thirty-four years later, 


Hotel Management continues to 


to meet and beat competition, they must engage in the construction and 
operation of Motor Hotels as well as modernize and expand hotel facilities. 

As shown by the newspaper clippings on the right, a new building 
revolution is underway’in the hotel industry—further proof of the effective- 
ness of Hotel Management's editorial foresight and leadership. 


HOTEL MANAGEMENT 


Published by Ahrens Publishing Co., Inc. 


71 Vanderbilt Ave., New York 
201 No. Wells St., Chicago, Ill. 


emphasize to hotel executives, that in order 
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in billings this year. 

Anthracite Advertising Agency, 
Scranton, Pa., billed $92,299 in 
| 1955, compared to $116,907 in 1954. 
The agency reports that the 1955 
total includes $6,320 in capitalized 
fees, compared to a corresponding 
figure of $1,658 the previous year. 
During 1955, Anthracite added 
Scranton Nehi Bottling Co. and 
\Secranton Storage Battery Corp.; 
it lost Williams Baking Co. and 
Wickham Bros. Corp. The agency’s 
billings break down as follows: 
| Television 28%; radio 24%; news- 
| papers 22%; business papers 12%; 
| outdoor 6%; point of sale 5%; oth- 
er 3%. It has two employes and 
expects business to be up 10% in 
1956. 


| Armstrong-Schramm Co., San 
Diego, reports 1955 billings of 
| $574,499, of which $183,006 was 
capitalized fees. Comparable fig- 
ures for 1954 were $548,705 and 
$221,930 respectively. The agency 
lost Electronics Investment Corp. 
in ’55, but added Peck Buick Co. 
and Singing Hills Ranch Golf & 
Country Club. Media breakdown: 
Newspapers 27%; magazines 1%; 
radio 22%; television 21%; out- 
door 11%; transit advertising 9%; 
other 9%. It has seven employes 
and estimates 1956 volume will 
be up. 


Arnold & Co., Boston, reports 
1955 billings of $812,000, of which 
$220,000 was capitalized fees. Com- 
parable figures for ’54 were $710,- 
000 and $212,000 respectively. It 
added three new accounts during 

|’55: Pullman Vacuum Cleaner 

Corp., Stop & Shop, a supermarket, 
and H. H. Scott, high-fidelity re- 
| corders. The agency reports media 
| breakdown as follows: Newspapers 
| 28%; magazines 8%; radio 29%; 
television 8%; outdoor 4%; busi- 
|ness papers 16%; transit advertis- 
ing 3%; point of sale 1%; other 
| 3%. It has 14 employes. 


| W. H. Badke Advertising Agen- 
|cy, Milwaukee, billed $142,664 in 
1955, of which $28,333 is represent- 
ed by capitalized fees. Of the total, 
$682 was international billing. In 
1954, comparable figures were 
$135,783 total billing, $30,333 in 
capitalized fees, and $2,100 in in- 
ternational. It neither lost nor 
gained any accounts. Its approxi- 
|mate billings breakdown: Business 
papers 80% and farm publications 
20%. The agency has one employe, 
and forecasts a ’56 about like ’55. 


Baus & Ross Co., Los Angeles, 
which changed its name May 1 
from W. B. Ross & Associates, 
billed $864,750, of which $669,760 
is reported as capitalized fees. In 
1954, the agency billed $1,911,156, 
‘of which $1,682,316 is reported as 
| fee capitalization. Its billings were 
| divided like this: Newspapers 14%; 
radio 11%; television 14%; outdoor 
'19%; “printed materials, direct 
papell 42%. It has one office with 
|10 employes, and “because 1956 is 
|an election year,” expects volume 


| to be up 40%. 


Fred R. Becker Advertising, 
Louisville, billed $353,572 during 
|1955, of which $28,000 represents 
| capitalized fees. In 1954, the agen- 
| ey billed $324,416, of which $20,000 
| represented fee capitalization. Dur- 
‘ing the year, the agency gained 
Lincoln Income Life, Rolane 
|Sportswear, Cavalier Cravat and 
| Mayfield Lamp; it lost Leggett & 
| Platt. Media breakdown: Newspa- 
pers 25%; magazines 32%; supple- 
ments 3%; radio 4%; television 
6%; outdoor 3%; business papers 
| 20%; farm publications 3%; tran- 
sit advertising 1%; point of sale 
|3%; taxi posters 1%. The agency 
operates one office with seven em- 
ployes, and expects 1956 to be up 
20%. 


Louis Benito Advertising, Tam- 
|pa, billed $426,633 last year, of 


NB 
eee Gi! Siemans 
as a7 ay ee sie a, aa 7 7 
ips hee ees cade <i, oe a? mee sie ieee sig 
ae It i ee 
na 1 ae -_ poe 
ae a ae 
a 1 
ents ¢ . 
se os = 
#43 a 
7 : 
Bs ee 
Eaten: 
ve ee 
< e 
es : 
ah 5 7 
| oe 
fa 
fay BOT wb 
bio MANAGES 
Beet » ie a . sean to Hotel Mano a ec ieae 
“te ore Ps Hotel ond Motor is every indicotion thot this 
Bet — motors SanAREiehew 195 ase 
pes 7. ¥- 
me | eee== ee | Hotel F . | 
ae ; . | ——— a= P 8 
i Ea lans Hig 
aN \s =i} eee Inc., is making | 
ae “eal - Afren inn clone the i 
hh 4 Bo 
3 ond for Sheraton Cha 
— Lee i an \ 
oy Set for Binghamton, NY. 
) 4] By Boston—Plans for a nd Sherato: 
Pe Po hate! were rovee Gio wom 
= : “s Breeze Outpost Inn 
gis ee ubles in Size 
eC . x a Pl Located on tt 
ee! ae beach 0} U.S. AlA. Sout 
ae Ned ep ns Henry Clay Hotel CO., ! 
fat. i Building air-Conditioned : 
me 2 , «360,000 Motel, Near 
eas! 4 on ’ : 
ae cy —The Henty Clay H- 
4 Pat ; an 
ree s ye 
i i¢ 
pa —— ope 
Ke SHREVEPORT, La.—The Shreve OF 
fev anda $625.000 70-room air condition 4 
wae eg 5* PTT | 
ne ee Building $3'/2 Million ! 
be es Highway Hotel | 
tie - DENVER, Covo.—Construction startec 
Sa . . | 
43 Dinkler Chain Buys 
ae First of 50 Motels | 
Na ee Saasoeyias FUN TSS ee 
Bie - ysteee ess PE 
eur: ‘ 
Bs TT Harvey to Build 100 Rm. | 
Ss = Hotel at Grand Canyon 
Rae. - A new 300 
Re 3: ea vy architects 0 
semen 2? pa te chants / = att he erecté | 
Wage tages oe enti 3 a ae a ‘ohh = wee : | 
Ber. Sears. ‘Sighs ag Po | 
Bee Al , Se eee 
—— - <= — ft 


i ea ene. gee Se ee ee 3 fear 


sips ai, « <a 


“It vibrated and thundered 


like the butterflies in a Skid Row bum’s stomach 


on Sunday morning...” 


This is a long piece of copy. It will take you perhaps five minutes to read. 


But it’s worth it. It’s about aman named McCahill, a magazine named Mechanix 


Illustrated, and one of the most exciting partnerships in modern publishing. 


“OLD CHROME DOME”, as his friends affectionately 
call Tom McCahill, was America’s first automobile test 
reporter. This is his 10th Anniversary with MECHANIX 
ILLUSTRATED, and a lot of people, besides ourselves, have 


good cause to celebrate. 


It’s not alone because Tom was the first magazine 
writer to kick the tires, bite the fenders, and dive right 
underneath. Nor that he did the job as thoroughly as an 
honor student in the Bellevue morgue. The big trick is 
that he did it so fearlessly, so honestly ... and hence so 
usefully for MI’s millions of fans. Keep in mind that 
before McCahill and this magazine got waltzing together, 
no one had the starch to potshot Detroit, even for 
Detroit’s own good. 

When Tom nominated one manufacturer for the 
“Greaseball Oscar”, for introducing the most overpriced 
car in America... wow! When he gave the bazoo to 
another for a product with “all the comfort of sitting 
on a park bench during an earthquake”... wow! And 
when he said about another, “Put together like a Chinese 
laundryman’s version of a Western sandwich”. . . 

But because he said what he meant, and meant what 
he said, it worked both ways. Thus, no highpriced ad- 
writer could ever command Tom’s rhetoric nor his reader 


respect when he poured out praise . . .“Hot as a hornet’s 


kiss”. . .““Smooth as an eel in a bucket of castor oil”. . . 
“Accelerates like a homesick gazelle with a tail full of 
wasps”. Nor could any Madison Avenue magician incite 
such spontaneous reader reaction! 

Today, many “pros” in the field call him “the auto 
industry’s one man bureau of standards”. No laboratory 
ever went about the job more thoroughly. First, he gets 
the inside track on somebody’s newest model. Then he 
puts it through the same cool, calculated shakedown that 
a small town fire chief gives a new red truck. Finally, he 
reports on how it stacks up to his exacting standards for 
mechanical excellence, beauty and value. This is what 
almost every MI reader has come to look for every month 
in “MI Tests the New Cars”. Maybe you'll never adver- 
tise in MI, but the least you can do for yourself is start 
reading this much of it. 

Well, like Galileo or Newton or somebody said, “To 
every action there’s an equal and opposite reaction”. 
A pile of reader mail . . . by this time enough to fill a 
room. An army of readers who wouldn’t buy any gas 
buggy without going through McCahill’s test with him. 


Automakers who have quoted him in their commercials 


on the air... bought who knows how many millions of 


. published his entire story in their house- 


reprints . . 
organs. Dealers who religiously echo him, run his com- 
ment in their own advertising. Manufacturers who have 
actually changed parts, equipment, even power plants 
because of him. 

For us here at MEcHANIX ILLUsTRATED, the payoff has 
been double. Circulation keeps climbing, nudging the 
million mark right now, and Tom’s had plenty to do 
with it. And kind words or unkind . . . MI’s automotive 
space keeps pushing up. Last year in just accessories 
and equipment alone we set the pace for all magazines 
in page gains. And February MI . . . biggest single ad 
revenue issue in our career! 

Like we said, you ought to read McCahill. Once you 
do you'll have a lot more understanding of this fine 
magazine and its hold on its enthusiastic audience . . . 
and what that can mean to you as an MI advertiser... 


automotive or whatever you have to sell to a million men. 


MECHANIXZ 
ILLUSTRATED 


A FAWCETT PUBLICATION ... NEW YORK * DETROIT 
CHICAGO © LOS ANGELES * SAN FRANCISCO 
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CHILD TRAINING ASSOCIATION, INC.. 


Has o Powerful Pull (both ways) 


for ADVERTISERS through 


Children’s Activities; 


50¢ a copy; 1 year, 10 issues, $4.00 


Delivered each month to more than 300,000 homes, with over 1,000,000 
children, who need SHOES, CLOTHING, FOODS, DRUGS, TOYS, TOILET 
ARTICLES, SPORTING GOODS. 


We will display your product on a full page to this tremendous purchasing 


@ 


audience, where a penny will reach 2) homes with 9 children. 


Paul Denneny 1111S. Wabash Ave. Chicago 5, Ill. Phone: Harrison 7-3362 


| which $218,622 was in capitalized 
| fees. The agency started in busi- 
ness in March, 1954, and billings 
for that year were $72,923, of 
which $32,452 was in additional 
fees. The agency acquired 16 ac- 
counts during the year, including 
the First National Bank of Tampa, 
Consolidated Box Co., Tampa Flo- 
rida Brewery, Clearwater Cham- 
ber of Commerce and Tides Hotel, 
lost no accounts. Television got 
51% of the agency’s billings; news- 
| papers 19%; business papers 10%, 
with the rest divided. Benito now 
has ten employes, estimates a 50% 
rise in business for 1956. 


Bevis Associates, Advertising, 
Miami, billed $362,000 in 1955, its 
first year in business. Of the total, 

| $62,000 represents capitalized fees. 
| It added Florida Home Heating In- 
stitute and Fort Montagu Beach 
| Hotel in Nassau, lost Hialeah Race 
Course. Media breakdown: News- 


* | papers 30%, magazines 20%, radio 


| 15%, tv 20%, outdoor 10%, and 
‘business papers 5%. It has eight 


In NEW ENGLAND 
Retail Sales per square 


mile are 3 times 
greater than the rest 
of the U. S. 


But Retail Sales 
are even better 


Metropolitan — 
| WORCESTER | 


in the : 


County Market 


2% times greater than the rest 
of the New England States 
7 times greater than the rest of 


the U. S. 


Here’s the Metropolitan Worcester 


County Market Story 


Population 
Families 
E.B.1. 

Retail Sales 
Grocery Sales 
Drug Sales 


Worcester Telegram-Gazette 
Circulation: 


Daily 158,550; 
Sunday 105,474. 


Source: Sales 
Further reproduction not 


WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 


MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


574,100 
166,800 


$889,498,000 
$608,509,000 
$175,676,000 
$ 15,483,000 


Management Survey of Buying Power, 
licensed, 


Advertising Age, February 27, 1956 


employes and predicts a 10% gain 
in ’56. 


Bonsib Inc., Ft. Wayne, billed 
$759,355 in 1955, of which $438,288 
represented capitalized fees. In 
1954, comparable figures were 
$724,737 and $496,509. The agency 
added Cupp Inc.; Indiana & Mich- 
igan Electric Co.; Industries Build- 
ing Corp., and Utility Products Co. 
It lost McMillen Feed Mills. Media 
breakdown: Business papers 60%; 
newspapers, magazines, television 
5% each; radio and farm publica- 
tions 5% each. It has 12 employes, 
and hopes to increase billing in 
1956 about 10%. 


Brown Advertising Agency, Co- 
lumbia, Mo., reports billings of 
$103,785 in 1955, of which $10,513 
represents capitalized fees. In 1954 
the agency billed $171,549, of 
which $12,600 was for fees. It re- 
ports no lost accounts; it added 
Rader’s Inc.; Horman’s Meat Co.; 
International Twist Drill Corp.; 
Swisher Mower & Machine Co.; 
Missouri Farmer; Dairy Queen 
(Missouri), and the Missouri State 
Fair. Billings were divided as fol- 
lows: Newspapers 3%, magazines 
(including business and farm pub- 
lications) 53%, television 16%, 
other media 28%. Brown has eight 
employes, expects a 50% rise in 
business this year. 


Byron H. Brown & Staff, Bever- 
ly Hills, Cal., billed $722,079 in 
1955, including $401,307 in capita)- 
ized fees. In 1954, billing amounted 
to $422,152, of which $185,660 was 
in capitalized fees. The agency 
gained Adams-Rite Mfg. Co., 
American Latex Mfg. Co., Kit Mfg. 
Co., McDonald Construction Co., 
McNeil Construction Co. and Wig- 
gins Oil Tool. It lost Disneyland 
(mail order division). Billing was 
spent like this: 24% in newspapers; 
24% in magazines; 5% in radio; 
2% in television; 3% in outdoor; 
39% in business papers; 1% in 
transit advertising and 1% in point 
of sale. Brown employs 11 persons 
and expects its 1956 volume to in- 
crease 35%. 


Burnett & Logan, Chicago, billed 
$682,713 in '55, of which $352,484 
represented capitalized fees. In 
1954 comparable figures were 
$460,110 and $335,480. No signifi- 
|eant account additions or losses. 
|Media breakdown: Newspapers 
|66%, business papers 13%, “other” 
|21%. It has eight employes and 
| forecasts that ’56 will be “up.” 


| Capital Advertising, Lansing, 
Mich., billed $484,642 in °55, of 
|which $447,802 represented cap- 
_italization of fees. In 1954 compar- 
, able figures were $409,338 and 
| $388,633. It added Glazed Products; 
| Langford-McCulloch; Union Tele- 
phone Co.; Michigan Practical 
Nurses, and Standard Block & 
| Supply Co. It lost Custom Die Co. 
and Lansing Die Sinking. Its media 
‘breakdown shows newspapers and 
|business papers with 34% each, 
|farm publications with 21%, mag- 
azines 2%, radio 2%, tv 5%, and 
|the remainder in other media. It 
has nine employes and forecasts a 
gain of 100% in 1956. 


| Carvel Nelson & Powell Adver- 
| tising, Portland, Ore., billed $800,- 
| 955 in 1955, of which $257,947 rep- 
|resents capitalized fees. In 1954, 
the agency billed $693,346, of which 
| $189,640 represented fee capitali- 
zation. During the year the agency 
added Hood River Distillers; lost 
none. Its media breakdown: News- 
papers 15%; magazines 65%; radio 
5%; television 15%. It has one of- 
fice with 18 employes, and expects 
a 10% gain in ’56. 


Cary-Hill Inc., Des Moines, re- 
ports 1955 billings of approximate- 
ly $750,000. In 1954, the agency 
reported about $600,000. The mer- 
ger of Townsend-Williams with 
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What makes a newspaper great? 


“There goes that Janzen 
boy again... 


Danny Janzen loves butterflies. At 
the ripe old age of 12 he was a lepi- 
dopterist of five years’ experience, 
had over 1500 specimens stored in 
boxes and drawers in his bedroom and 
was trading with adult collectors all 
over the United States. And he was 
perhaps the loneliest small boy on his 
south Minneapolis block. Few neigh- 
borhood grown-ups understood him 
or his unusual interests—even fewer 
youngsters of his own age. 

Minneapolis Star and Tribune re- 
porter Janet Lucal, on the lookout 
for a feature story, heard about the 
“Butterfly Boy” and decided his hobby 


might be a good topic. She was cap- 
tivated by Danny’s enthusiasm, his 
eagerness to show off his multicolored 
prizes, and his pride in having cap- 
tured a rare ““Baltimore checkerspot’”’ 
in Minneapolis’ Theodore Wirth park. 

The story Janet Lucal wrote appear- 
ed in next day’s Minneapolis Star. A 
few days later her editor handed her 
this note: 

Dear Sir: 

A week ago you published an article 
about my son, Danny Janzen, which 
was written by Miss Janet Lucal. It 
was an excellent article, clear and ac- 
curate, and we wish to say ““Thank 
you”’ because it has made a big difference 
in Danny’s life. People who used to 
find his journeyings with the butterfly 
net odd, now understand what he is 
a to do and are often very helpful. 

hank you again, so much. 

Mrs. Dan Janzen 


That was almost two years ago. 
Reporter Lucal was flattered by the 
letter, and quietly pleased that her 
story had perhaps helped Damny gain 
a little stature and acceptance in the 
eyes of his friends. 


Today, Danny Janzen is in high 
school, an above-average student, and 
one of the most popular kids in his 
class. He’s studying Spanish, has been 
working summers and after school to 
get money for a butterfly hunting trip 
to Central America. He’s sure now— 
he’s going to be an entomologist when 
he grows up. 

Newspapers do “‘make a big differ- 
ence”’ in people’s lives. Helping people 
understand themselves and each other 
a little better is one of the functions 
of good newspapers. It’s through such 
devotion to the interests of all of its 
readers that the Minneapolis Star and 
Tribune have earned a unique respect 
and deep appreciation from the largest 
newspaper audience in the Upper 
Midwest. 


Minneapolis 
Star znd Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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the agency in December brought 
in 15 accounts. Seven others were 
added when an Omaha office was 
opened in the fall, and 20 others 
came in during the year. The agen- | 
cy says it “pruned off” 10 or 11) 
small accounts, “mutually” re- 
signed an unprofitable medium- 
size account and lost no important 
client. Radio accounted for 18% 
of its billings, television 24%. With 
25 employes and three offices (the 
third in Kansas City, Mo.) the 
agency says it is already billing at 
a $1,000,000 annua! rate, expects 
to be somewhere between $1,250,- 
000 and $1,500,000 by year’s end. 


Adrian E. Clark Jr. Inc., Syosset, | 
N. Y., had 1955 billings of $75,000, | 
of which $30,000 was capitalized) 
fees. Comparable figures in ‘°54) 
were $60,000 and $20,000 respec-| 
tively. The agency lost one client, | 
ICCO, and gained two, TMC and 
Century Electronics, in °55. 


Clausel Co., Houston, billed 
$130,732 in 1955, of which $57,110) 
represents capitalized fees. In 1954, | 
the agency billed $74,332, of which | 
$9,450 represented capitalized fees. 
During the year it gained three 
new accounts: Weatherford Oil 
Tool Co., Handy Hardware Stores 
and H. T. McGill. It lost A-1 Bit &| 
Tool Co. Its billings were divided | 
63% from business papers; 15% | 
from magazines; 10% from news-| 
papers; 2% from radio and 10% | 
from other sources. The agency | 
employs five persons. It estimates | 
1956 volume as 50% better than 


1955. 


Sidney Clayton & Associates, 
Chicago, billed $625,810 in 1955, of | 
which $286,611 represented fee 
capitalization. In 1954 comparable 
figures were $613,167 and $348,555. | 
It added Gerber Plumbing Fixtures | 
Corp., Panellit Inc. and Gaertner 
Scientific Corp.; it lost Mid-West) 
Institute. Media breakdown: News- 
papers 4%; magazines 2%; radio 
12%; outdoor 7%; business papers 
51%; farm publications 1%; point 
of sale 5%; other 18%. It has 11 
employes and estimates 56 volume 
up 25%. 


Allan J. Copeland Advertising, 
Chicago, billed $145,000 in 1955, of 
which $70,000 represents capitali-| 
zation of fees. The agency started | 
Nov. 1, 1954. It added the following 
accounts: Suede and Leather Re-| 
finishers of America, Continental | 
Products, and Dormeyer-Graham;| 
lost none. Its media breakdown is: | 
Newspapers 20%; magazines 20%; 
radio and tv 5% each; business pa- 
pers 20% and dealer help and con-| 
sultation, 30%. It has three em-! 
ployes and forecasts a 100% gain 
in volume in ’56. 


Lawrence 8S. Covington Adver-| 
tising, Kansas City, Mo., billed 
$141,630, of which $25,666 repre-| 
sents capitalized fees. The agency 
was organized in September, 1954, 
and billed $19,588 in the remaining 
four months of the year, including 
$6,000 in fees. It added several 
small and medium-size accounts, 
lost none. Billings were newspa- 
pers 3%; magazines 31%; radio) 
12%; television 9%; business pa-| 
pers 8%; farm publications 15%; 
point of sale 3%; direct mail 19%. 
The agency has four employes, ex- 
pects a 30% increase in business 


Craig & Webster Advertising 
Agency, Lubbock, Tex., billed 
$358,913.30, of which $147,033.20 
represents capitalized fees. In 1954, 
the agency billed $287,383.76, of 
which $140,890.36 represented fee 
capitalization. The agency added 
Holsum Baking Co., Lubbock Auto 
Co. and Bell Dairy Products during 
the year and reported no account 
losses. Its billing was divided like | 
this: Television 30%, business pa-) 
pers 15%, radio 10%, outdoor 6%, 
newspapers 5%, farm publications 
3%, magazines 2%, other 29%. The 


agency employs seven people in 
one office and expects business for 
1956 to be about the same as 1955. 


Creative Marketing Associates, | 


Berkeley, Cal., billed $7,573.38 in 
1955, of which $4,609.65 was in 
capitalized fees. In 1954, the agen- 
cy billed $1,309.85, of which $511.01 
represented fee capitalization. The 
agency added Microchemical Spe- 
cialties Co. and Pacific Tractor & 
Implement Co. in 1955 and report- 
ed no account losses. Its billing was 


divided like this: Magazines 22%; 
farm publications 14%; television 
4%; point of sale 3%; business pa- 
pers 3%; other 54%. The agency 
has one man, one office staff and 
expects billings to be up 185% 
| this year. 

| 

Dawson Advertising Agency, 
Concord, N.H., billed $635,780 in 
| 1955. In this figure is included 
$552,780 in capitalized fees. In 
| 1954, the agency billed $543,860, 
including $472,860 in fees. It gained 


Weeks’ Dairy last year while los- 
ing no accounts. Its billing was 
spent: 34% in newspapers; 15% 
point of sale; 28% in radio; 5% in 
business papers; 7% in farm pub- 
lications; 3% outdoor; 2% in tv; 
1% in transit advertising. It em- 
ploys four persons regularly plus 
four free-lancers. It estimates 1956 
billing at 10% higher. 


August Dorr Associates Adver- 
tising, Miami, billed $753,293 in 
1955, of which $100,000 represents 


—_eee— er me 


Advertising Age, February 27, 1956 


capitalized fees. In 1954, the agen- 
cy billed $549,968, of which $100,- 
000 represented capitalized fees. 
During the year the agency added 
Greater Miami (Dade County), 
Mackle Construction Co., Hialeah 
Race Course and Miami Interna- 
tional Boat Show but lost the State 
of Florida. It has 15 employes and 
estimates its 1956 billings as 20% 
higher than last year. 


Charles F. Dowd Inc., Toledo, 
billed $348,354 in 1955, of which 
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$115,291 
fees. In 1954 comparable figures which $127,860 came from capital- cations 2%; direct advertising 2%. 


were $349,518 and $126,587. The ized fees. Comparable figures for It has seven fulltime employes, | 


agency neither lost nor gained im-| 1954 were $299,323 and $88,646. It plus five parttime workers, and 
portant accounts. Media break-| added Hitemp Wire & Cable Corp.,| predicts a 25% gain in 1956. 
down: Newspapers 3%; magazines| Air Marine Motors, Broadway 
24%; radio 2%; television 21%; Maintenance Corp., Wild Heer- Eddy-Rucker-Nickels Co., Cam- 
business papers 16%; outdoor, farm | brugg Instrument Corp., Consoli- | bridge, Mass., billed $981,780 in 
publications and transit less than|/ dated Diamond Tool Corp., J. G.| 1955, of which $644,667 repre- 
1% each, other 33%. It has five| Pollard Corp., Parameters Inc.,| sents capitalized fees. In 1954, the 
employes and forecasts a 56 about | and Gyromechanisms Inc. It lost| agency billed $703,523, including 
like ’55. Narda Corp. Its billings break-| $401,376 in fee capitalization. The 
down: Newspapers 27%; magazines | agency added Angier Products and 
Duncan-Brooks Inc., Mineola,| 7%; supplements 2%; outdoor 3%; lost Boonton Molding Co. in 1955. 


represented capitalized; N.Y., billed $442,468 in 1955, of, business papers 57%; farm publi-| Its billing was divided like this: | 


Magazines 30%; business papers 
25%; transit advertising 20%; 


newspapers 10%; radio 10%; tele-| 


vision 5%. The agency has 11 em- 
ployes in one office and believes 
billing will be up 10% in ’56. 


Emerson Advertising Agency, 
Topeka, billed $270,000 in 1955, of 
which $70,000 represents capital- 
ized fees. In 1954, the agency billed 
| $150,000, of which $50,000 repre- 
| sented capitalized fees. Half of its 
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because 
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because 
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because 


your advertisements will be read in an exciting medium whose usefulness and 
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Cross 
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billings came from newspapers; 
20% from radio; i5% from out- 
door; 10% from television, and 5% 
from other sources. It has five em- 
ployes and estimates a 10% gain 
in billings for 1956. 


E. M. Freystadt Associates, New 
York, reports 1955 billings of $980,- 
646, of which $75,667 was capital- 
ized fees. In 1954 it reported bill- 
ings of $822,728, of which $58,673 
was capitalized fees. During °55 
it added New York Expositions Inc. 
and lost Parmatex Co. Media 
breakdown: Newspapers 22%; 
magazines 22%; supplements 1%; 
radio 3%; television 3%; outdoor 
4%; business papers 31%; farm 
publications 6%; transit advertis- 
ing 2%; point of sale 4%. It has 
15 employes and anticipates a 15% 
increase in volume in '56. 


Ad Fried Advertising, Oakland, 
Cal., billed $160,000 in 1955, of 
which $35,000 represents capital- 
ized fees. In 1954 the agency billed 
$105,000, of which $25,000 repre- 
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$786. The agency lost no accounts, 
added Pitt Photo Litho, Rochez 
Bros. Inc., Swiss Fabricating Inc., 
Bluejay Chrome Products and 
Mason, Shaver & Rhoades. Media 


sented fee capitalization. During 
the year, the agency added four ac- 
counts, Del-Tra Baking Equipment, 
Brazil Compounds, Murphy Buick 
Co. and Biggie Furniture Stores; it 
lost none. Its billing was spent like breakdown: Newspapers 4%; mag- 
this: Newspapers 20%; magazines azines 4%; radio 5%; television 
10%; radio 18%; television 12%;|.3%; business papers 81.6%; farm 
outdoer 2%; business papers 20%;| publications 8%; point of sale 
farm publications 3%; transit ad-| 2%; other 3%. The agency has four 
vertising 5%; point of sale 4%;|employes and expects a 10% rise 
other 6%. The agency has two of-| this year. 

fices with six employes and expects 

1956 volume to be up 25%. | Gamut Inc., Garden City, N.Y., 
| billed $926,483.53 in 1955, of which 
$685,598.80 represents capitalized 
fees. In 1954, the agency billed an 
estimated $658,000 (‘it lost its rec- 
ords in a fire last February). It re- 
ported no account losses or gains. 
Its billing was divided like this: 
Newspapers 46.1%; service (most- 


Dan W. Frye Advertising, Pitts- 
burgh, billed $152,920 in 1955, of 
which two-thirds, $100,736, is re- 
ported as capitalized fees. Billings | 
in 1954 were $122,784, of which 
$89,060 was in fees. Billings out- 
side the U.S. in 1955 amounted to) 


Lae Peer: Gera. hele ee - A ogg ae Se San cam : 


ly newspapers and merchandising) 
32.8%; radio 12.8%; television 
2.4%; supplements 1.9%; transit 
advertising 1.2%; magazines 1.2%; 
| business papers .6%; point of sale 
| .4%; outdoor .2%; other .2%. The 
| agency has one office with 16 em- 
ployes and expects 1956 to be up 
| 25%. 

General Advertising Agency, 
Hollywood, billed $424,360 in 1955, 
of which $11,988 was in capitalized 
fees. In 1954 the agency billed 
| $317,383, of which $11,988 repre- 

| sents fee capitalization. No account 
| gains or losses were reported. The 
| agency has one office. 


Gramercy Advertising Co., New Reed Curtis Nuclear Industries and 
in 1955, of| Hallamore Electronics Co. during | 


York, billed $287,126 
which $167,832 was in capitalized 


fees. In 1954 the agency billed 
$208,979, of which $100,233 was in 
fees. The agency added Enicar 
Watch Co., Gale Creations, Tessler 
& Weiss and sales promotion for 
Hamilton Watch. It lost Feature 
Ring Co. Magazines took 75% of its 
billings, television the remainder. 
|Gramercy has eight employes, ex- 
| pects billings to rise 25% this year. 


Graphics Inc., Los Angeles, billed 
$548,904 in 1955, of which $529,- 
846 represents capitalized fees. In 
1954 the agency billed $222,417, of 
which $217,347 represented cap- 
italized fees. It added Rheem Mfg. 
Co. (government products division, 
research and development labs.), 


the year. It said it lost no import- 
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ant accounts. Its billing was di- 
vided like this: Direct mail, mar- 
ket surveys 65%; business papers 
20%; point of sale 15%. The agen- 
cy expects its billings to be up by 
30% this year. 


Hall-Neagle, Richmond, Va., 
billed $444,418 in 1955, of which 
'$151,604 represents capitalized fees. 
| Billings for 1954 are not given. The 
| agency gained Nolde Bros., South- 
gate Foods and Norfolk Newspa- 
pers during the year; it lost none. 
Its media breakdown is: Newspa- 
pers 50%; magazines 5%; radio 
10%; television 20%; outdoor 5%; 
business papers 5%; point of sale 
5%. It has one office with eight 
employes. 


The Harper Co., St. Paul, billed 
$261,257 in 1955, of which $28,897 
was for capitalized fees. Billings 
the previous year were slightly 
higher—$263,980, of which $49,454 
was in fees. The agency added 
|Johnson Cashway Lumber Co., 
‘lost Northern State Envelope Co. 
| Billings were divided as follows: 
| Newspapers 26%, magazines 27%, 
|radio 7%, television 21%, outdoor 
'4%, business papers 1%, farm 
| publications 10%, transit advertis- 
|ing 2% and others 2%. The agency 
has seven employes, expects a 5% 
rise in business this year. 


R. T. Harris Advertising, Salt 
Lake City, billed $721,390 in 1955, 
of which $77,849 represents cap- 
italized fees. In 1954 it billed $645,- 
809, of which $59,287 represented 
fee capitalization. During the year 
it gained Sweet Candy Co. and lost 
none. Its billing was divided like 
this: Newspapers 25%; magazines 
5%; supplements 5%; radio 15%; 
television 30%; outdoor 4%; busi- 
ness papers 2%; transit advertis- 
ing 1%; point of sale 13%. It 
operates one office with nine em- 
ployes and expects ’56 to be about 
the same as ’55. 


Paul M. Healy Advertising Serv- 
ice, Montclair, N.J., billed $344,- 
248.16 in 1955, of which $253,659.93 
represents capitalized fees. Billings 
in 1954 were $276,996.20, of which 
$209,695.67 was in fees. The agen- 
cy added Hamner Electronics Co. 
and Boonton Electronics, reports 
no accounts lost. Billings are di- 
vided as follows: Newspapers 1%; 
magazines 5%; radio 2%; outdoor 
2%; business papers 60% and farm 
publications 30%. With four em- 
ployes, Leblang expects 1956 vol- 
ume to go up 20%. 


A. Hemsing Advertising, Detroit, 
billed $75,393 in 1955, including 
|$24,518 in capitalized fees. The 
billing in 1954 amounted to $68,- 
917, including $18,710 in fees. The 
agency spent all of its billing in 
business papers. It has only one 
office. 


Hepworth Advertising, Dallas, 
billed $236,000 in 1955, of which 
| $60,000 represents capitalized fees. 
In 1954 billings were $231,000, of 
| which $50,000 represented fee cap- 
| italization. During the year the 
/agency gained Geotechnical Corp., 
/Continental Products Co. and 
|Frontier Mfg. Co.; it lost no ac- 
counts. Media breakdown: News- 
papers 30%; magazines 40%; radio 
5%; television 15%; outdoor 1%; 
‘point of sale 2%; direct mail 6%. 
It has one office and expects 1956 
volume will be up 30%. 


Hill & Christopher, Los Angeles, 
billed $422,817 in 1955, of which 
$202,748 was capitalized fees. In 
1954, the agency billed $472,660, 
of which $186,006 represented fees. 
It added TelAutograph Corp. and 
Banner Metals Inc., the latter half 
of 1955 and Oil Base Inc., begin- 
ning January, 1956. No accounts 
were lost. Billings were split as 
follows: Newspapers 10%; maga- 
zines 20%; business papers 50% 
and literature and direct mail 20%. 
There are nine employes in the 
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Why are more and more 
prominent advertisers joining 


seventeen 


magazine’s 


‘blue chip’ list? 


By 1965 the great market of young women under 20 will increase by 50%, while the 26-40 age-group will decrease by 8%. Advertisers 
are becoming aware of the great growth of the under-20 market—and they’re DOING something about it! They’re turning to 
SEVENTEEN... harnessing the power of SEVENTEEN...the one and only magazine that, in just three issues, reaches 


75% of ALL the young women under 20 in America*. Remember, it’s easier to START a habit than to STOP one! 


ADVERTISER PRODUCT AGENCY 
American Rayon 

Institute Fabrics McCann-Erickson 
American Viscose Fabrics Hirshon-Garfield 
Andrew Jergens Hair Prep. Robert W. Orr 
Angelique &Co. = Perfume —— Castleman 

ierce 
Arvin Industries Radios Roche, Williams & Cleary 
Avon Products Cosmetics Monroe F. Dreher 
Castlecliff, Inc. Jewelry Silberstein-Goldsmith 
Charles Antell Hair Prep. Joseph Katz 
Dorothy Gray Cosmetics McCann-Erickson 
DuPont Nylon, Orion Batten, Barton, 
Durstine & Osborn 
Elgin Nat. Watch Watches Young & Rubicam 
Everfast Fabrics Fabrics Kelly, Nason 
Farrington Mfg. Co. Jewel Boxes Harold Cabot 
Foster-Grant Co. Eyeglass Frames Fairfax Advertising 
Fostoria Glass Glassware Fuller & Smith & Ross 
General Electric Appliances Young & Rubicam 
Radios Maxon 

Hallmark Greeting Cards Foote, Cone & Beldin 
Hartmann Luggage Luggage MacManus, John & am 
Imperial Glass Glassware Gutman Advertising 
Indian Head Mills Fabrics Grey Advertising 
Knox Gelatine Co. Gelatine Charles W. Hoyt 


ADVERTISER 
Kraft Foods 


Lady Esther 


Lanvin Parfums 
Manhattan Shirt Co. 
Marlboro Shirt Co. 
McCall Corp. 

Mennen Co. 

Minton China 

Monarch Rug Mills 
Montag Bros., Inc. 
Morse Sewing Machine 
Motorola Inc. 


©1956 TRIANGLE PUBLICATIONS. INC. 


PRODUCT 
Salad Dressing 


Cheese 
Cosmetics 


Hand Lotion 
Chinaware 
Carpeting 
Stationery 


AGENCY 
J. Walter Thompson 


Lester Harrison 

Doyle, Dane & Bernbach 
Grey Advertising 

Kelly, Nason 

Mitchell WerBell 
Mitchell WerBell 


Sewing Machines Gregory House 
Radios, Phonos 


Leo Burnett 


ce 
diy, 


*8,000,000 in U.S. today 


PARTIAL LIST OF NEW ADVERTISERS, 1955 AND 1956 
(Exclusive of Apparel and Retail Advertisers) 


ADVERTISER 
Oneida Ltd. 


Pacific Mills 


Pepsi-Cola 

Philco Corp. 
Prince Gardner 
Procter & Gamble 
RCA 


Richelieu Pearls 
S. C. Johnson & Son 


Springs Mills 
Toni Co. 


Twentieth Century Fox 
United Artists 

Vernon Kilns 
Wedgewood 

Wool Bureau 

Yardley 


PRODUCT AGENCY 
Heirloom Silver J. Walter Thompson 
Community Silver Batten, Barton, 
Durstine & Osborn 
Silver Cloth J. Walter Thompson 
Pacific Sheets 
Beverage Biow-Beirn-Toigo 
Radios, Phonos Hutchins Advertising 
Wallets Grey Advertising 
Prell, Pin-It Benton & Bowles 
Records Grey Advertising 
Phonos Kenyon & Eckhardt 
Jewelry Dowd, Redfield & 
Johnstone 
Household Polishes oe Louis & 
rorby 
Piece Goods C. L. Miller 
Casual Clinton E. Frank 
Deep Magic Weiss & Geller 
Soft Touch Leo Burnett 
Movies Charles Schlaifer 
Movies Monroe Greenthal 
Earthenware The Bogerts 
Chinaware St. George & Keyes 
Fabrics J. Walter Thompson 
Cosmetics N. W. Ayer 


SEVENTEEN has 526 other current national, 
fashion and retail advertisers, plus 257 “Shop Wise” 
and School advertisers. 


| it's easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N.Y. 22 © PLaza 9-810 


ioe 


ae z a 7 x 4 . ay. pecans : ye - A A iz ver : i is Law awe oy a a ag = ve a 
ee ~ 
ee 
a 
, ee , 
Pe - Dancer-Fitzgerald- 3 
Sample PF = 
Perfume Wesley Assoc. 
Shirts Kenyon & Eckhardt y 
Men’s Shirts 
Patterns 
“ aos “ a 
si ites. ad > 
— i an 
an ——_ —- ™ 
7 7 i 3} 
oie =~ 
ee —=Eeeee 
Pg .<. a  —, : 
a: ti og = i, 
yz A a s 
, a aot . e 
’ —_— + _— oo ie: 
a are ee ee : ie. oe bs : 
| ee Moe Tie ao ‘ 
— — TE 3 ’ = 
i oo 3 nn 
f —_ : : 
—— : F 4 ; ‘- 
; , _ - v ea + 
Q — ia oe Se _ : 
F “he ees .9 y seas “See w Rr 
; 3 er) aa ‘ 
i. ogee Bak cae: Ee: ae V, 4 Fr 
and loyalty starts in... Of | | 
hoi th ek’. 7 3 F : ’ y 
: ee a TINE FOR VEO i, Bc! 4 , 
Sone ‘ae Sa GALE ‘ (NG WOMEN PN DER 20 
' ie ee : Gey‘ 0 ee es le 
\ ‘ = i 
. ~ - 
' EE | i 
— WS: bn 
é . - 5 : oe f , ”~ : < Py ; ; i ‘. reg 


Another thinly disguised WJR success story 


Our assets, gentiemen, 
are $150,670,027.13—and WJR. 


Savings and loan associations can’t be 
funny with money. 

In 1948, though, a small but scrappy 
Detroit savings and loan company bought 
a humorous 15-minute show 3 times a 
week on WJR. ; 


Combining humor with saving and loan- 
ing paid off. They just renewed for the 
eighth year. In the preceding seven, the 
sponsor has grown from a $49 million outfit 
with three offices to a $150 million outfit 
with seven offices; ranks sixth in the nation. 

We like to think that the president 
looked at his assets—-up at least 15 per- 
cent each successive year on WJR—when 
he wrote us, ““You are entitled to a good 
share of the credit.” 


Now comes Alfred Politz Research, Inc. 
with some reasons—the results of a survey 
of radio listeners in a portion of our area. 


For instance, this program is on between 
7 and 10 a.m. Every day, at that time, 
530,000 adults listen to WJR. (All other 
Detroit stations share 410,000.) 


Also, 52 percent of all listeners in the 
area surveyed specify WJR for comedy 
and humor. 


They even prefer our advertisers—2 to 
1 over the next station’s. 


Ask your advertising manager about 
WJR—a handy hidden asset in your 
annual report. If he’s read the WJR 
Politz study, he knows. 


The Great Voice of the Great Lakes* 


WUJR ..... 


CBS Radio Network 


50,000 Watts 


Forests are assets, too 


you can 
them from burning! 


Advertising Age, February 27, 1956 


agency’s one office. A 28% rise in 
1956 volume is forecast. 


E. T. Holmgren Inc., St. Paul, 
|Minn., billed $920,405 in 1955, of 
| which $660,790 represents capital- 
ized fees. In 1954 the agency billed 
$714,660, of which $455,435 repre- 
sented fee capitalization. The agen- 
cy added Lewis Bolt & Nut Co., 
Minnesota Mutual Life Insurance 
Co. and Industrial Credit Co. dur- 
ing the year; no account losses are 
reported. Its billing was divided 
like this: Newspapers 15%; mag- 
azines 15%; radio 2%; television 
3%; business papers 55%; farm 
| publications 2%; other 8%. It op- 
| erates one office with 10 employes 
|and estimates that 1956 volume 
| will be up 8%. 


Frank C. Jacobi Advertising, 
hen billed $261,269 last year, 
including $139,018 in capitalized 
| fees. The comparable 1954 figures 
were $181,643 and $99,044 respec- 
| tively. The agency gained Merion 
Bluegrass Assn., Heidrick & Strug- 
gles, Dri-Clad Corp., and C. L. 
Barkley & Co. during 1955, while 
losing no accounts. Billings were 
spent like this: 23% in newspapers; 
47% in magazines, and 30% in 
business papers. Nine persons are 
employed in one office. The out- 
look for 1956 billing is 19% above 
the 1955 figure. 


Alvin H. Jacobson Advertising 
Agency, Norfolk, Va., billed $175,- 
000 in 1955, up from $135,000 in 
1954. It added Sunlight Laundry 
and lost Altschul’s Department 
Store. About 55% of its billing was 
lin newspapers, 30% in tv, 15% in 
jradio. It has two employes and 
| forecasts a gain of 15% in 1956. 


Ray C. Jenkins Advertising 
Agency, Minneapolis, billed $909,- 
|987, of which $303,559 represented 
|capitalized fees. In 1954 compar- 
able figures were $729,596 and 
$277,463. It added Cooks Appli- 
ances, Jewel House and Flour City 
Ornamental Iron, and canceled 
several small accounts. Media 
breakdown: Newspapers 19%, 
magazines and business papers 
25%, supplements 3%, radio 10%, 
tv 30%, outdoor 12%, farm publi- 
cations 2%. It has 18 employes and 
foresees a gain of 10% in 1956. 


Don Jenner Advertising Agency, 


|Los Angeles, billed $121,543.62 in 
/1955, of which $84,513.86 repre- 
sented capitalized fees. In 1954 
the agency billed $99,486.52, in- 
cluding $61,748.57 in fee capitali- 
zation. The agency, which has one 
office, reported no account losses 
or gains. Its billing was divided 
like this: Business papers 40%, 
newspapers 26%, magazines 20%, 


farm publications 5%, radio 5%, 
point of sale 2%, transit advertis- 
ing 2%. The agency expects 1956 
billings to be up 25%. 


| Johnson & Johnson Advertising, 
Evanston IIL, billed $192,521.93 in 
| 1955, of which the major share, 
| $157,172.40, was in capitalized fees. 
|In 1954, total billings were $124,- 
| 458.39, of which $103,061.42 was for 
| fees. The agency added Quick-Set 
Tripods, Schaff Piano Supply Co., 
and Pan American Band Instru- 
ments, lost nothing. It has three 
employes, one office, and expects 
a 40% rise this year. 


Gerald H. Keller Advertising, 
New York, billed $73,262 last year, 
including $13,692 in capitalized 
fees. In 1954 the agency billed 
$60,000, including $12,000 in cap- 
italized fees. It spent 1954 billings 
like this: Newspapers got 40%; 
magazines 5%; business papers 
5%; other media 50%. Three peo- 
ple are employed by the agency, 
which expects this year’s business 
to go up 15%. 


Raymond I. Lang Advertising, 
San Francisco, reports 1955 bill- 
ings of $194,828, of which $136,778 
was capitalized fees. Comparable 
"54 figures were $160,005 and 
$109,703 respectively. The agency 
added California Chrysanthemum 
Growers Assn. last year. Media 
breakdown: Newspapers 9%; mag- 
azines 10%; radio 1%; outdoor 
10%; business papers 70%. The 
agency has three employes and ex- 
pects an estimated 45% increase 
in volume in ’56. 


Lester Langer Advertising Agen- 
cy, Milwaukee, billed $300,- 
000 in 1955, of which $135,000 
represents capitalized fees. In 1954 
the agency billed $108,500, of 
which $47,000 was in capitalized 
fees. Its billing was spent like this: 
25% in newspapers; 60% in mag- 
azines; 5% in radio; 10% in busi- 
ness papers. Langer employs five 
people, and expects 1956 volume 
to go up 25%. 


Lavidge & Davis, Knoxville, 
Tenn., billed $850,000 in 1955, of 
which $400,000 was in capitalized 
fees. In 1954, the agency billed 
$750,000, of which $350,000 repre- 
sented fee capitalization. No ac- 
count losses or gains were re- 
ported. Its billing was divided like 
this: Magazines 25%; merchandis- 
|ing aids 17%; business papers 16%; 
| television 13%; newspapers 12%; 
| outdoor 5%; radio 4%; point of 
jsale 4%; farm publications 1%. 
| The agency employs 10 people in 
two offices. Billings for 1956 are 
expected to be up 10%. 


Leber & Katz, New York, billed 


_Menthly._ 


... is the Magazine that is read by 
155,000 Missouri Farm Families 
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Digging up the 


When a Frenchman asks for a lady’s hand, he hardly 
expects to wait five years for an answer. Would you? 


But what if the hand belongs to a priceless piece 
of statuary, the winged “Victory of Samothrace?” 
That’s different. 


Some months ago, readers of The New York Times 
were treated to an exclusive story by reporter 

Sanka Knox on how “Victory” was partially restored in 
our time. The Louvre in Paris has the armless, headless 
statue. The hand, discovered in 1950, was in Greece. 


After five years of patient, archaeological courtship, 
the Louvre won “Victory’s” hand. In return, Greece got 
a marble frieze decorated with Samothracian dancing girls. 


Were readers of The New York Times surprised to 
see Grecian dancing girls marching demurely 
across the page? Of course not. They have long since 
discovered what good reading archaeology offers. 


Back in 1922, for instance, Times readers 

enjoyed exclusive stories of the excavation of King Tut’s 
tomb, an archaelogical triumph that had major 
repercussions on the life and lively times of the Twenties. 


Several years ago, Camille M. Cianfarra of The Times 
scooped the world with the story of how Vatican 
archaeologists had uncovered the buried tomb of St. Peter. 


And a couple of years ago, Kennett Love, 
then Times correspondent at Cairo, came up with another 


archaeological exclusive — the finding of the Pharoah Cheops’s 


funerary boat, built to carry his soul through the heavens. 


Stories like these show how Times correspondents, 
digging constantly into the news people make all over 
the world, come up with rich and rewarding reading 

for Times readers. Their stories uncover the lively 

human interest that lies in every field of human endeavor. 
They make The Times a daily delight, a newspaper 

that is interesting and informing, different from any 
other. They put more into The Times. Readers 

get more out of The Times. So do advertisers. 


Che New York Cimes 


“All the News That's Fit to Print” 


news 
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$660,000 in 1955, of which $60,000 
represents capitalized fees. In 
“No Other Newspaper Covers This _ a. ae ne. 
Important Manufacturing and Farm Market” gloves, All-Rite pens and Nappe- 
Smith picnic bags; it reported no 
“Lafayette, Indiana is a well diversified market with many in- account losses. It has one office 
dustries having an annual employment and income well above with ten employes and figures 

the average for the state and nation plus one of the most pro- 1956 volume will be up 50%. 

ductive and prosperous farming areas in the midwest. 
: “ York 
“We find that no other newspaper can give us the coverage, so ey mg By Fags onic 
vital to selling our food products, in this rich market.” $110,000 cnn te capitalized Soin 
In 1954 billings were $255,000, of 
Al Stuebe which $105,000 represented cap- 
Stuebe Brokerage Company italized fees. The agency added 
Indianapolis, Indiana Fromson Orban Co., lost no ac- 
‘ * ts. Billi were divided as 
This Important Indiana Market Is Serviced Only by the pence Sieainines aea> aineien- 
per sections 10%; business papers 
40%. The agency has four em- 
LAFAYETTE J VAL! 2" GEOURIER : ployes, expects its 1956 volume to 
oa be about the same as 1955. 
WEST LAFAYETTE OUR a i 


INDIANA Member of Federated Publications 


whi Indiana's. Best te 
Balanced Market 


Lenhart Advertising Inc., Hope- 
well, N.J., billed $120,000 in 1955, 
as compared with $60,000 in 1954. 
Lenhart acquired Fischer & Porter 
Co. in December, 1955, after losing 
the account in June. Billings went 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


Lhee’s Do-i <yo 


a 


a 


an 


When Dr. Ernest Dichter, of the Institute for Motivational Research, 
asked women on the Pacific Coast what radio station influenced 
their shopping, 66% named a Don Lee station. 

To open pocketbooks on the Pacific Coast, take full advantage 
oi the vast 45 station Don Lee Network, reaching from Canada 
to Mexico. 


West's two largest most con- 
centrated markets, Don Lee 
recommends its network 
key stations. 


DON LEE IS PACIFIC COAST RADIO 


Advertising Age, February 27, 1956 


to business papers (95%) and 
newspapers (5%). Lenhart em- 
ploys four persons and expects a 
100% gain in volume this year. 


Mervin N. Levey Co., Toledo, 
billed $443,339 in 1955, compared 
with $165,643 in 1954. Of this fig- 
ure $304,148 represents capitalized 
fees, compared to a corresponding 
figure of $140,019 in 1954. The 
agency added Kuehmann Foods, 
Lugbill Packing, Smith Frozen 
Foods and Buckeye Asphalt dur- 
ing the year; it lost none. Its bill- 
ings break down as follows: news- 
papers 64%; magazines 15%; radio 
6%; point of sale 5%; television 
4%: business papers 4%, outdoor 
2%. The agency employs six per- 
/sons and expects 1956 billings to 
| be up 50%. 


| Maercklein-Nelson Advertising, 
Milwaukee, billed $820,000 in 1955, 
compared to $570,000 in 1954. The 
|agency added A. H. Weinbrenner 
Shoe Co. and Milwaukee Stamping 
Co. during the year; it lost no im- 
portant accounts. The agency em- 
ploys 12 persons and expects its 
*56 volume to be up 30%. 


Miller Agency Co., Toledo, billed 
$149,881 in 1955, of which $28,382 


lrepresents capitalized fees. Its 
leorresponding figures for 1954 
| were $210,981 and $36,527. Its 


|billings break down as follows: 
Business papers 40%; newspapers 
30%; magazines 10%; farm papers 
10%; other sources 10%. The 
agency has four employes and ex- 
|pects billings to be up 25% in 
| 1956. 


Paul M. Miller Co., Kansas City, 
Mo., reports 1955 billings of $35,- 
000, all commissionable space pur- 
chases. Comparable billing in °54 
was $12,000. The agency added 
one new client in °55, K. C. Medi- 
cal Press. Media breakdown: 
Newspapers 15%; magazines 75%: 
farm publications 10%. It expects 
56 business to be about the same 
as "55. 


Harold M. Mitchell Inc., New 
| York, reports 1955 billings of $509,- 
482, of which $101,219 was capital- 
ized fees. Comparable figures for 
|'54 were $627,261 and $51,111 re- 
spectively. Four new accounts were 
jadded in ’55: Panda Prints Inc.; 
| Dennisons of Glens Falls; Lilyette 
| Brassiere Co.; Gotham Gold Stripe, 
jand J. H. Kimball Inc. Media 
breakdown: Newspapers 12.45%: 
|}magazines 31.66%; radio 5.88%; 
business papers 11.15%; transit ad- 
|vertising 1.13%; point of sale 
|34.15%; other 3.58%. 


| R. B. Moreland & Co., Dallas, 
| billed $186,000 in 1955. In 1954 
}the agency billed $196,000. The 
agency added Tuf-Nut Garment 
|Mfg. Co., Strickland Transporta- 
tion Co. and Davis & Co., real es- 
tate. It reported no account losses. 
Its billing was divided like this: 
Business papers 30%; newspapers 


18%; magazines 15%; television 
11%; outdoor 8%; radio 5%; tran- 


sit advertising 5%; farm publica- 
tions 3%; direct mail 3%; point of 
sale 2%. The agency employs a 
staff of four in one office and ex- 
pects 1956 volume to be about the 
same as 1955. 


Mullican Co., Louisville, billed 
$870,514.29 in 1956, of which $172,- 
331.80 represents fee capitalization. 
In 1954 the agency billed $509,- 
| 843.93, of which $115,771.19 repre- 
sented fee capitalization. The agen- 
cy added Louisville Bedding Co., 
Crusade for Freedom and Ken- 
|tucky Council for Education dur- 
ing the year; it lost the farm di- 
vision of Clayton Lambert Mfg. 
Co. Its billing was divided like 
this: Newspapers 33%; radio 
17.5%; television 7.7%; business 
papers 5.4%; outdoor 3.7%; farm 
| publications 1.3%; magazines .9%; 
other 30.05%. The agency has a 
| staff of 11 in one office and expects 


% , 
ao e = 
ete. ‘ 
ees 
en, 
ae 
ger es 
Se 
ay 
Danii 
ee 
: Se * 
Rae 
ae 
Ae 
ah 
Pee ¢ 
Gag: 
Wye oes. 
aie 
oe i 
ad Ee } 
on 
ge i, 
nH 5 
Ae 8 ‘ 
Baa 
1 ony t 
or 
"pale ‘ 
sAieed 27 
ie an 
ra 
Fay. 
a 
Jae 
SoSie 
te ss = - 
ak a ee fr mouster aeercurrues 
Bes iy OF wy 
ie , 
é." oY. 
“a hae SL a 
Pana. 
See ‘ € , ‘. _ , ‘ 
wee | ae 
et te . : ice wt : 8 ala 
Was iS es BSH x moa hon ; ie sed ; = ene We fo) oh 
ie ATS aI Beton an” emt Grek see ol] sala =. = a ES 
anes cara dey 7 7 oie eee Jie la Le oh 
ae an I ere ey ote eS Bt _ * ae ; eoa6 e 
So 8 Oe re La R. P Ty Jy: hme ce “ = ts 4. Ae é ae : * 
ae. Sg We eae ili, Th: als Me a ) igh : r a. ‘ : ee iy aor j : 
6 oe Seip TB gat Wg ag Fe: ee acs Sone pe} am : Se lo ee ie 
Wee. USS Pep rates =a. <r A Se — 
sie DT Cee eet Rae eins Sa", & cre: O oe re Se aan 
Pak ot Ua Paget anit Le a a oe a > ae ee nae Pe : ee 
Sane AT See oe ae a Te eh = ‘earn + 
ee Te Da NES RE ROE Shae eS ery AN —— 
ere ae * hepa: oY Te ko teen tay SORE ie Seda —— ll 
cra Ve atta ag eo topside A er 
met! v ete 3 , i, i ¥ = a ’ ay a Q . 2 ae ae 13 ine ae ous ie ee 
nasi Ab ete | Wate ed A ig? ee | Res ‘ 
ee SPE iPass © ot bhi ae as: ¥: a oa at 
Ce ~> gr hte ek ‘ ane ae ve . Ee 
ieee’ YR Ss” tie ve 4 
ieee yer ae * P i a 
ae ROR 4 Ga “t Hie 2 
oe ES ae 4 d . ie 
¢® abe . oe if ) Pett % ‘ > 
ti oe eh a vo 
aes tt aes ee , RS oa . 
Bats d ste 3? OH oe a Soe ; = q 
el ode: : = My 7 é Pah OED | ’ fi 
ie 8 nip mere A 
Ppt wee “Ae iS, ae, iene 4 : 
1 oes Re, a = 
rae 90 Ey Dene aa 
es Beet, Bagew & Gapt , ~~ 
ee 48 ee ae b) \ ch . 
“ee eh tty TR ae AL es fe Wee on ’ 
page ei i a...) 2 ‘j ve ao “yg he 
ies 2 ca : - ae, , se ‘“ ‘ : x eae » », 
> Fa rr aa \ & : = eS ich tie rae 
) oe oe eee of re x ae ey ¥ 
i De 3) ne a ie ie . Se, {= : . a 
wit eye OS ae ‘ mes ee bes . m. we e . 
ce he 2s A ~ em = 
1 she es OE. " , . 7 i . - 
Rhee: py PR's — 
Sac he bo) + ae 3 — 
isa ie ae Ss eee — 
Bays . - 5 i ae ii _. ss 
ene tg 4 = FS —— 7 
‘cape o) By 3 bi ae, *, ‘ : 5 = 
‘ge ts ' a - (ae : oe — — 
ee: a - ee ; moe —— 
ee 7 5 ee oe ; _— 
ated eg oo ae Baier 6 ae “ 
(Nae | (a ‘ * a : ae. : a 
5) a! NS ae el enn . aan ‘ ae aie 4 
Beco - ae ae ab. a = = pre ee. oe Sat ad — 
ee 5 Ks ae Pee ee Ae ie oS. * eam i aan 
ae fo) Sian ve hee : Rte ie’ se Ht * 
Ane Tats “ afar <i Bae. Oe be Bgl oe io. a 
Rest) anid FR Sys oS eet _ as oo 4 og NA “TS ae ee | Uo oe 4 
te 4 Meter ge a tone ; ee a SF 
eres oie: So Some eee’. wo? : eS ee —— 
ea an ae CaS Bs * bl — 
el ee _ Pi Ad A he < : ? > ee oe ‘ 
me $3 ah” Sve ce : ae _ : ; "a Aue x bons Sr arene [on 
ao. = ee + ‘Sa yale t Sa oh ice aes i a : aj per Na es pri a — 
Pras , on } Sa KP. ee E & “at medias Bt ie eee us pe a 7 a - 4 : 
A thy toa , k ie, Oe \ - . a we Rety: aS thy art, a elle pat 
Vas a ff ee \ eo ee aie > 
Here sean Ee. \ WR ee ER yY — = 
a ee" © 3 : * aeeghee P ~- . = 
mi . ieee ame 
ra ala or ~ &% . Pi on 
fee } *) bi ; : oe a : 
geet, . ¢&, - . . % - ~ 1. - 
Pe hed . = Po i — 
Bes, Bisse? .7 as i ; = mae =" 
pe » ae <) il ae —— ieee < 
Rie ~ te BS - = | 
Pica, oo seed hie er spe _——all a ‘ 
SR, eh ae hate: ee ll 
BP ih seat) . oF Catt oe Peat a ag We Neer 2 
ah List nn ue PLS Died se Foam os . nae a 
peter 2 aes pets ae . ; 
Le 3 = tees oS og wee ‘ 
oer 'se pr . i — 2 s : " ; 
abs. a ' .  _ a d ™ — ‘ 7 
ees me m a ee a , - ag eh 
fs a : So ae 1 Sil - A . —~—! 
ee os Fan - vf 
ae oe iy ih he iS Sits ik Le aie ail a _ ah aes ee x - 
ls, Be Rae rem Ge} tv 
scsi! ay ath Pie © 2 ake ES PRR aman as 
ay Lb aa ee tae , , ; 
| prs ‘ 4 ~¥ spon eS oN 4) ; CA e 
ie: tt ad ? i Y ee ‘ 
ie .. tht. >: ee, 
iy ~ ~ . : ge - 
Sa oa x / ‘ 
Ese wont 
Pee ay 7 
By i. 
Goes ; ; . 
pe ~.F i hes ‘ 
i Reale on yD ve rs eee ort we , 
fen YH Ne 1 t OR ya ge hier 
jak : RA stage : 
ia : Bel th rales neta a Ser de To open pocketbooks in the 
ve tS ae ee ws A me Ys 
ie: 2 1hb Wwe eee ate 
mPa - } 
fe 
ioe 5 
Rey Se 
ate} Se 
ive" 
Mee: | j 
A ead ae % F 
nics ie 
MRR et Ba 
i ee mops he 
[Sed ee” s ‘ a . ee 


we 1955... 


‘The Washington Star 
: ran up a LEAD of 


740,437 lines in Retail 
Grocery Advertising 


over the next Washington newspaper 


I IN TOTAL ADVERTISING... The Star established a 
new record of 46,082,505 lines for a lead of 8,730,451 
lines over the next Washington newspaper in 1955 


f 


In groceries, as in so many other major classifications, 
RETAIL GROCERY | The Star leads the other Washington newspapers by 


ADVERTISERS GAVE | a decisive margin. In 1955, grocery advertisers (ota- m 
bly the leading chains) gave The Star a record 12 — 


f H EK STA R month linage of 4,105,587 lines. The Star’s lead in 


54.6% 


retail grocery linage was just slightly short of three- 


quarter million lines. As the figures plainly show, 
The Star is the leading, dominant and most influential 


of total linage medium for grocery advertising in and around the 


aga Just Nation’s Capital. To make the best showing in sales 


10.8% for the next and distribution in this richest mass market in Amer- 
Wa shington paper ' ica, follow the leaders and build your Washington 


Source: Media Records 1955 


advertising schedules around the remarkable pulling 
power of The Washington Star. 


‘The Washington Star 


EVENING AND INS, WASHINGTON, 
Represented nationally by: O’Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
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business for 1956 to be about the, 
Same as 1955. 


North Advertising Inc., Chicago, 
billed less than $1,000,000 in the 
one month of its existence in 1955. 
Based on present business, how- 
ever, the new agency will be well 
into the over-$5,000,000 bracket in 
1956. North’s one account is the) 
Toni division of Gillette Co., for 
which it now handles eight prod- 
ucts. Formed last September, the 
agency formally opened its doors 
Dec. 1. In addition to its Chicago 
main office, North maintains 
branches in New York and Bever-| 
ly Hills. Its staff totals 85. Media | 
patterns have not developed as yet, 
except that North considers itself 
a “strong tv agency.” 


Otto & Abbs Advertising, De- 
troit, billed $522,011.56 in 1955, of 
which $87,152.01 represents cap- 
italized fees. In 1954 the agency 
billed $410,137.04, of which $48,- 
674.54 represented fee capitaliza- 
tion. The agency added one ac- 
count, Nicolaw-Dancey, during the 
year; it lost none. Its media break- 
down was: Newspapers 30%; mag- 
azines 10%; radio 15%; television 
20%; outdoor 20%; transit adver- 
tising 5%. It has one office with 
five employes and estimates 1956 
volume will be up 15%. 

Park Advertising, St. Louis, in| 
its first year of operation, billed | 
$68,232, of which $15,012 repre-| 
sents fee capitalization. During the | 
year it added three accounts: Had- 
dad Cleaners, Textile Maintenance 
Services and World Enterprises. 
Its billing was divided like this: 
Newspapers 75%; magazines 8%; 
radio 5%; television 7%; other 5%. 
It has one office with five employes 
and believes that 1956 volume will 
be up 50%. 


Parsons, Friedman & Central 
Advertising Agency, Boston, re- 
ports 1955 billings of $868,692, of 
which $757,715 was capitalized 
fees. Comparable figures for 1954 
were $574,840 and $476,190 respec- 
tively. During ’55 the agency ac- 
quired two new accounts, Dunham 
Bros. Co. and Maine Mfg. Co. Me- 
dia breakdown in ’55 was 10% in 
newspapers; 20% magazines; 10% 
radio; 60% business papers. An 
estimated 15% increase in volume 
is anticipated in 1956. 


Maurice Paulsen Advertising, 
Sioux Falls, S.D., billed $125,481.85 
during 1955, of which $12,912 rep- 
resents capitalized fees. In 1954) 
the agency billed $124,820, of which 
$17,820 represented fee capitaliza- 
tion. The agency added Summers 
Fertilizer Co. and Greenlee Pack- 
ing Co.; it lost North Central Milk 
Foundation. Its media breakdown 
is: Newspapers 50%; magazines 
3%; radio 10%; television 25%; 


HERE'S HOW 
TO SELL A BIG CHURCH 


MARKET—AT.LOW ¢ cost! 


. tell your story regularly to 
Moody Monthly’s 
BIG, INFLUENTIAL AUDIENCE 


A recent survey of [ 88,400") 
Moody Monthly’s readership shows: 


16,830 are pastors 
39,435 serve as MEMBERS OF OFFICIAL 
CHURCH BOARDS 


37,840 serve as MEMBERS OF OFFICIAL 
SUNDAY SCHOOL BOARDS 


*Average net paid circulationJanuary 
through June, 1955. Moody Monthly's rate 


| 
| 


per thousand is lowest of any monthly mag- 
azine in the evangelical, conservative field. 


nue MOODY MONTHLY | 


The Christian 
Service Magazine 
820 N. LaSalle Street 
Chicago 10 


SINCE 19oo0 


outdoor 1%; business papers 5%;| capitalization. The agency added 
| farm publications 6%. It has one| Echo Falls Farm, Johnston Olds- 
office with three employes and ex-|mobile and Moss homes; it lost 
pects 1956 volume to be down 5%.| Carlisle Laboratories. Its billing 

| was divided like this: Business pa- 
pers 48%; newspapers 33%; radio 
17%; point of sale 8%; transit 
advertising .6%; farm publications 
.25%; outdoor .15%; other .2%. 
The agency has two offices with 
nine employes and expects billing 
to be up 20% in 1956. 


Powell-Gayek Advertising, De- 
troit, reports 1955 billings of $511,- 


Robert J. Peets Advertising, 
Jackson, Miss., had billings of 
$136,399 in 1955, of which $55,142 
was capitalized fees. Comparable 
figures for 54 were $100,921 and 
$44,549 respectively. It has three 
employes. Media breakdown: 
Newspapers 10.8%; radio 8.1% 
television 29.3%; outdoor 44%: 
business papers 20.7%; farm pub- 
lications 1%; other 25%. It esti- 
mates its 1956 volume will be up 
20%. 


Pfaus-Finkle Advertising Agen- 
cy, Trenton, N.J., billed $504,- 
853.76 in 1955, of which $418,160.20 
represents capitalized fees. In 1954| Dealers Assn. and Metal Treating 
the agency billed $432,551.64, of|Equipment Exchange. Media 


which $363,860.20 represented fee| breakdown: Newspapers 15%; 


ized fees. Comparable '54 figures! 
were $480,642 and $52,378 respec- 


Cadillac Inc. in ’55 but gained At- 
lantic Import-Export Co., 
Brown Inc., Detroit Automobile 


072, of which $19,775 was capital-| 


tively. It lost Charlie’s Oldsmobile- | 
Ken | 


—_ | OAS MA SE BEL UIES VELA GAM CAYVCULS 


Advertising Age, February 27, 1956 


magazines 5%; radio 30%; televi-| papers 4%; farm publications 89%. 
sion 25%; outdoor 8%; business| It employs six persons and antici- 
papers 5%; transit advertising pates a 50% increase in billings 
10%; point of sale 2%. The agency in ’56. 


has eight employes. It anticipates 
an estimated 20% gain in 56. | Reid, Decker & Stocki Inc., New- 
ark, billed $730,000 last year, in- 
Reast & Connolly, Newark, billed | cluding $245,000 in capitalized fees. 
$95,799 in 1955, including $82,253) The agency acquired Bell Portable 
in capitalized fees. In 1954 the, Sewing Machine, Control Products, 
agency billed $96,005, of which! Calculagraph and Duro-Test Lamp 
$85,160 was fees. All of its 1955|in 1955. The agency began opera- 
billings were in business papers. tions in August, 1955, with a nu- 
|The agency, which employs three| cleus from Mercready, Handy & 
persons, expects a 10% boost in| VanDenburgh. Its billings were 
1956 figures. “spent as follows: Business papers 
}90%; newspapers 5%; magazines 
| 3%; point of sale 2%. Eleven per- 
/sons are employed in one office. 
The expectation is that 1956 vol- 


| Record Advertising Agency,| 
Fairbury, Ill., reports billings in! 
11955 of $105, 000, of which $15,000 | 
was capitalized fees. No figures ‘ 
are reported for 1954. It lost no oe WEE Se Up BUS. 

accounts and took on Swan-Finch; Robertson, Buckley & Gotsch 
Oil Corp. during the year. Media| Ine., Chicago, billed $955,610.72 in 
breakdown: Radio 5%; business| 1955, of which $392,491.58 is capi- 
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Advertisements on 
Business Magazine 
Readership 
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Advertising Age, February 27, 1956 


talized fees. In 1954 billings to- 
taled $711,219.02, with $203,236.98 
in capitalized fees. Accounts added 
were A. C. Nielsen Co., Huss Bros., 
Sun Steel Co., Bermingham & 
Prosser and Simpson Optical Co. 
Lost: Liberty Federal Savings & 
Loan Assn. and Veritone Co. Bill-' 
ings break down as follows: News- 
papers 5%; magazines 15%; busi- 
ness papers 50%; point of sale 5%; 
other 25%. The agency employs 17 
people in its one office and expects 


a 25% billing increase in 1956. | 


Edward W. Robotham Co., Hart-_ 
ford, Conn.—formerly Robotham | 
& Peck—billed $607,649 in 1955, 
of which $47,267 represents capi- 
talized fees. The agency billed 
$566,432 in 1954, of which $60,367 
represented capitalized fees. Res- 
ignations of key account men and} 
reorganization of the agency re-| 


like this: 


sulted in the loss of three accounts | 


at the end of the year—Harvey 
Hubbell Inc., Jarvis & Jarvis and 
J. M. Ney Co. Earlier it also lost 
Producto Machine Co. It added 
Beaver Tractor division of Baird 
Machine Co. and Reeves Instru- 
ment Corp. Its billings went en- 
tirely into business papers. The 
agency now has 12 employes and 
expects its 1956 volume to equal 
that of 1955; it enters 1956 with 
billings 15% below its 1955 total. 


David E. Rothschild Advertising, 


New York, billed $270,000 in 1955, | 
of which $150,000 represents capi- | 


‘'talized fees. In 1954 the agency 
billed $210,000, of which $115,000 
represented fee capitalization. The 
agency reported no account losses 
or gains. Its billing was divided 
Business papers 80%; 
/newspapers 18%; magazines 1%; 


transit advertising 1%. It has one 
office with four employes and be- 
lieves 1956 will be “up.” 


J. B. Sebrell Advertising Agen- 
cy, Los Angeles, reports $525,000 
billings in 1955, of which $125,000 


was capitalized fees. Comparable 
billings in ’54 were $485,000 and} 


$110,000 respectively. It reports 
the following media breakdown: 


Newspapers 2%; newspaper sec-| 
| tions 
|point of sale 1%. 
| persons and anticipates a 10% in- 


%; business papers 95%; 
It employs 30 


crease in volume in 1956. 


Ken Seitz & Associates, Milwau- 
kee, billed $532,154 in 1955, includ- 
ing $68,138 in capitalized fees. In 
1954 the billing was $357,546, in- 
cluding $120,546 in capitalized fees. 
Seitz added Babcock & Wilcox Co., 
Marble Arms Corp., Ludell Mfg. 
Co. and Frabill Mfg. Co. during 


the year; it lost Armstrong Prod- 
ucts Co. Its billing was divided as 


follows: Newspapers 10%; maga-| 
| zines 30%; radio 10%; outdoor 2%; | 


business papers 35%; point of sale 
4%. It employs 13 persons and 
estimates 1956 volume up 20%. 


James C. Seix Co., New York, | 


billed $766,566 in 1955, of which 
$660,485 represents capitalized 
fees. In 1954 the agency billed 
$348,322, of which $284,541 repre- 
sented fee capitalization. During 
the year the agency added Iberia 


|Air Lines of Spain; it lost no ac- 


counts. Its billing was divided like 
this: Newspapers 15%; magazines 
15%; point of sale 10%; public re- 
lations 50%. It operates three of- 
fices with 14 employes and expects 
a 15% increase in volume next 
year. 


H. Richard Seller Advertising, 


JOURNAL 


“What's your magazine doing to increase 


readership ?” We're asked that question more 
and more often these days by shrewd industrial 
advertising buyers. And we’re glad to be asked — 
because it means that advertising buyers are 
becoming more selective buyers. They’re out to 
prepare more productive advertising schedules for 
their companies by putting their advertising dol- 
lars where thorough readership will make them 
pay off best. 


You'll find our answer to this question in a 
series of workshop advertisements we’re begin- 
ning here. It'll be a factual, unexaggerated answer 
designed to show you the men and the methods 
we're devoting to this important task of increas- 
ing the thoroughness of our readership. And we’ll 
back up that answer with factual proof that our 
efforts are succeeding. 


We hope you'll find this answer helpful 
in evaluating the role that The Oil and Gas Jour- 
nal can play in making the most of the advertising 
dollars entrusted to your investment judgment. 


TULSA, OKLAHOMA 
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Portland, Ore., billed $850,000 in 
1955, after combining with Blitz 
Advertising on May 1. The com- 
bined agencies would have had 
$600,000 in billing in 1954. The 
agency added Meadows Pontiac, 
|Richland Motors, Huling Bros. 
| Buick, Lloyd’s Gardens, Sunshine 
| Dairy, Wollach Bros. Tires and 
Tappan ranges in the Northwest. 
Media breakdown: Television 40%, 
radio 30%, newspapers and maga- 
zines 10% each, outdoor and busi- 
ness papers 5% each. It has 17 
employes in three offices and esti- 
mates 1956 will show a 75% vol- 
ume gain. 


Harold R. Smith Agency, She- 
boygan, Wis., which started busi- 
ness in April, 1955, reports billings 
of $101,200, of which $1,200 was 
capitalized fees. Media breakdown: 
Newspapers 10%; magazines 40%; 
| radio 35%; business papers 12%; 
|catalogs 1%. The agency expects 
lan increase of 50% in volume in 
56. 


Standart & O’Hern Advertising 
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WISE 
ADVERTISERS 
GET RESULTS 


... when they sell the 
highest radio sets -in- 
use market. . . Port- 
land, Oregon, with its 
highest-rated D.J. — 
Barney Keep. 


*“«+«*@eeeeeeweeeeeeeeneeeeeeeeeeeeeeee eevee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee eee eeeeeeeeeeeeeeeeeeeeeeeeee eee eew-e 


The Keep Time Show 


6 to 9 AM—Mon. thru Sat. 


Make your SELLING 
campaign complete. 
Use POWERFUL 50,000 
watt KEX. 


LET KEX 
SELL for YOU! 


Call Bob Rudolph, KEX 
Sales Manager, CApitol 
2-1881; Eldon Campbell, 
WBC National Sales Man- 
ager, MUrray Hill 7-0808, 
New York; or, your near- 
est Free & Peters office. 


WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 
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Agency, Kansas City, Mo., billed 
$776,535 in 1955 as compared with 
a 1954 figure of $573,988. Capital- 
ized fees last year amounted to 
$354,308 as compared with $373,- 
237 in 1954. It acquired Muehle- 
bach Brewing, Certified Brands 
and Deep Root Fertilizers in 1955. 
Its billings were spent as follows: 
Newspapers 3%; magazines 2%; 
radio 33%; television 3%; outdoor 
7%; business papers 1%; farm 
publications 1%; transit advertis- 
ing 2%; point of sale 3%; other 
45%. The agency has one office 
with 14 employes and expects 1956 
volume to be about the same as 
65. 


Stein Advertising Agency, Min- 
neapolis, started in business May 
1, 1955, and reports billings since 


then of $50,000, of which $10,000 
represents capitalized fees. It ac- 
quired M. Capp Mfg. Co., Silcrest 
Co. and Bloch-Heller Co. in that 
month. Newspapers got 48% of the 
billings; business papers 40%; 
farm publications 2%. The agency 
has three employes, looks to a 20% 
gain in 1956. 


Stern, Walters & Jaster Inc., Chi- 
cago, billed $405,596 in 1955, in- 
cluding $202,851 in capitalized 
fees. The agency started operations 
in September, 1954. Accounts ac- 
quired last year were Don Adams 
Inc., Majestic International Corp., 
Master Bronze Powder Co., Wil- 
liamsburg Drapery Co., Magna 
Inc., Wilcox-Gay Corp. and Linden 
Phar. Co. It lost no accounts. It 
spent its billings like this: Direct 


mail, sales promotion, outdoor and 
point of sale 50%; newspapers 
18%; business papers 16%; radio 
and tv 12%; magazines 4%. The 
agency employs seven persons and 
looks for a 60% gain in 56 billings. 


James A. Stewart Co., Carnegie, 
Pa., billed $980,000 last year, of 
which $670,000 was in capitalized 
fees. The agency did not list 1954 
billings. It gained Holgate Bros. 
last December and lost none. Bill- 
ings were spent as follows: 30% 
in magazines; 30% point of sale; 
20% business papers; 10% radio; 
5% television and 5% newspapers. 
The agency expects a 15% gain in 
1956 volume. 


G. F. Sweet & Co., Hartford, 
Conn., billed $945,757 in 1955, of 


which $147,134 represents capital- 
ized fees. In 1954, the agency billed 
$571,958 of which $97,939 repre- 


sented fee capitalization. The agen-| 


cy added two accounts, Safeway 
Heat Elements and Parsons Mfg. 
Co., during the year; it lost none. 
Media breakdown: Newspapers 
46%; magazines 19%; radio 4%; 
business papers 25%; transit ad- 
vertising 2%; point of sale 2%; 
other 2%. It operates one office 
with 13 employes and foresees a 
20% gain in volume for ’56. 


George E. S. Thompson Adver- 
tising Consultant, Oakland, Cal., 
billed $37,357 in 1955, of which 
$24,357 was in capitalized fees. In 
1954, the agency billed $42,571, in- 
cluding $26,371 in fee capitaliza- 


tion. The agency added Lincoln) 


There are two sides to most situations ... 


o 


And there are two sides to the 
DELAWARE VALLEY 


Market fact. More than three-fourths of the 


To tell your story profitably on the booming 
New Jersey side of the Valley, the media 
you must use are the CAMDEN COURIER- 
POST and the TRENTON TIMES—the key 
dailies serving an area in which “all buying 
and seiling are local." 


ee ee 


It pays to 


cross the 


Delaware 


New York bd 


country’s 100 leading advertisers include 
the COURIER-POST and the TIMES in their 
media schedules regularly. Nearby Phila- 
delphia retailers use them to the tune of 


over two million lines a year. 


COURIER-POST 


fm TRENT 


Represented nationally by GEORGE A. McDEVITT CO., INC. 


Chicago ° 


Philad aiphia 


° Pittsburgh 


Established 1875 


ON 
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Industries, Virginia Cleaners and 
Pacific Paint & Varnish during the 
year and lost Doug Lynn Mfg. Co. 
The agency has a staff of two in 
one office and expects billings for 
1956 to be up 10%. 


Coleman Todd & Associates, 
Mansfield, O., billed $557,815 in 
1955, of which $130,815 was in 
capitalized fees. In 1954, the agen- 
cy billed $478,481.33, of which 
| $128,481.33 represented fee capi- 
talization. The agency added Globe 
| Steel Abrasive and North Electric 
during the year; it lost Gorman 
|Rupp Co. and Union Malleable. 
Its billing was divided like this: 
Business papers 50%; newspapers 
10%; magazines 8%; farm publica- 
tions 4%; other 28%. The agency 
employs 14 people in one office 
and expects billings for 1956 to 
| be up 5%. 


| Tolle Co., San Diego, billed 
| Sena in 1955, of which $360,960 
| represents capitalized fees. In 1954, 
comparable figures were $637,620 
jane $442,800. It added Chevrolet 
Dealers of San Diego County and 
La Jolla Industries. It lost none, 
but its largest account set up its 
own advertising department to 
handle most of its advertising, with 
Tolle’s counsel. Media breakdown: 
| Newspapers 18%; magazines 5%; 
jradio 25%; tv 5%; outdoor 20%; 
business papers 3%; transit 10%; 
point of sale 4%; direct mail 10%. 
It has seven employes and foresees 
56 as up 20%. 


| Tri-State Advertising Co., War- 
| saw, Ind., billed $205,644 in 1955, 
of which $97,466 represents capi- 
‘talized fees. In 1954 comparable 
figures were $182,167 and $89,279 
respectively. It added Wabash 
Metal Products Co., Martin Equip- 
ment Co. and Builders Tool & 
Equipment Co. It lost none. A par- 
tial media breakdown shows 50% 
in business papers, 2% in farm 
publications, It has seven employ- 
es and predicts 1956 will be up 8%. 


Wehner Advertising Agency, 
Newark, billed $685,641 in 1955, of 
which $560,199 represents capital- 
ized fees. In 1954, Wehner billed 
$673,501, of which $560,215 repre- 
sented capitalized fees. The agency 
reports that it gained four accounts 
and lost three during 1955. It gets 
83% of its billings from direct mail 
and catalogs, 12% from business 
papers, 2% from point of sale and 
the remaining 3% from newspa- 
pers and magazines. The agency 
employs 13 persons and estimates 
a 25% gain in billings for 1956. 


Welch, Collins & Mirabile, Balti- 
more, billed $169,730 during 1955, 
of which $49,330 represents capi- 
talized fees. In 1954 the agency 
billed $104,300, of which $28,000 
represented fee capitalization. The 
agency added Fiynn & Emrich Co., 
U.S. Naval Institute and Educa- 
| tional Publishers; it reports no ac- 
count losses. Its billing was divided 
like this: Newspapers 5%; maga- 
‘zines 11%; radio 15%; television 
18%; business papers 47%; other 
4%. It has one office with five em- 
ployes and expects 1956 volume to 
| be up 20%. 
| 
| 
_ Wendt Advertising Agency, 
Great Falls, Mont., billed $323,080 
last year, of which $74,824 was for 
|capitalized fees. In 1954 the total 
billing amounted to $272,828, with 
$57,510 of it in fees. Its account 
|structure remained the same. 
| Newspapers got 60% of the agen- 
| cy’s billings; magazines 10%; radio 
10%; television 15%; farm publi- 
cations 5%. The agency has six 
|}employes, expects a 10% rise in 
1956 volume. 


Wilson Advertising Agency, Cin- 
cinnati, reports it billed $960,000 
|in 1955. It operates one office. 


| Thomas C. Wilson Advertising 
| Agency, Reno, billed $662,016 in 
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In San Francisco...its The Examiner 


In this great market, with 8 department stores, 4 daily 
and 2 Sunday newspapers, The Examiner carried over 55 


percent of all department store advertising in 1955. 


Represented by Hearst Advertising Service 
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THIS IS COMPLETE COVERAGE! 


Here's one of the Nation's most impressive coverage 
— —in one of its greatest markets. With the South 

end Tribune alone, you saturate the City Corporate 
Area of South Bend (Indiana's 2nd market) — 58,104 
families! And you reach 96.7% of the families in the 
South Bend Metropolitan Area, the Country's Sth rich- 
est market! Line rate is only 28c (milline rate 20.9% 
below average of comparable papers). . .. Write for free 
market data book. 


a | 


Soulh Pend 
— Cribune © 


Franklin 0. Schurz — Editor and Publisher 


in 


STORY, BROCKS & FINLEY, INC. + 


The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


NATIONAL REPRESENTATIVES 


| 1955, including $313,759 in capi- 

talized fees. In 1954 Wilson billed 
$520,299, including $46,335 in capi- 
| talized fees. The agency neither 
gained nor lost an account last 
| year. Its billing breakdown: News- 
| papers 69.7%; magazines 5.6%; ra- 
| dio 10.3%; television 3.8%; outdoor 
7.7%; business papers 1.8%; farm 
publications 0.2%; transit adver- 
tising 0.2%; programs and tele- 
phone directories 0.7%. Wilson em- 
ploys 14 persons and expects a 
10% boost in 1956 volume. 


Wyckoff & Associates, San Fran- 
|cisco, billed $343,918 in 1955, of 
which $239,839 represents capital- 
ized fees. In 1954 the agency billed 
$256,420, of which $179,820 repre- 
| sented capitalized fees. During the 
year it added Rucker Co., Inter- 
state Container Corp., Redwood 
Sales Co., Tropicraft Inc. and Rose 
Equipment Co.; it lost H. V. Carter 
Co. Media breakdown: Newspapers 
4%; magazines 7%; radio 9%; tele- 
vision 6%; outdoor 2%; business 
papers 5%; farm publications 3%; 
transit advertising 1%; point of 


YOU REACH 


Peyltt 


FOR MAXIMUM 
FARM SALES 


a rae OD 
a ee 


with Pacific Northwest FARM QUAD MAGAZINES 


It’s a good earth for farmers of Washington, Oregon, Idaho 
and Utah. Paydirt . . . which, year after year, makes these prosper- 


ous farmers sales paydirt for PACIFIC NORTHWEST FARM QUAD pom 
advertisers. 
Providing clear proof of this is the 1954 Census of Agriculture pr _—t 


(preliminary). In just four years, the Pacific Northwest farmer increa 
the size of his farm by 13%, the value of his land and buildings by 38%, 
and earned $7234 MORE PER FARM than the U. S. average. In terms 
of pure earning power, the Pacific Northwest farmer earned in four 
years what the U. S. farmer earns in five years, two months. Farmers 
of the Farm Quad market are that far ahead! 


And they are even farther ahead, spending their money for the 


farmers were spending 24% more 
dollars for petroleum fuel and oil. 
How did farm households prosper? 
Farms owning home freezers in- 
creased by 157%! 


This year, mak 


ADVERTISING REPRESENTATIVES 


GENERAL OFFICES: Spokane, Washington 


40 
Source: 1954 Census of Agriculture (Prehmmary) 


© sure you are among 


STATE OFFICES: Seattle, Portland, Boise, Salt Loke City 


in the billion dollar Farm Market of WASHINGTON, OREGON, IDA HO and UTAH 


FOUR YEAR GROWTH — Commodities Per 100 Farms 


WASHINGTON - OREGON - IDAHO - UTAH 


TRUCKS 


1 4 AEE REN MEET go 


TRACTORS 


84 
7 


. HOME FREEZERS 


Whatever you sell, you can strike paydirt in 
this big-buying farm market, too, with home- 
state FARM QUAD MAGAZINES—The Wash- 
ington Farmer, The Oregon Farmer, The Idaho 


better things in farm life. During this same period, farms with tele- Farmer and The Utah Farmer. By serving 
phones multiplied by 24%, grain combines on farms increased by 24%, local, diversified state a2 to the fullest 
pick-up hay balers by 148%, tractors with local, diversified state farm news and 

by 30%, and, compared with 1949, information, they have won the steadfast 

confidence . . . and unequaled coverage . . . 


of farms within each of their home-states. 


The payoff? It’s big: over fifty years of maxi- 
mum sales for a countless number of advertisers. 


m. 


Western Associated Farm Papers, Chicago, New York, San Francisco 


‘ 
THE BILLION DOLLAR 
FARM QUAD MARKET 


Or aT | oe a Oot anes. 
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sale 1%; other 62%. It operates 
one office with seven employes 
and expects a 15% gain in °56 vol- 
ume. 


| John Marshall Ziv Co., Chicago, 
billed $341,754 in 1955, of which 
$173,453 was capitalized fees. In 
1954 it billed $273,879, of which 
$158,500 was capitalized fees. The 
agency acquired Lawter Chemical 
Inc. last year and lost Waltco 
| Products. Media used in ’55 were: 
Newspapers 10%; magazines 70%; 
television 5%; business papers 
5%; classified telephone director- 
ies 10%. It employs six people and 
estimates 1956 billings will be up 
13%. 


Dodge Ads Woo 
Owners of Six 
Other Car Makes 


NEw York, Feb. 21—Dodge divi- 
sion of Chrysler Corp. is making a 
big play for the owners of compe- 
titive makes of automobiles during 
its current sell-a-thon. 

The selling drive, during which 
Dodge hopes to double its normal 
;volume through special trade-in 
offers for six makes of cars, 
started this week, following Law- 
|rence Welk’s visit to New York. 
|The Dodge telecast, featuring an 
| hour of music by Mr. Welk and his 
band on ABC, has proved to be one 
of the sleepers of the current tv 
season. Recent Nielsen reports 
show it besting the CBS and NBC 
competition in its time period. 

Dodge hopes to get most of its 
new customers from Pontiac, 
Buick, Mercury, Chevrolet, Ford 
and Oldsmobile drivers. In the in- 
tensive six-week promotion, there 
will be a special appeal to each of 
these groups. One week, advertis- 
ing will concentrate on Pontiac 
owners; the next, on Buick owners, 
and so on. Ads will feature the 
good trade-ins to be had on each 
of the makes involved. 


® This will be the pitch on Dodge's 
three tv shows—“Break the Bank,” 
“Make Room for Daddy” and 
Welk’s Saturday night show. The 
stars of these ABC shows—Bert 
Parks, Danny Thomas and Welk— 
will make personal appearances at 
special dealer parties in New York, 
Philadelphia, Washington, Balti- 
more and Chicago. In New York 
the promotion will be climaxed by 
a “spectacular” show in Madison 
Square Garden. 

Newspaper ads, ranging up to 
page size, will be scheduled, and 
saturation radio spots will be used 
in key areas. A heavy barrage of 
direct mail pitches to the target car 
owners also will be used. 

Grant Advertising services this 
account. 


Oswald Buys ‘Herald’ Interest 

James B. Oswald has been 
named a director of the Herald- 
News Publishing Co., Plainview, 
Tex., publisher of the Plainview 
Herald, and has been elected vp of 
the corporation. Mr. Oswald re- 
cently purchased stock in the cor- 
poration from Mrs. E. B. Miller, 
executrix of the estate of the late 
E. B. Miller, who for 43 years was 
a co-owner of the Herald. H. S. 
Hilborn and E. Q. Ferry also are 
stockholders of the daily newspa- 
per. Mr. Oswald has been a mem- 
ber of the newspaper’s advertising 
‘department since 1928, for the past 
two as advertising manager. 


Saila & Farmer Ltd. Bows 

| Clement Saila and Reg Farmer 
|have formed Saila & Farmer Ltd., 
‘sales, merchandising and promo- 
tion counsel, with offices in To- 
Tonto and Montreal. Mr. Farmer, 
|formerly sales promotion manager 
lof Cluett, Peabody & Co., New 
| York, will head the Toronto office. 
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In 1956, Midwest 
farmers will buy 


1,220,994 


= APPLIANCES 


According to 


iyi 
ep “1956 BUYING INTENTIONS” 


for your copy. 


Sell them faster through their 


MIDWEST FARMERS themselves tell you 
what they want to buy, and in what 
amazing quantities, in the 11th annual 
Buying Intentions survey. Their plans 
to purchase 1,220,954 home appliances 
is just one category in the listings of 
some 300 items they want now. 

To fill their wants Midwest farmers 
have cash income almost twice the na- 
tional average. Midwest farm income 
reached the terrific total of $9.7 billion 


A 


WHERE FARMING 


Survey based on a 36.2% return from 
inquiries mailed to 10,500 farm fami- 
lies in all counties of 8-state area. Write 


in 1954, an average of $9,168 per farm. 

In the Midwest 9 out of 10 of the 
best farm families depend on localized 
Midwest Unit Farm Papers as their 
chief source of information of all kinds 
—including buying information. So, for 
fast selling action that the local impact 
and deep penetration these publications 
will give you, buy the Unit—one order, 
one plate at substantial savings in rates. 


1S BIG BUSINESS. 


LOCAL Farm Papers: 


+ 


COMPARATIVE LINEAGE 1948-1955 
ADVERTISERS’ FIRST CHOICE 


160! +48% MIDWEST FARM PAPERS 


AB SERIES POMEL 


20 Index base year 1948, when 
national farm magazines 
O| carried their peak lineage. . 


MIDWEST "2" UNIT 


SALES OFFICES: 59 E. Madison St., Chicago 3; 250 Park Avenue, New York 17; 
110 Sutter St., San Francisco 4; 672 S. Lafayette Park Place, Los Angeles 57. 


AND GOOD “LIVING! 
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The NEWS of the ROCKIES 


With 1,886,226 lines of the 3,274,668 total, the 
News carried 57.6% of the Denver retail 
clothing stores linage in 1955. Leadership. 
(Media Records) 


Mountain 


News 
JENVER 


ABC Separates Network Units 

American Broadcasting Co. has 
created separate sales development 
and research departments for its 
tv and radio networks. Donald W. 
Coyle, formerly director of re- 
search for radio-tv, has been 
named director of sales develop- 
ment and research for tv; Dean 
|Shaffner, formerly director of 
sales development for radio-tv, 
now will handle sales development 
and research for radio. 


Hearst Names Cartmell 

Van H. Cartmell, formerly in 
|charge of the special services di- 
vision of the Book-of-the-Month 
|Club, has been named special 
projects director of Hearst Mag- 
azines, New York. 


\Heiland Joins Intaglio Service 
George W. Heiland, formerly vp 


and director of service and pro-|® In all, ADVERTISING AGE last year | 


| 


New York, Feb. 21—The urge 
to merge in American business 
hit a 25-year high in 1955, and the 
advertising business kept vigorous 
pace with the trend. 

Advertising mergers ran _ the 
gamut from small reorganizations 
involving agencies with less than 
half a dozen employes each, to 
|major realignments such as the 
|consolidation of Hirshon-Garfield 
| into Peck Advertising, the demise 
| of Cowan & Dengler and its af- 
| filiation with Donahue & Coe, the 
| merger of Gotham Advertising and 
|Irwin Vladimir & Co. into a $5,- 
000,000 export agency. 


Advertising Age, February 27, 1956 


Agencies Kept Pace with American 
Business Trend to Mergers in 1955 


organization in name or adminis- 
tration of at least 100 additional 
agencies across the country. The 
list is not a complete profile on 
the activities of the more than 
3,000 agencies in the U.S., but it 
is believed to be the most com- 
prehensive rundown available. 
The courtrooms once again 
echoed with the sounds of ad- 
men’s voices last year, but for the 
second year in a row, activity was 
not as frenetic as in the past. 
To be sure, $1,000,000 figures 
were still being kicked about: 
Veteran airlines adman P. P. 
(Pete) Willis got a _ substantial 
ladder-hold in his drive to collect 
$1,000,000 in back payments from 


duction of Foote, Cone & Belding,| reported the mergers and consoli- | Ruthrauff & Ryan when a Chicago 
| Chicago, has been appointed vp in| dations of more than 50 agencies. | ™4Ster in chancery ruled that the 


| charge of manufacturing of Intag- 
lio Service Corp., Chicago. 


Further, AA recorded the forma- 
| tion, liquidation, failure, and re- 


* Special Events” are important. . 


ahh 


*We ought to know. . . 


we boast more children 


per executive than just about anybody. 


And in Lovisville... 


WHAS-TV Programming pays off! 


VICTOR A. SHOLIS, Director 

NEIi CLINE, Station Mgr. 
Associated with The Courier-Journal 
& The Louisville Times 


Represented Nationally by Harrington, 
Righter & Parsons, 


BASIC CBS-TV Network 


A recent WHAS-TV “special 
event’ combined live feeds 
from Dayton and Nashville 
for a Saturday night “dream 
doubleheader’ featuring 

4 of the nation's top 10 
basketball teams: University 
of Louisville vs University 
of Dayton and University of 
Kentucky vs Vanderbilt 
University. 


Your Sales Messages Deserves 
The Impact of Programming of Character 


| agency violated its “irrevocable, 
| lifetime” contract with Mr. Willis 
| concerning its American Airlines 
account; the Maxwell Sackheim 
“agency was the object of a $1,950,- 
/000 suit by a former client who 
‘charged the agency with going in- 
to competition with him. H. L. 
| Mihic filed a piracy suit against 
former employes, but died during 
ithe year. 


|® As the year concluded Biow- 
|Beirn-Toigo lost Pepsi-Cola and 
| Whitehall Pharmacal. The agency 
\started out 1956 by resigning 
| Schlits, losing Ruppert and Philip 
| Morris, and reverting back to its 
|'old name—Biow Co.—with Milton 
| Biow once again at the helm. 

Bankruptcies in 1955, in both 
number of agencies and dollars 
|involved, dropped. Dun & Brad- 
street reported 31 failures during 
the year with total liabilities of 
| $815,000. D&B says none of the 
| bankruptcies were of any great 
|size; most, if not all, were below 
| $100,000. The average agency fail- 
ure was about $27,000 for each 
jagency reported—which is some 
|$10,000 below the 1954 average, 
when 34 agencies floundered to 
‘the tune of $1,265,000. There were 
|24 failures in 1953, 19 in 1952 and 
40 in 1951. 
le Among the brand new agencies 
that appeared in 1955—and there 
were at least 75 announced in 
AA’s columns—the richest from 
|\the word “go” was undoubtedly 
North Advertising. It opened of- 
fices in September in Chicago, 
New York and Beverly Hills with 
$5,000,000 worth of Toni Co. bill- 
ing, which Don Nathanson, presi- 
dent of North, took with him from 
Weiss & Geller. 

Additional details on some of 
the above events in 1955, as well 
as a detailed tabulation of other 
agency news, month-by-month as 
| reported in AA, may be found in 
|the story on Page 136. 


‘Modern Medicine’ Spawns 
European Publication 

Modern Medicine, Great Britain, 
which published its first issue in 
|January of this year, reports 45 
advertisers were represented in 
the issue. The new publication 
stems from Modern Medicine, U.S., 
land Modern Medicine, Canada. 
|The U.S. journal is the original 
and is published in Minneapolis. 
Each of the three Modern Medi- 
cines operates autonomously, has 
its own editorial chairman and 
/medical advisers. The new publi- 
cation’s offices are in London. 


Crown Zellerbach Boosts Fox 

Arthur L. Fox, formerly adver- 
tising manager of the Western 
Waxed Paper division of Crown 
Zellerbach Corp., San Francisco, 
has been named manager of ad- 
vertising and sales promotion of 
the corporation’s General Paper 
Sales division. 
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RECORD OF ADVERTISING PAGES IN WOMEN'S MAGAZINES 


YEAR 1955 
First 15 Magazines Pages 
VOGUE e*eeeeeee#ee#e#eee#*e#ee#e ®* @® @ a'@] @& @ nm OC Cease 68 6 ee Se a eS eee @ 1708 . 
Good Housekeeping e*eeeeee#ene#e#e##e### #®* # @#® #@ @ e- ar8 2 2S 9.3 Tau. 8 «©... 2 eS: eS 1423 


eS Ca, 2, ia bs odie ele » 6}. eile «00ers. ce. ARO 
Mademoiselle «-.-eeeeerveee 
Ladies' Home Journal ..-+-e-e-e 
Charm «eee cccvreesceeve 
Glamour .s.ececercceceeves 
Harper's Bazaar «+ -eeeeeces 
McCall's ..c.ccccevecececes 


Family Circle 


Parents ..cecececrcecrcrvecees 
Woman's Day 2. eccccccsece 
True Story jie sos cb es 
Woman's Home Companion . « « « « 


Photoplay..ccecrecrerevsse 


Research Report #1232 
Source: Printers' Ink 


let’s look 
at some : 
figures... 


If you do business with women, these figures are important to you. They show that VOGUE carries more advertising than 
any other women’s magazine and any other fashion magazine. Indeed, VOGUE has held this lead for 41 of the past 47 years. 


One big reason for VOGUE’s advertising leadership is the VOGUE-reading woman . . . what she buys and what she wears 
become the fashion buy-words of the nation. She is the fashion leader that millions of others watch and follow. Retailers 
and manufacturers advertise to her. That’s why there were more pages of advertising in VOGUE in 1955 than any other 


women’s or fashion magazine. Vi 4 * [] I 


A Condé Nast Publication * 420 Lexington Avenue *° New York 17, N. Y. 
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Marketing Assn. Amends 
AA's Report on Finances 

To the Editor: I have just fin- 
ished reading the article on Page 
30 in the Feb. 6 issue of ADVERTIS- 
ING AGE about the proposed in- 
crease in membership dues. In 
general I think your treatment of 
this subject was well handled and 
eminently fair to the [American 
Marketing] Assn. There are, how- 
ever, one or two minor inaccuracies 
and omissions to which I would di- 
rect your attention. 

1. In discussing the costs of op- 
erating the association, I have a 
feeling that the figures quoted in 
the two paragraphs might leave 


the impression that the association | 
operates at a substantial loss. This | 
is not the case. Last year we ended | 


up the year with an excess of in- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 
come over expenditures of some-| cation activities and did not include 


thing over $6,000, due to a careful 
and rigid cost control. This year for 
the year ending June 30, 1956, the 
present expectations are that we 
will probably about break even or, 
if we do not use up all budgeted 
amounts for publications, could 
even show a slight surplus. The 
reason we do not expect the asso- 
ciation to operate at a loss is the 
fact that we have revenue from 
our company members which was 
not shown in the tabulation of the 
figures given. This was pointed out 
in Dr. Anderson’s memorandum to 
the members and I think the 
phraseology we would object to is 
“the net cost in excess of total rev- 
enue.” The revenue figures shown 
were only those from individual 


|memberships and from our publi- 


There’s An 


Easier Way 


To Get Attention... 


THE BEST WAY... 


pe yet ag Sell your customers the 

easy way . Reach 
1,200,c00 souder buyers. 98% male. Con- 
centrate in THE SPORTING NEWS. Men 
buy it, like it, read it from the front page 


. the best way! 


to the last. And have confidence in 


It's almost as old as baseball itself and 


just as lively. 


RLES c .. SPINK 


revenues from company member- 
ships. 

2. The second point which was a 
slight inaccuracy was your state- 
ment in the last paragraph that “all 
of the chapters with the exception 
of two in Canada are in the U.S.” 
For your information, we had at 
the time the memorandum was) 
written and have three Canadian | 
chapters—Montreal, Toronto and| 
Vancouver, B.C. 

I simply call these matters to 
your attention in case you may feel 
that some amended statement or 
notation of these matters would be 
in order. I don’t want people to get 
the impression that the American 
Marketing Assn. is going down hill 
financially. We are not. 

WILLIAM C. Gorpon, JR. 

Executive Director, American 

Marketing Assn., Chicago. 


Swedish Adman Suggests Ads 
As Medium of Understanding 

To the Editor: As an enthusiastic 
reader of your magazine for quite 
some time I must tell you that I 
and many others in the advertis- 
ing profession in Sweden do ap- 
preciate your ADVERTISING AGE 
very much indeed. 

I can, however, not keep from 
wondering whether you would not 
be interested in adding some news 
from the international or even 
European advertising field from 


Lange 


dren. 
Secondly, a more locally cen-| 
tered item. 


week, etc.) 


tries. On the home front 


and 
reliable | 


19). Mr. Lomo has given us a good 
look at the structure of our own 


It is this: Without | language, and I for one like what 
boasting (too much!), our present |I see. 

series of international advertise- | 
ments (as seen in Time and News- | | to the importance of word order in 
have caused much) English and pointed out that “me 
favorable comment in many coun-! was given a book” became “I was 
it is| given a book,” an English con- 
frequently considered one of the/ struction not duplicated in any 
best efforts in Swedish interna-| other language. 

tional advertising history. What is | 


For instance, Mr. Lomo referred 


Once we realize the significance 


time to time. 

I have two items in particular 
in mind. 

“First, a thought which I have 


perhaps more interesting are the of this fact—the principle of word 
rather flattering comments re-| order—we will never again listen 
ceived from a member of the Royal | respectfully to persons who tell us 
Photographic Society of London,| that “it’s me” or “who did you see” 


presented to the International Ad- 


and from ever sO many sources|is ungrammatical. For English 


it. 


For complete information caries «ee 


& SON, Publishers 


Woshington Ave, St. 


Pe N —-CHI 
+ NEW 


be A a 


YORK CLEVELAND 


vertising Assn. in New York and | all ’round the world. 

which has been accepted as an| My thought is, of course, that 
expression of one of the most fun-| You might be interested in giving 
damental responsibilities of that} your readers an opportunity of 
organization, of which I am a/discussing one sample of Euro- 
member. The thought: To make/pean-International advertising 
deliberate and steadily increasing) Which at present is much talked 
use of the means of international | about abroad. 

advertising to attempt to bring | I therefore enclose the latest is- 
individuals, peoples and nations |Sue of the Addo house magazine, 
closer together, to bring about a “Figures,” in which you will find 
better. understanding, the world| the Addo ads on the inside of the 
over, of things which may influ-| back cover. . 
ence the outcome of history to-| 
ward peace in our time, and truer, 
not just skin-deep civilization. | 
The media of normal, routine in-| 
ternational advertising should 
prove ideally suited to this pur- | Praises Lomo Article: Hopes 
pose, and the impact upon modern | for New English Grammar 
man’s mind resulting, I wager,| To the Editor: You were right 
would be truly gratifying to every-|in recommending Alfonso Lomo’s 
one who does at all concern him- article, “even though you never 


Nits O. MELIN, 
Advertising Manager, Aktie- 
bolaget Addo, Malmo, Sweden. 


does not really have a nominative 
and an objective case; the “rule” 
that the verb “to be” must be fol- 
lowed by a nominative form is 


| meaningless when applied to Eng- 
lish. 


In English the position of a word 
(word order again) is more impor- 
tant than its form. We have only 
six words with different forms for 
the so-called nominative and ob- 
jective case: I, me; she, her; he, 
him; we, us; they, them; who, 
whom. And even in these six 


| words, the form has no signifi- 


| cance: 


“Him kissed she” would 
always be interpreted as meaning 
that the man took the initiative. 
Some day the facts of English 
will be recognized, new grammars 
will be written, and the principle 
ot word order will be given the im- 
portance it deserves. The new 


self with the fate of our world of | translate a single word into a for-| grammars will tell us that the form 
tomorrow, that of our own chil-| eign language” (AA, Dec. 12 and of a word is determined by its 


ivi EREDITH Radio aud Vheisoon STATIONS 
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position, not by its function. 

Perhaps my enthusiasm for Mr. 
Lomo’s_ description of English 
structure comes from the sharp 
contrast it presents with the mess 
of misinformation about English 
being served—even in books writ- 
ten or revised in the last few years. 
I am sure other advertising men 
have been exposed to the same 
books, either directly or second- 
hand through their secretaries or 
clients. 

There is at large among us an 
unholy number of people who 
make it their business to correct 
the speech and writing of others. 
It wouldn’t be so bad if these peo- 
ple were all retired school teachers 
or retired secretaries, but unfor- 
tunately they include authors, 
business men, and even advertising 
men. 

At one time, wishing to check the 
answers given me by stenographers 
whose corrections I had challenged, 
I studied a stack of these hand- 
books for secretaries. And oh, 
brother! Among other things, I 
have seen rules that would make it 
“incorrect” to say, “Mr. Brown 
says he wrote to us yesterday.” 
Actual examples of supposedly in- 
correct forms include “I think I 
could do it.” 

A correspondence manual pub- 
lished by a prominent manufactur- 
er amazed me by saying that the 
tendency is to treat “none” as a 
singular. Any dictionary would 
have set the author straight. 
“None” has been used with a plural 
verb for a thousand years, and its 
present primary meaning is “not 
any” rather than “not one.” The 
fact that it came from “no one” is 
irrelevant. A word means what we 
use it to mean NOW. To say that 
it “really” means something else 
is nonsense. If we are going to use 
words according to what they once 
meant, nobody will understand us. 

Worse yet, I recently bought a 
book on plain writing that was 
published in 1952. The jacket 
promised me that the book would 
tell me “how to write clean, force- 
ful English that anyone will under- 
stand.” It told me no such thing. It 
was 80% a rehash of 18th century 
grammar, plus a few original 
errors by the author. 

Look at this nonsense about 
words like “slow” and “quick”’: 

“The ruffian who threatened, ‘If 
you don’t come here quick, I’ll 
knock your block off,’ used the 
adjective ‘quick’ when he should 
have used the adverb ‘quickly’. 
This mistake...commonly occurs 
only in the writing of uneducated 
persons.” 

So that makes me an uneducated 
ruifian! But “slow” has been used 
—as an adverb—for 456 years. It 
can be traced back further than the 
torm with “ly.” It was good enough 
for Shakespeare, Milton, Byron, 
Thackeray, and others. The author 
I am talking about gave a quota- 
tion from Oscar Wilde. “Only in 
the writing of the uneducated” in- 
deed! 

Without a hint of a smile, this 
author also informs me that “Are 
you sure that you clearly under- 
stand what is required?” is better 
arranged as “Are you sure that you 
understand clearly what is re- 
quired?” I'll take the first sentence. 

I went wrong once again when 
the author asked me to choose the 
right word in “What puzzles be- 
ginners is/are the numerous ex- 
ceptions to the rules.” I chose “is” 
—and I still think I am right. But 
what really puzzles me is the mis- 
takes that publishers permit au- 
thors to print. 

Sometimes I write to authors 
and publishers. I point out the 
statements in the large grammars 
and in books by modern linguists, 
or simply refer to the dictionaries. 
I often supply an excuse by sug- 
gesting a misprint or typographical 
error. Once in a while I get an in- 
telligent answer, but usually I get 
the silent treatment; a colossal lie 
like “the preponderance of schol- 


arly opinion supports Mr. Author”; 
or a polite brush-off like “opinions 
differ and we’re glad to have 
yours.” (That last wouldn’t be so 
bad if the authors weren’t so darn 
dogmatic.) 

Isn’t there some way to raise a 
public outcry against the oceans of 
bilge about English grammar? 

CHARLES A. SHAW, 

Advertising Manager, Tekni- 

Craft, Rockton, Ill. 

° * - 
Calls on Ad Industry to 
Support Press Freedom 

To the Editor: The freedom to 
advertise is so directly related to 
the freedom of the press that any 
threat to the one constitutes a 
threat to the other as well. It is 
time, therefore, for all in the ad- 
vertising industry to take a close 
look at what is happening to free- 
dom of the press in Georgia, Miss- 
issippi and Kentucky. 

According to press association 
and trade publication reports, the 
governors of these states are spon- 
soring punitive legislation design- 


ed to intimidate and gag the press. 
This constitutes one of the gravest 
threats in this century to freedom 
of the press in the U. S. 

It is the obligation of the entire 
advertising industry—if for no 
other reason than its own self-in- 
terest in retaining whatever free- 
dom it now enjoys—to join with 
the press in its fight against this 
legislation. Where freedom of the 
press has been effectively limited, 
all other freedoms (including the 
freedom to advertise) are in mor- 
tal and immediate danger. 

Max G. BERNHARDT, 

MBM Associates, Advertising, 

Washington, D. C. 

os * 
What's Wrong with Humor 
in Ads, Woolf Is Asked 

To the Editor: James D. Woolf’s 
comparison of the Shell Oil Co. and 
Ethyl Corp. advertisements (AA, 
Feb. 13) is so inordinately stuffy 
that I can hardly believe he was 
serious. 

The Shell ad, Mr. Woolf writes, 
“is dignified, serious and author- 
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itative in tone and appearance.” It | story. Since when is the humorous 
also has not the slightest relevancy | approach a waste of space and a 
between illustration and copy. It/slur on the advertiser? If this be 


starts off with the statement: “8 


horsepower lifts 10 tons of molten 
iron.” Now, there’s a newspaper 
filler if I ever saw one, and it 
should go back into the morgue 
with the other gems, such as: 

About 40% of private U.S. tim- 
ber resources are on farms. 

The Norsemen treated the Lapps 
as a subject race in the Ninth Cen- 
tury. 

Who, with the possible exception 
of the two men standing by the 
ladle, could have the least interest 
in the ambiguous statement that “8 
horsepower lifts 10 tons of molten 
iron”? So what? It’s probable that 
four horsepower would do the job 
if the gears were changed, but 
what earthly connection could that 
have with oil for an automobile? 

Concerning the Ethyl ad, Mr. 
Woolf sounds like a man who 
would rise up in righteous wrath 
and stamp out in the middle of a 
sermon if the pastor told a funny 


| true, a great many advertisers are 


unsuspectingly sacrificing pocket- 
book and prestige. 

As an automobile driver of some 
20,000 miles per annum, I have 
thoroughly enjoyed the Ethyl 
“Road Bird” ads, and am locking 
forward to chuckling over others 
in the series. These ads cannot fail 
to make at least a few drivers 
pause to consider their own driv- 
ing habits. For this, if for no other 
reason, the Ethyl Corp. is to be 
commended. 

Inexorably I am forced to con- 
clude that Mr. Woolf, during his 
“many years as vp in charge of 
creative activities,” has never 
learned to drive a car and is durned 
by gum proud of it; or, if he does 
drive, he has seen a glimmer of 
mirrored likeness in one of the 
“Road Bird” ads, and resents it! 

Which? 

JACKSON Cox, 
Fort Worth. 


The Mood: 


The Money: 


tive life. 


A venturesome spirit . . 
to enjoy life—on ski weekends, for example, 
or on Caribbean vacations, in colorful 
casual clothes; in short, an enthusiastic 
approach to relaxed modern living. 


both the mood 
and the money 


. an urge 


Median income of SI-subscribing 

families is twice the national median. 

More than 40% earn $10,000 or more a year. 
More than 70% of the family heads work 

in top-bracket occupations.* 


Because they’re sports-minded it goes 
without saying that they get around, 
make friends, set styles, influence others. 


*Alfred Politz, Grand Rapids Study. 


Every week SPORTS ILLUSTRATED is read 
by over 600,000 families who have both the 
enthusiasm and the means to enjoy an ac- 


What better prospects could you have than 
peopie with both the mood to buy and the 
money to indulge their mood? 
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Set Vote on Lucky Siores, 
Dolly Madison Merger 
Stockholders will vote Feb. 29 
on a merger between Lucky Stores 
Inc., Oakland, and Dolly Madison 
International Foods. According to 
terms of the agreement, Lucky 
will exchange 7/10 share of its 
stock for each share of Dolly Mad- 
ison. Lucky Stores would be the 
continuing corporation and the 
merger would bring to the com- 


an additional 10 supermarkets lo- 


cated in Los Angeles, one super-| 


market in Miami and a_ food 
distribution business in Miami. 
Combined annual sales volume 
would exceed $67,000,000, and to- 
tal assets would top $18,000,000. 
The board of directors of Lucky 
will be increased from nine to 13 
members to allow for election of 


| Dolly Madison directors. Working 


| pany’s present chain of 44 storescapital of Lucky Stores will be 


increased by the merger from $2,- 
170,000 to $6,250,000. 


| Screen Gems Enters 


Feature Length Film Field 
Among the 104 feature films 
which Screen Gems, New York, is 
offering in “custom tailored” pack- 
ages to tv stations and advertisers 
are “Pennies from Heaven,” with 
Bing Crosby; “Adam Had Four 
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‘Agency Openings, Closings, Mergers 
and Other Reorganizations During 1955 


January 


| The merger urge got off to a 
flying start the first month of 1955, 
with at least five taking place... 
In New York, Lewin, Williams & 
Saylor, founded in 1921, and 


el quits as director of advertising 
and merchandising for General 
Tire’s Bolta Products division and 
opens the Sackel Co. in Boston... 
Randolph Associates bows in the 
same city...R. J. Truppe Adver- 


' tising in Des Moines. ..Hameroff 


Sons,” starring Ingrid Bergman | 


LOOK WHAT 
$15.00 WILL 
BUY AT j 


4 


| and Susan Hayward, and “Once 


| 


|Upon a Time,” with Cary Grant 
jand Janet Blair. 

| The release of these Columbia 
|Pictures productions marks the 
entry of Screen Gems into the 
field of tv distribution of feature 
length films. The company now 
distributes 16 made-for-tv film 
series in the U. S. 


, N.]. Outdoor Assn. Elects 

Charles W. Stephens, vp of J.C. | 
Williams Co., Asbury Park, has 
been elected president of the Out- 
|door Advertising Assn. of New) 
Jersey. 


ATV FILM SPOT 
with ACTION... 
for almost the same price 
as inanimate slides! 

The REED’S package Zooms Up. Photo 


of girl pops on. “4 Delicious Flavors” 
wipes on, and “4” flashes on and off. 


FILMACK STUDIOS 


CHICAGO e NEW YORK 
1323 S. WABASH 341 W. 44th St. 


Green-Brodie, established in 1928,, Advertising Agency in Columbus 
got together under the former | ... William H. Douglas Advertising 
name in what was called “a total|in Rapid City, S. D... William 
merger involving principals, per-| Pyle in San Francisco...and two 
sonnel and the businesses of the| in Dallas, B&B Advertising Agen- 
two agencies.” Lewin, Williams|¢y and Charles B. Russell & Asso- 
thus moved into the $5,000,000 cat- | ciates. 
egory ...In Chicago a new Com) 

pany was created, Marsteller, 

Rickard, Gebhardt & Reed, when 

one of the country’s oldest indus-| In New York, Esmond Associ- 
trial agencies, New York’s Rickard| ates Ltd. and Ray-Hirsch Co. 
& Co.—started in 1912—amalga-|™erge to form Esmond, Hirsch & 
mated with a four-year-old agen-| Associates...Sam Chernow takes 
cy, Marsteller, Gebhardt & Reed himself, his executives and his ac- 
of Chicago and Pittsburgh. More | counts over to Lester Harrison Inc. 
than 65 accounts were involved . . .| - -- Frederick Seid and Ralph Cahn 
The fever also hit Indianapolis,| ™erged their San Francisco agen- 
with two taking place this month.| Ces, 20 and 10 years old, respec- 
Caldwell, Larkin & Co. and Siden-| tively, to form Frederick Seid- 
er & Van Riper Inc. consolidated| R@lph Cahn Advertising ... New 
as Caldwell, Larkin & Sidener-Van | 28encies include E. A. Korchnoy 
Riper Inc...G. A. Sass & Co. and | Ltd., New York...J. Roy McLen- 
L. T. Sogard & Co. merged to| 4", Hartford-..DeLo Advertis- 


March 


form Sass & Sogard...In New 
York, Roswell & Clark and Fogel 
& Kramer merged to form West- 
brook Advertising ...New agen- 
cies include Konon-Englen-Noone 
in Chicago...Leeds Advertising 
in New York... Roger C. Patrick 
Advertising, Los Angeles... Rum- 
blings at William H. Weintraub & 
Co. finally erupt, the agency be- 
comes Norman, Craig & Kummel. 


February 


The industrial division of Ster- 
ling Advertising, established in 
July, 1952, is absorbed by G. M. 


ing, East Orange, N. J... Elkman 
Co., Philadelphia... MeceCurry- 
Gunn, Norfolk ... Griffith & Grif- 
|fith, Appleton, Wis...and C&P 
| Advertising, Evansville, Ind., spe- 
cializing in newspaper advertising 
only. 


April 


Big names in the merger news 
| this month... Hirshon-Garfield 
}announced its consolidation into 
|Peck Advertising, with Sidney 
| Garfield coming over as a member 
|of the board and chairman of the 
executive committee. Some 20 


Basford Co. Paul B. Slawter Jr., | staff members also made the move 
vp in charge at Sterling, moves to|...Stuart D. Cowan Jr. and Hor- 
Basford to handle the division.|ace Dengler took themselves over 


William A. Engelhardt, K & E BROKERAGE CO., INC. 
Seattle Food and Merchandise Brokers 


“Folks in the Tacoma Area Are 
Loyal to Their Local Newspaper” 


- « » says Mr. Engelhardt 


“We spend considerable time in the Tacoma market, 
because we get a great deal of business from that rich 
area. We've noticed that people in and around Tacoma 
are loyal readers of the Tacoma News Tribune. So we 
see to it that the products we represent are advertised 
regularly in the Tacoma trading area . . . which, of 
course, means the News Tribune.” 


SPENDABLE 
INCOME 


in these two 
important markets 


With the loss of the division, val- 
ued at several hundred thousand 
dollars in billing, Sterling ceases 
operations in the industrial field. .. 
Chicago’s Simmonds & Simmonds 
splits into three separate corpora- 
tions, offers one-third payments in 
settlement of its debts...James 
W. Holmes, former president of 
Holmes & Sherry, Chicago, merges 
his agency with E. H. Brown Ad- 
vertising, Chicago...New shops 
open across the country. Sol Sack- 


to Donahue & Coe as vps, followed 
by a string of accounts and about 
25 people. It marked the demise of 
Cowan & Dengler, for more than 
30 years the outstanding exponent 
of a fee system worked within the 
framework of the 15% commis- 
sion...Carl Reimers merged his 
31-year-old $2,000,000 agency, ac- 
counts and personnel with Bozell & 
Jacobs and became a senior vp... 
Atlanta’s Freitag Advertising be- 
came a division of Burke Dowling 
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THE DECLARATION OF INDEPENDENCE by John Trumbull + Yale Gallery of Fine Arts 


ienlily of fuuipuse... 


In 1776, the designers and signers of our Declaration of 
Independence stated America’s purpose. “We hold these 
truths to be self-evident, that all men are created equal, that 
they are endowed by their Creator with certain unalienable 
Rights, that among these are Life, Liberty, and the pursuit 
of Happiness.” 


In 1956, freedom .. .The American way, is the proud her- 
itage of indomitable men who worked and fought for these 


self-evident truths. The basic dignity of the individual has 
been maintained through concerted effort, freely joined. 


The history of America is in truth the story of its common 
people, made memorable by purposeful leadership from 
within. Traditionally, the guidance in forging our way of 
life and giving it purpose has come from unmistakable 
groups of opinion leaders ...men, so closely identified with 
the American scene, that they became the symbol of their era. 


AMERICA'S LARGEST IDENTIFIABLE AUDIENCE OF PURPOSE. 


The largest identifiable group of American opinion 
leaders today is the American Legion... nearly 
3,000,000 members motivated and freely joined to- 
gether through identity of purpose... dedicated to the 
perpetuation of one hundred per cent Americanism... 
alert to any challenge to our democratic ideals and 
sacred traditions. 


Advertisers are reminded to consider the values 


of this identifiable audience. 


In The American Legion Magazine your consumer mes- 
sage personally motivates nearly 3,000,000 individual 
Legionnaires, identifiable in their own communities, 
and through them is propagated by word-of-mouth ad- 
vertising to additional millions. 


Your institutional message reaches America’s first fami- 
lies with identity of purpose who realize the value of 
cooperative effort...an understanding developed 
through 37 years of Legion service to community, state 
and nation. 


Ye -Mineucan 


LEGION 
Magazine 


720 FIFTH AVENUE, NEW YORK 19, N. Y. 
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AGAIN IN 1955 / 


over 1,100,000 lines of retail 
grocery advertising 


CHOSEN AN 


ALL-AMERICA | 


city 
tess 


At the same time, | 


—— Inc. 
agency head Joseph V. Freitag 
formed a consultancy partnership 
with vp Kathryn McGowan. Frei- | 
tag & McGowan will serve all 
present Freitag clients... Melvin 
E. Bach & Co. and Lewis Adver- 
tising, two Newark agencies, 
merged under the latter name... 
Maurice Mullay, one of the prin- 
cipals in Mumm, Mullay & Nichols, 
Columbus, resigned to form a new 
agency, Maurice Mullay Inc... 
After 13 years on the editorial and 
|business staffs of the New York 
Times, Ralph Gardner resigned to 
open Ralph D. Gardner Advertis- 
ling, in New York...Charles B. 
Keiser resigned as partner in 
| Scranton’s Morse Advertising and 
|formed his own agency...The 
Jordan-Lewis Co. opened simul- 
taneously in Philadelphia, New 
York and Levittown, Pa. . . Galvin- 
Farris Advertising was formed in 
Kansas City, Mo...and Henry 
|Gerstenkorn reestablished Henry 
|Gerstenkorn Co. in Los Angeles. 


Down To EARTH ADVERTISING 


(THAT'S OUT OF THiS WORLD) 


ONE OF A SERIES OF 

DAYOREAMS AT GviLD, 

BASCOM 5 AY? Bon Fics 
ADVERTISING- - 130 KEARNY 
STREET, SAN FRANCISCO 


ASCOM.»*° BONFIGLI 
GMD, ard ING- 


rir if ir | 


GUILD, BASCOM,» BON 


WHY, WE 
SPECIALIZE 
SOLELY IN 


(68. ANOB, 
SURE iS 


THE AGENCY FOOD ACCOUNTS; 


arse es) 


Guitp, Bascom,» BonFicLi 
ADVERTIS IN G~ 


H.-. 
NYONE + 
G (SpAGHETT ” 


Lots oF PEOPLE DO EAT OUR CLIENTS PRoDUCTS/ CLIENTS SUCH AS: 
gxiery PEANUT BUTTER, DIVISION OF THE BEST FooDS; RALSTON PuRINA 
FOREMOST DAIRIES 3 HARRY 48° DAVID FeuiT oF-THE- MONTH 
AND REGAL PALE GEER... 


CEREALS, ST. LOUIS; 
MEDFORD OREGON; 


|operating his 


May 


Another big merger this month. 
Gotham Advertising and Irwin 
Viadimir & Co. to form Gotham- 
Viadimir Advertising, the biggest 
agency in the export field, with 
some 150 top-rung clients and 
about $5,000,000 in billings... 
Whitbey Associates and Rehbock 
Advertising, both of New York, 
joined to form Whitbey-Rehbock 
Advertising ...Allen Rieselbach, 
own Milwaukee 
agency since 1924, consolidated it 
with Camm, Costigan under the 
latter name... Pittsburgh’s Roth- 
man & Gibbons dissolved and S. 
Lawrence Rothman opened a new 
agency at the same address... Al- 
bright Associates, New York, was 
assigned for the benefit of credi- 
tors...Chester A. Gore resigned 
as vp of Norman D. Waters & As- 
sociates, took 11 accounts which 
he serviced and opened Chester 
Gore Advertising, New York... 
Arthur B. Lee & Associates opened 
in the same city... Jack T. Sharp 
in Cleveland...and Steimle & 
Coyne in Palo Alto, Cal. 


June 


Dake Advertising Agency, 
of the oldest agencies in 
country and once the only one 
west of the Mississippi, was ab- 
sorbed into Wyckoff & Associates, 
San Francisco. The new name is 
Wyckoff & Associates, Successors 
to Dake Advertising Agency, since 
1878... Wallace-Ferry-Hanly, 12 
years old in Chicago, dissolved, 
with its executives and some ac- 
counts slated to join Fletcher D. 
Richards Inc...Donlee Agency, 
Pompton Lakes, N. J., and Mac- 
Donald Advertising, Paterson, 
merged under the name Donlee- 
MacDonald Advertising, with of- 
fices in both cities... Delehanty & 
Frankel opened in New York... 
Ralph D. Allum left Roy S. Dur- 
stine Inc. and opened Ralph Allum 
Co... W. L. (Bill) Towne, a prin- 
cipal in W. L. Towne Advertising, 
left the agency in the sole owner- 
ship of Bob Towne and formed 
W. L. Towne Advertising Coun- 
selor in Stamford...Other new 
agencies include Merritt H. Bar- 
num, Chicago... Slayton-Racine, 
Toledo...Tom Talley Advertis- 
ing, Cincinnati...and E. A. Bon- 
field, Oakland. 


July 


Arthur Grossman Associates, 


one 
the 
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| agg consulting firm, changed 


its name to Marketing Associates 
Ine. and Mr. Grossman set up a 
|new subsidiary, Arthur Grossman 
Advertising. First client: the Norge 
division of Borg-Warner... the 
two partners in Town Advertis- 
ing, five-year-old Philadelphia 
agency, dissolved down the mid- 
dle. Sol Zubrow formed S. E. Zu- 
brow Co. and Albert Eisenstat set 
up his shingle as Marketing & Ad- 
vertising Associates... Jack Gil- 
bert left Shappe, Wilkes, Gilbert & 
Groden, opened Jack Gilbert As- 
sociates. The former agency 
changed its name to Shappe- 
Wilkes Inc. .. associates of the late 
Graydon E. Bevis, president of 
Bevis & Tyler, Miami, formed a 
new agency, Bevis Associates 
Advertising...Abraham Elkin 
opened an agency under his name 
in New York... Melvin Margulies 
and Myron Dubro also went into 
business, under the name, Ben- 
Mar Agency... Paul Lady Adver- 
tising opened in Los Angeles... 
mergers of the month include Don 
Frank & Associates with Byron H. 
Brown & Staff, Los Angeles... 
Hugh Riker Advertising and 
Prince-Alex Advertising, Albu- 
querque, to form Riker & Prince 
Advertising ...and Hiram Ashe 
Advertising and Engelmore Adver- 
tising, New York, who announced 
the end of a six month trial peri- 
od and the formation of Ashe & 
Engelmore. 


August 


Two closings, several mergers 
and many more openings in the 
heat of the summer... James P. 
Sawyer closed his ten-year-old 
agency and, with six key people 
and his major account, Bates Fab- 
rics, joined J. M. Mathes Inc... 
Philadelphia admen Roy J. McKee 
and David R. Albright said they 
would retire at year’s end and 
McKee & Albright would dissolve 
...in Providence, Horton, Church 
& Louttit merged with Hammond- 
Goff Co. to form Horton, Church & 
Goff ...in New York Nathan Fein 
Advertising and Jay Kaplan Ad- 
vertising joined as Fein & Kaplan 
..-in Denver Bill Bonsib Adver- 
tising merged into Galen E. Broyles 
Co...Among the new agencies, 
Ruth Lupton Mills Co., New York 
... Leonard M. Goldsmith Adver- 
tising, Philadelphia... Kreer Ad- 
vertising and Cody Advertising in 
Chicago... Advertising & Mer- 
chandising Inc., Dayton ...Hall & 


The ‘‘man’’ from Cunningham & Walsh 


... selling sewing machine attachments 


This time the “man” is Miss 
Kate Urquhart of our advertis- 
ing agency, working at the point 
of sale. 

Why at the point of sale? Sim- 
ply because it’s the one place to 
get the sales facts straight. 

That’s why it’s a policy of our 
agency for writers, art directors, 


account executives, radio and TV 
people to work at the point of 
sale one week a year. 

It takes a lot of hard work. 
But that’s why our advertising 
works so hard. 


Cunningham & Walsh, Inc., 260 
Madison Ave., New York 16, N.Y. 
MUrray Hill 3-4900. 
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Thompson, Oklahoma City... 


tion department... Robert L. In- 


Robert Mann & Associates, Holly-| gold opens his own agency in Phil- 


wood. 
cisco, Ley & Sinclair, Wilson- 
Markey and FitzGerald & Bier, 
the latter with a Tokyo office. 


September 


The largest brand new advertis- 
ing agency of the year is born as 
Don Paul Nathanson leaves Weiss 
& Geller, taking with him the 


$5,000,000 Toni account and sets up | 
North Advertising with offices in| 


New York, Chicago and Los An- 
geles...In New York, a $2,000,000 
merger and a $2,000,000 dissolu- 
tion. Gaynor & Co., with 23 ac- 
counts, and Colman, Prentis & 
Varley, with 12, merge to form 
Gaynor, Colman, Prentis & Varley 
..Lamenting “We worked too 
damn hard and made too little 
money,” Kiesewetter, Baker, Hage- 
dorn & Smith, 25 years old, threw 
in the towel and started dis- 
solution ...Lleoyd G. Whitebrook, 
head of his own agency for 18 
months, closed shop, brought him- 
self, some staff and accounts over 
to Kastor, Farrell, Chesley & Clif- 
ford...Goodkind, Joice & Mor- 
gan, Chicago, and Don Kemper 
Co., Dayton, merged, pooling their 
facilities but retaining their sep- 
arate corporate entities... Paul 
Kosene opened an agency in New- 
ark... Peck-Adams in Hartford 
and Larson-Whittington in Beverly 


Hills. 
October 


A comparatively quiet month... 
John W. Forney, senior vp at 
Campbell-Mithun, Minneapolis, 
left to establish his own shop... 
Lynch & Hart Advertising and 
Stockton & Associates, both St. 
Louis, merged to form Lynch, Hart 
& Stockton ...Betty Jones and Jo- 
seph Pedott opened agencies in 
Chicago...as did Helen Ennis in 
San Francisco. 


November 


Major mergers on both coasts... 
Storm & Klein, dating back to 
1888, announced it would cease 
functioning Dec. 31, with major 
executives, most of a staff of 25 
and all accounts to transfer at that 
time to Emil Mogul Co...in San 
Francisco Rhoades & Davis, 14 
years old, announced its merger 
with Honig-Cooper Co...Tempo 
Inc., Chicago art studio and sales 
promotion company for 19 years, 
says it is becoming an advertising 
agency, “almost reluctantly,” be- 
cause of increased space buying 
activities ... Townsend-Williams, 
Kansas City, merged with Cary- 
Hill, Des Moines and Kansas City 

.-Lewe & Hall Advertising, 
Greenville and Asheville, S. C., 
bought W. H. Davis Advertising 
from the estate of the late W. H. 
Davis...John R. McAtee, Miami 
agency owner, merged it with 
Charles W. Hoyt Co...Belden & 
Hickox, Cleveland, dissolved and 
account executive John H. Bunt- 
ing formed J. H. Bunting Adver- 
tising . . . MacKerroll-Paaswell 
opened offices in New York... 
Industrial Advertising Agency in 
Hempstead ... Harold C. Desbeck- 
er in Buffalo...Howard Senor in 
Cleveland ...Condon & Watson in 
Boca Raton . . . Kennedy, Walker 
& Wooten in Los Angeles. . . with 
new principals in control, Frank- 
lin Fader Co., Newark, changed to 
Carpenter-Proctor Inc. 


December 


The exodus begins. Pepsi-Cola 
leaves Biow-Beirn-Toigo... Muri- 
el Johnstone leaves Morey, Humm 
& Johnstone, where she headed her 
own unit, to open Johnstone Inc. . . 
M. A. (Mike) Weiss leaves Sterling 
Advertising to become president of 
Webb Associates, successor to Di- 
rector, Bleier & Weiss ...Muller, 
Jordan & Herrick is formed by 
former members of General Elec- 


.and three in San Fran- | 


tric’s advertising and sales promo- 


adelphia... Paul S. Moran in To- 


ledo, specializing in small busi-| 


ness advertising and shopping pub- 
lications ...and Gene B. MacFar- 
land in San Francisco. 


Emerick Leaves JWT to Join 
Foster & Kleiser: 2 Promoted 


Charles B.| 
|Co. and ad director of Golden 


Emerick has re- 
signed as media 
director of J. 
Walter Thomp- 
son Co. San 
Francisco, to join 
Foster & Kleiser 
Co. March 1 as 
assistant to the 
president. His 
responsibilities 
will include anal- 


Charles B. Emerick 


ysis of all phases | 
of F&K operations. At JWT, Mr. | 


Emerick is succeeded by Fred 
Wilmar, who is rejoining the agen- 
cy after five years with Scripps- 
Howard newspapers. 

Foster & Kleiser also has pro- 


moted Charles H. Dana, formerly 
manager of the Oakland branch, 
to manager of the San Francisco 
branch, succeeding William A. 
Hawley, who has joined Hayward- 
Larkin Co., Spokane. Vernon P. 
Jenkins, assistant manager of the 
Portland branch since 1953, has 
been named Oakland branch man- 
ager. Carl L. Nelson, formerly 
sales manager of Goebel Brewing 


State Co., has joined Foster & 
Kleiser’s sales department in San 
Francisco. 


Cummings Named to PR Statf 

D. Gregg Cummings has been 
appointed to the public relations 
staff of Electro-Motive division of 
General Motors, La Grange, IIl. 
Mr. Cummings, who has been a 
merchandising specialist in the 
sales promotion department, will 
be in charge of exhibits and gen- 
eral information. 


|Princess Pictures Expands 


Princess Pictures, New York,}| 
which specializes in the produc-_ 


|tion of full-length feature films|;ban, president of Princess, 
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will 
for television, has set up a sub-| produce the films and may direct 
sidiary, Princess Production Corp.,| some of them. VP Bernard Don- 
to produce tv film commercials | nenfeld will be in charge of busi- 
and industrial films. Burt Bala-| ness administration. 


IN CANADA 
more than *4rds 
of all major 
goods and services 
sold in Toronto 

are bought by 
readers of the 


TORONTO 


DAILY STAR 
80 KING ST. WEST 
"SOURCE: Gruneau Research Survey, 1955 
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Which type of advertisement 


TRLORYED IHS LW COADL CADW! Gyo 


Two-page spreads were read by 36% more people 
per page than single page advertisements. 


This conclusion is based upon a McGraw-Hill Research 
Department analysis of ratings for 300 single page advertisements 
and 241 spreads, run in three business publications by 

17 advertisers who used both sizes of space. Copies of this 

Data Sheet (#3109) are available on request from your 


McGraw-Hill man. 


Studies such as this are a continuing project at McGraw-Hill 
. all designed to provide a better understanding of how 
good advertising in good business publications can help 


create more sales. 


NMmcGRAW -HILL 


PUBLISHING COMPANY, INCORPORATED 


App 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 
THE PATERSON CALL 
In 1954 the Paterson Call carried 
35% MORE 


Frozen Food Leaders: Brands vs. Chains 


New York, Feb. 21—Who are the big guns in the $1.7 billion 
frozen food business? 

Quick Frozen Foods estimates that 50 leading packers will do 
a total of $700,000,000 at retail in 1956. 

And QFF says nearly $500,000,000 of this business will be 


‘Frost ‘em All’ Is Battle Cry of 
Adolescent Frozen Food Industry 


Quick-Chill Trade Will 


| fledgling industry, which last year 


Department Store advertising than 
the other Paterson paper. 

REQUEST MORE FACTS—ABVERTISE IN THE CALL 
Nationally Represented by 
WARD-GRIFFITH co. 
take ve oe Griftitn Co mainioins offices 


Nip oO) op nepal ‘adeértising carters 


Put 300 New Products | 
Under Ice This Year 


reached a sales volume of $1.7 bil- 
lion. 


Meeting here recently for their | 


annual joint convention, the Na- 


tional Assn. of Frozen Food Pack- 


New York, Feb. 21—The frozen | ers and the National Assn. of Fro- 


food 
success. 


industry 


is cocksure with|zen Food Distributors exuded all 
“Tomorrow the World” | the confidence of the youth who 


| seems to be the battle cry of this| knows the future is on his side. 


Vive lia difference! 


MEMBER CANADIAN 


ASSOCIATION 


LE MARCHE CANADIEN en général est différent... 
si différent, en tait, que les annonceurs commettent 
parfois des erreurs codteuses. Mais que dire de la 
Province de Québec? Voild un marché riche od Ia 
différence est encore plus accentuée, car 80% de 
la population s'exprime en frangais. 

L’annonceur, désireux de vendre aux Canadiens- 
Francais, doit s'exprimer dans leur langue pour 
réussir. Et, plus important encore, il doit s'efforcer 
de comprendre le point de vue et les traditions 
uniques des Canadiens-Frangais. 


Nous estimons les gens du Québec et nous les 
comprenons—nous respectons leurs points de vue 
différents. Aprés tout, les Francais eux-mémes ne 
proclament-ils pas: ‘La différence fait le piquant de 
la vie". Vive la différence! 


PAUL-PHELAN 
ADVERTISING 


. + a 2 v= ee 


1501 University Tower, Montreal, Quebec 
380 Victoria Street, Toronto, Ontario 


or ADVERTISING AGENCIES 


Birds Eye 

Minute Maid Snow Crop 
Campbell-Swanson 
Libby, McNeill 
PictSweet-Honor Brand 


John H. Dulaney & Son 


1955 volume are: 


First National 
Colonial- Albers 


done by nine companies packing nationally advertised brands. 
These nine packers and their estimated volume are: 


$140-$150,000,000 
106,000,000 


QFF also estimates that 12 leading chains now do a total of 
$450,000,000 in frozen foods. These chains and their estimated 


35-40,000,000 
22-25,000,000 
20-25,000,000 
20-25,000,000 
12-15,000,000 


55-60,000,000 
45-50,000,000 
40,000,000 
25-30,000,000 
25,000,000 
13-15,000,000 
12-14,000,000 
12-15,000,000 
10-12,000,000 
9-10,000,000 


If these people have their way— 
and they are determined to have 


the frozen form. The industry now 
makes some 700 products and an- 
other 300 will be let loose on the 
market this year. 


® As a result, the log jam at the 
retail level will be much worse. 


ache for the industry. Frozen 
foods now account for 6% of gro- 
cery store volume, but the pack- 
ers and distributors claim they are 
being held back by lack of cabinet 
space in stores. 

“Getting into the box” is a ma- 
jor problem for packers. One way 
to do it is by extensive advertis- 
ing. Campbell Soup Co. bulled its 
frozen soups into retail cabinets 
this way. 

Quick Frozen Foods, which pub- 
lished a meaty, 508-page conven- 
tion issue this month, expects 
packers to increase their advertis- 
ing substantially in 1956 to force 
distribution of their products. The 
business monthly predicts that the 
industry will spend approximately 
$42-$45,000,000 in consumer ad- 
vertising this year, with newspa- 
pers receiving the bulk of this 
amount. 


# Frozen food marketing is still 


not an orderly affair. In addition 
to a multiplicity of products fight- 
|ing for space in the cabinet, there 
are a multiplicity of brands. There 


ED BY CAPPER PUBLICATIONS — LARGEST AGRICULTURAL PRESS IN THE WORLD — 
: New York, Cleveland, Chicago, Topeka, Los Angeles and San Fra 


it—everything we eat will be in. 


This is already a king-size head- | 


are, for example, 50 frozen juice 
| concentrators. 
The leading grocery chains, 
| taking advantage of the cabinet 
space they control, are doing a 
hefty business on their own label 
| stuff. Quick Frozen Foods points 
|out that they are able to do this 
| because frozen foods are compar- 
| atively new and “Birds Eye, Min- 
/ute Maid, Snow Crop advertising 
isn’t old enough to have become 
household words in the same way 
as Heinz or Campbell.” 
Advertised brands account for 


PEORIA 


Test and Sell 
All Peoriarea With The 


JOURNAL STAR 


Send For 
1955 Brochure 
on this 
$630 Million 
Market 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
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only 44% of the frozen juice busi-| ton Packing Co., Campbell merged|minimum of Vitamin C content, 
|for use in hospitals. 
Eskimo Pie Corp.—Testing some | nents as calories, fats and 


ness. However, they account for) 
60% of the frozen vegetable busi- 
ness and nearly 70% of the pre-| 


cooked meat pies and prepared| watch for future expansion into| beef, swordfish steak, 


dinners. These are estimates by | 
Market Research Corp. of Ameri- 
ca, which expects advertising “to 
play an increasingly important 
role in the future marketing of 
frozen foods.” 


# Meanwhile, private labels are 
flourishing. Some 20 chains have 
their own labels in frozen foods, 
carrying 10 to 30 different prod- 
ucts. 

The industry’s national advertis- 
ers really see red when the con- 
versation gets around to Safeway 
Stores. Safeway stocks 75% of its 
frozen food cabinet space with its 
own Bel Air brand. First National 
is another chain which shuts out 
the nationally advertised brands. 

E. W. Williams, publisher of 
Quick Frozen Foods, comments: 
“Perhaps in no other food cate- 
gory could a chain brand occupy 
anything near this amount of total 
space. What woman, for instance, 
would shop in a store where 75% 
of all the canned goods were under 
the company’s own label?” 


= The trend toward mergers is 
expected to continue in 1956. The 


Frozen Food Vital Statistics 

New York, Feb. 21—Here are 
some vital statistics of the frozen 
food business: 

Total consumption in 1955 was 
7.5 billion Ibs., an increase of 10% 
over 1954. 

Per capita consumption was 45 
Ibs., compared to 41 Ibs. in 1954 
and 17 lbs. in 1949. 

Biggest gainers last year were 
the prepared, heat-and-eat foods. 
Pot pies are now second to orange 
juice in frozen food dollar sales. 
An estimated 150,000,000 meat, 
turkey, chicken, veal, pork, lamb, 
tuna and other non-fruit pies will 
be sold this year. 

Consumption of orange juice 
concentrate reached 65,900,000 
gals. in 1955, compared to 60,300- 
000 gals. in 1954. 

Fish sticks, credited by many 
with being the salvation of the 
fishing industry, have soared from 
sales of 6,000,000 Ibs. in 1953 to 
47,300,000 lbs. in 1954 and 66,- 
600,000 lbs. last year. 

The industry feels the big news 
in the future will be made by fro- 
zen meats. There are estimates 
that frozen meats will account for 
15% of total meat sales by 1960. 
Other forecasters are even more 
optimistic. 


industry feels that established food 
processors not yet in the frozen 
food business will try to join the 
bandwagon. There have been some 
notable mergers in the past few 
years: Minute Maid absorbed 
Snow Crop, Stokely-Van Camp 
joined with PictSweet, Swift & Co. 
bought out Holiday Food Co., Con- 
tinental Baking Co. acquired Mor- 


Business Is Better Than Ever . . . in 


ROCKY MOUNT 


Per capita food sales—$315.08, more than 
double the State average. 
Per Capita Drug sales—$46.14, more than 
double the State average. 
of the nine largest cities in the State. 
in this rich market through advertising 
in one medium offering complete coverage. 


THE TELEGRAM 
Evening and Sunday 


Write for new dete feider new available 
epresentes by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


with C. A. Swanson & Sons. 
Quick Frozen Foods says the fol- 


141 


juices. They also showed the pres-;to get this health message before 


ence of such proximate compo-|the American public. 


lowing companies are the ones to/ 150 products, including barbecued 


Carnation Milk, Consolidated Gro-|in tomato sauce. 


cers, Nestle, Foremost Dairies, Hy- 


grade, Eskimo Pie, Green Giant,|items, including macaroni and) 


Swift and Armour. loaf. 


ing marketed or scheduled to be/|on the nutritional value of frozen | has ever had.” Mr. Gibson said that 
foods. The National Assn. of Fro-| although Americans are showing a 
Taterstate Frozen Foods—An | zen Food Packers put up $250,000| great interest today in nutrition, | 


introduced this year are these: 


proteins.| He stated: “This is a truly im- 


The findings were hailed by the portant message—one that can 
: crabmeat | packers as definite proof that “the very well revolutionize the eating 
frozen foods: Campbell, Del Monte, | cocktail, cod cakes with spaghetti American housewife cannot buy | habits of America and, at the 
more nutritious food than quick-| same time, provide the stimulus 


Stouffer Corp.—Introducing 26 frozen foods.” 
, Edwin G. Gibson, former vp of 
Beechnut, Beatrice Creamery, cheese, shrimp creole, baked ham! General Foods Corp. and now pres- 


|which can carry the quick-frozen 
| industry to heights never dreamed 
of before even by the most opti- 


; |ident of the Eisenhower Exchange | mistic of us.” 
| The industry was given what its| Fellowships, told the convention | ae 
s Some of the more intriguing of |!eaders hope will be a powerful that the study is “the greatest sales | 


the new frozen products now be- Sales story in a new research study | story that the frozen food industry s A L : s 3 u R Y 


NORTH CAROLINA 


all-purpose potato preparation. | for the study, which was conducted | the fact is, “the average American | 


When thawed, potato can be over the past three years by the| feeds his dog better than he feeds| “et US 


mashed, whipped, fried or boiled. | Wisconsin Alumni Research Foun-| himself.” 


Libby and Snow Crop—Diced dation. 
potatoes for use in hash. } 


|@ “If you don’t believe that,” he | Your test ad 


Minute Maid—Chocolate malted| # Results of the study—which in- 


presented |a can or package of prepared dog 


Milady Food Products—Fried to the recent convention. They 


corn fritters. 


|showed the vitamin and mineral 
Crosse & Black well—Orange | content of 30 frozen vegetables, 14 


juice concentrate with guaranteed frozen fruits and seven frozen} 


added, “read up some time on the| a , NEWSP 
concentrate, tomato juice concen-| volved 16,716 individual tests of balanced nutritional composition of | = << F 
trate. |27,562 samples—were 


PROVE IT 


will prove its effec- 
veness in the ON in North 
‘APER. 


Generous Merchandising Service 


food and compare it pound-for-| WARD-GRIFFITH co. 


|pound with what your family is| rs 
leating.” The Ward-Griffith Co. maintains offices 
Mr. Gibson urged the industry | 


in all principal advertising centers 


Highway signs worth having... 
are worth having 24 hours a day 


STATE Fane \ 


insueance 


Hamms 


BEER 


"1 i 


ROM int (AMD UF SET Giul Waite 


IL JL rT 


Li 1F 1 


Reflectorized signs deliver your message 
to more people with greater impact at the lowest possible cost 


Today, over one-third of America’s 60 million 
motorists are on the road after dark! To get full 
value from your outdoor advertising dollars— 
and to sell your share of this big market—your 
highway signs must be clearly visible 24 hours 
a day. 

Only the hard-hitting impact of signs of 
“Scotchlite” Reflective Sheeting can sell this 
important one-third of your market so well. 
Vividly reflecting your sales message in the beam 


of every passing headlight, durable signs of 
“Scotchlite” Sheeting appear in full color exactly 
the same by night as by day. You sell your story 
to over 334% more people—for little more than 
the cost of ordinary signs. 

Economical, hard-working signs of “Scotch- 
lite’ Sheeting offer your company many profit- 
able advantages. Send the coupon below now 
for details ... and get acquainted with the 24 hour 
a day value of reflectorized highway advertising. 


cr 


REG. U. S. PAT. OFF, 


| SCOTCHLITE 


BRAND 


REFLECTIVE SHEETING 


The term “Scotchlite” is a registered trademark of 

Minnesota Mining & Mfg. Co., St. Pav! 6, Minn, 

General Export: 99 Pork Avenue, New York 16, N.Y. 
In Canada: P. O. Box 757, London, Ontario, 


L 


Minnesota Mining & Mfg. Co., 
Dept. AA-2276, St. Paul 6, Minn. 


Please send FREE information on profit-bvilding signs of 
“SCOTCHLITE” Reflective Sheeting. 
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Hotel Sherman Appoints 3 


and ad departments, the Hotel | 
Sherman, Chicago, has made three | 
executive appointments. Thomas | 
A. Clarage has been named direc- 
tor of advertising of both the 
Sherman and Ambassador East 
and Ambassador West Hotels; 


TORONTO, CANADA 


Capital Cie of Ontario—Canada's Richest 

Province—Having One-Third = Sree 

Total Population and 42% of Sales 
—Bianketed by the 


TORONTO DAILY STAR 


—400,000 circulation (largest in 
Canada) 

—80% coverage of Toronto 

—50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Nattanaiiy Represented hy 


WARD-GRIFFITH CO. 
The Ward-Griffith Co, maimtains offices 


in olf principal advertising centers 


of the Sherman, and Stephen E. 
Kelly has been named assistant 
director of public relations and 
advertising. Mr. Clarage has been 


with the Sherman since 1950. Mr. | 


Desmond most recently has been 


manager of the public relations| 
department of William Hart Ad-| 


ler Inc., and Mr. Kelly, who pre- 
viously was with the Ambassador 
Hotels, most recently was with 
KXOK, St. Louis. 


Pharmaco Promotes Brown 

Alan Brown, formerly advertis- 
ing manager of Pharmaco Inc., 
Kenilworth, N.J., pharmaceutical 
manufacturer, has been appointed 
director of advertising. He joined 
the company in 1949. 


BofA Boosts Johnson 

Bates Johnson, who joined the 
Bureau of Advertising, ANPA, in 
1953 as an account executive, has 
been named to the new post of 
administrative assistant to Harold 
S. Barnes, director. 


| Arthur L. Desmond has been ap-| 
Expanding its public relations pointed director of public relations | 


the we coluathy hewn where te face Comoe 


| 


Cotmmumsis: World's Finest Athletes? 


— 
~~ 
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ATHLETIC FORECAST—Canadian ath- 
letes apparently didn’t heed the 
good advice in this Canadair ad 
which was among a series that 
ran in ’55. The Russians won the 


winter Olympics. 


Aircraft Maker's 
Ads Boost NATO, 
Hit Communism 

MontTrREAL, Feb. 21—Canadair 
Ltd., which calls itself Canada’s 
largest aircraft manufacturer, is 
continuing its public service ad 
campaign this year with advertise- 
ments supporting North Atlantic 
Treaty Organization (NATO), and 
the Canadian government’s mili- 
tary programs. 

The company is using Canadian 
consumer magazines, aviation 
trade papers and financial news- 
papers. Ads also are running in 
various media in countries outside 
Canada which form part of Cana- 
dair’s export market. 

The drive is directed by Norman 
G. MacKinnon, Canadair’s adver- 
tising manager. The ads are being 
prepared and placed by Walsh 
Advertising Co., Montreal. 


® Two years ago the company 
started its educational ad program 


New! 


= 


ew! 


THE DETROIT TIMES 
becomes Michigan’s 
MOST MODERN NEWSPAPER 


... with the best in NEW PRESSES for the finest in new-day 
newspaper printing. 


... with NEW and LARGER PAGE SIZE, 308 instead of 280 
lines deep, for larger news content, greater advertising display. 


... with NEW R.O.P. COLOR. . . vivid 2-color, 3-color and 4-color 
printing both daily and Sunday to put new drama and impact 
into your advertisements. 


».. with NEW excellence of EDITORIAL CONTENT, more and 
crisper local and world-gathered news, more top-flight features, 
to grip and hold the attention of this newspaper’s mass reading 


audience. 


... with NEW PICTORIAL LIVING, Detroit’s one real spar- 
kling Sunday Magazine done in the Newest of ROTOGRAVURE. 


Thus does this forward-looking newspaper “In the Heart of the 
Michigan Market”’ (the Detroit marketing area) leap ahead to 
NEW leadership. 


To move your merchandise or services in this rich, progressive 
market, it will pay you to... 


KEEp 


f 
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UP wiTH THE 


mes BY 


THE DETROIT TIMES 


Represented Nationally by Hearst Advertising Service Inc. 
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% cAMaparR 


NATO soOosTER—Canadair Ltd., 

Montreal, is now running this 

public service ad in Canadian 

newspapers and magazines—the 

third year in succession that it has 

conducted educational ad cam- 
paigns. 


with a “freedoms” campaign. The 
ads reminded readers that west- 
ern freedoms contrast sharply with 
the way of life under communism, 
and that these freedoms are worth 
defending. 

Public reaction to this campaign 
was sO good that Canadair con- 
tinued the program last year with 
a series titled, “Do We Actually 
Know Where to Face Commu- 
nism?” The first three ads in the 
series, “World Revolution Is Still 
Alive,” “Communism and Christi- 
anity” and “Communism and 
Twisted Education,” ran in Cana- 
dian media last April, May and 
June. 

More than 21,000 reprints of the 
three ads were requested and 
mailed to readers in the US., 
Mexico and Europe, in addition to 
Canada. The company also mailed 
many reprints to leaders of vari- 
ous organizations, and to other 
individuals. The company received 
more than 600 letters, most of 
them commending Canadair for 
the ad series. 

Canadair concluded last year’s 
campaign by publishing a booklet 
containing reproductions of eight 
of the ads and mailing more than 
10,000 copies. 


Olian & Bronner Adds One 
Olian & Bronner, Chicago, has 
been appointed by Foley & Co., 
Chicago, to handle advertising for 
Foley’s Honey and Tar cough 
syrup and other proprietary med- 
icines. Lauesen & Solomon for- 
merly handled the account. 


Stahlka Named Ad Director 
Clayton A. Stahlka, advertising 
manager since May, 1952, has 
been promoted to director of ad- 
vertising and sales prometion of 
Morrison Steel Products, Buffalo, 
manufacturer of furnaces, truck 
bodies and other steel products. 


DAYTONA BEACH 


FLORIDA 
Florida's Year —s Resort Covered By 
DAYTONA BEACH WEWS-JOURNAL 


come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist larity. 
Over $15,630,000 effective buying 
income. 
. Over retail sales. 
A market index of 123. 
q 1954 total advertising 15,487,024 lines. 
SEND FOR OUR MARKET DATA FOLDER 
bw Vv. Zz. ar. in Jacksonville 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
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To sell more where more is sold 
ooelf’s FIRST 3 FIRST! 


yee 


‘e 


a Scenic—but not much Buying Power 


ai 
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, your advertising punch where you’ve got a And FIRST 3’s “Sunday Punch” circulation of more 
big target—New York, Chicago, Philadelphia—a mar- than 6,000,000 reaches over half the families in 1,319 
ket of nearly 1/5 of all U.S. retail sales. In these three Cities and Towns, which ring up over 30% of the 
top-money areas, where the family coverage of General nation’s retail sales. 


Magazines, Syndicated Sunday Supplements, Radio 
and TV thins out—there is no substitute for FIRST To make your advertising sell more where more is sold 


3 MARKETS’ solid 62°. COVERAGE of all families. ... it’s FIRST 3 FIRST. 


New York Sunday News 


iy [es oO _ . - Coloroto Magazine 
 \ f , Chicago Sunday Tribune 
\ : Magazine 


MARKETS G ROUP Philadelphia Sunday Inquirer 
- “Today” Magazine 


Rotogravure * Colorgravure 


New York 17, N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 * Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 * Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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McGaughey Elected VP | munientions committee, secretary jeereniies and promotion. This is!|M-O-Lene Increases Budget | 


American Motors Corp., Detroit, 
has elected William H. McGaughey 
vp in charge of communications, 
a new post. Mr. McGaughey, who 


of the industrial relations policy 
|committee and coordinator of 
corporate advertising and sales 
| promotion activities. 


joined American Motors’ predeces- | 


sor company, Nash-Kelvinator, in 


1952, was named director of com-| 


munications and management de- 
velopment in 1954. He is a member 
of the company’s policy board, 
chairman of the corporation’s com- 


_Gotham-Vladimir Gets GE Unit 

The locomotive and car equip- 
ment department of General Elec- 
tric Co., Erie, Pa., has appointed 
Gotham-Vladimir Advertising Inc., 
New York, to handle its overseas 


‘handled separately before. Prod- 
ucts include electric, diesel-elec- 
|tric and gas-turbine electric loco- 
|motives for railroad and industrial 
use; car power supply equipment, 
and urban transit vehicle propul- 
sion and control equipment. The 
department’s foreign sales will 
be handled through International 
|General Electric Co., New York. 


THIS IS FRANK HURLEY (Another W-G Salesman) 


Frank A. Hurley, a graduate of Boston ay served 3 years in the U. S. Army 


during World ar 


includes merchandising and sales in both 


ments of the Waltham, Mass.., News-Tribune and the Boston Post. Fran 


in Europe and again 
Officer, also in Europe. Frank has had five 


ears of rich newspaper experience which 
the local and national advertising depart- 
Hurley 


joined the sales staff of our Boston office in August, 1955. Frank, like any Ward- 
Griffith salesman, is ambitious and anxious to do a hard hitting job for you. 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


Park Lexington Building 
Wrigiey Building 
General Motors Building... 
Statler Office Building ° 
Pulton National Bank Bui!ding 

318 Addison Building ee ‘ 
Russ Building ° 
Philadelphia National Bank Building 
U.S. National Bank Building......... 


DAILY NEWSPAPER 
vocunen otneooe 


Capitol 8-3033 


REPRESENTATIVES 


5-7028 NEW YORK 


|a new account and has never been | 


uring 1952-53 as Public Information | 


D-Con Co., Chicago, will spend | 


$450,000 during the first six months 
of 1956 to promote M-O-Lene, a 
rug and upholstery cleaner which 
d-Con distributes. The budget, 
representing a 20% increase over 
the same period of 1955, will be 
spent largely for 2%-, 5- and 10- 
minute demonstrations on tv. In 
addition to tv, M-O-Lene will use 
newspapers, national magazines 
and department store housewares 
catalogs. Leeds & York, Chicago, 
is the agency. 


State Farm Champ Sign User 

State Farm Insurance Companies 
|have become the largest users of 
|highway advertising in the insur- 
ance field, according to Harold 
| Mecherle, director of sales promo- 
tion. About 2,000 of State Farm’s 
agents have erected 4,364 Scotch- 
lite signs since April, 1955. The 
5x5’ signs portray the company’s 


a auto-life-fire circle emblem and 


‘ HARL 
=~ .. SAN FRANCISCO 
st 17-4379 PHILADELPHI* 
PORTLAND 


E include the agent’s name, address 


and phone number. 


frees 


You meet the most interested people...in TIME Canadian 


Because they are thinking people—thoroughly 
interested in the world they live in—the news 
is a necessary food for their thoughts. 

Because they are Canada’s decision-makers— 
top people in business, the professions and govern- 
ment—the news gives them the facts they need. 

Their compelling curiosity about the news leads 
them, week after week, to the most informative 
and enjoyable news source they know...TIME’s 


Canadian Edition. 


With the influence they have on their com- 
panies’ buying (the most of any single audience) 
and with the incomes they have for consumer 


buying (far more than average) .. . 
. what an interested—and interesting— 


market for you! 


TIME Canadian—to reach Canada’s most interested market 


. 
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‘Monitor’ Idea: 
NBC Man Lauds It 


New York, Feb. 21—The wide 
disparity between CBS’ and NBC’s 
views of what network radio needs 
today was pointed up here last 
week when Howard G. Barnes, 
Columbia vp in charge of pro- 
grams, and William F. Fairbanks, 
NBC nationzl sales manager, ap- 
peared on the same platform. 

The radio executives were guest 
speakers at the time buying and 
selling seminar of the Radio & 
Television Executives Society here. 

Speaking for the new approach 
to network radio, Mr. Fairbanks 
outlined the progress of “Monitor” 
during its first eight months and 
discussed the prospects for “Week- 
day.” He said 29 national adver- 
tisers bought 3,000 participations 
on the weekend “Monitor” in the 
last six months of 1955, for a total 
of $2,500,000 in billings. The net- 
work positions on the show were 
80% sold during the summer. 

Business on NBC-owned stations 
has doubled since the new week- 
end program service was started, 
he said. 

Mr. Fairbanks reported that 
there are now 81 participations 
sold per week on “Monitor,” which 
is getting station clearances rang- 
ing from 79% to 94%. 


s The traditional approach to ra- 
dio programming was defended by 
Mr. Barnes, who told the time 
buyers that listeners want big 
names, popular personalities and 
top dramas at regularly scheduled 
time periods. They want to be en- 
tertained as well as served with 
news, weather and traffic informa- 
tion, he said. 

The CBS executive said the 
principal problems, which all radio 
networks have in common, are: 
(1) station clearance difficulties, 
(2) rate cuts, (3) advertisers’ 
tendency to put all their broad- 
casting budget in tv without leav- 
jing any money for radio and (4) 
|industry cynicism—lack of faith 
among the practitioners of net- 
work radio. 


_“‘MacRae’s Blue Book’ Names 3 

MacRae’s Blue Book Co., Chi- 
|cago, has appointed three adver- 
tising representatives for MacRae’s 
Blue Book. They are Jack Camp- 
bell, formerly with Thomas 
Publishing Co., representative in 
western Pennsylvania; Thomas F. 
Langan, previously with Automo- 
tive Service Digest, whose terri- 
tory is Manhattan and upstate New 
York, and Edward B. Pope, for- 
merly with James Thomas Chirurg 
Co., to cover Philadelphia, eastern 
Pennsylvania, Washington, Mary- 
land and Delaware. 


Moser & Cotins Elects 

A. Montgomery Harrington has 
been elected to the new position 
of exec vp of Moser & Cotins, 
Utica, N.Y. Other new officers are 
Lyle B. Reigler, vp and treasurer; 
Harry T. Duffy, vp and secretary, 
and R. Del Dunning, vp and direc- 
tor of merchandising. 


PUT COLOR 


In Your 


ELIZABETH (N. J.) MARKET 


ADVERTISING 
One color and black, two colors 
and black and full R O P color 
Accepted by the 


ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 


Write ter deenils or comtact 


WARD-GRIFFITH CoO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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Marshutz 


Claggett 


PLANNING BUT NOT BORED—These executives of Gardner Advertising 

Co., St. Louis, examine plans for expansion and modernization of 

the agency’s offices. They are Charles E. Claggett, president, Elmer 

G. Marshutz, chairman of the board, and Rudolf Czufin, vp and ex- 
ecutive art director. 


Gardner Agency 
Sets Expansion, 


Modernization 


Facilities Will Include 
Facsimile Supermarket 
to Aid Merchandising 


St. Louis, Feb. 21—Gardner 
Advertising Co., though of a re- 
spectably advanced age as adver- 
tising agencies go, has been suf- 
fering from quasi-youthful grow-| 
ing pains. Currently it is adding, 
perforce, both space and person-. 
nel. 

The agency has signed a $1,350,- | 
000 ten-year lease with the Syn-| 
dicate Trust Bldg., where the 
agency currently is located. Gard-| 
ner also has disclosed plans for 


a $240,000 modernization program 
for its offices. 

Gardner will increase its space | 
by 40%, occupying the entire 14th 
and 15th floors of the building. 
The new lease allows 42,500 sq. 
ft. of space, almost all of which is 
located on the two floors. The 
agency now occupies 30,000 sq. ft. 
on four floors. (The building has 
been Gardner’s headquarters since 


1941.) 


s “The trend among modern ad- 
vertising agencies of providing 
many special client services—in 
marketing, research and merchan- 
dising—made it imperative for us 
to have additional space,” said 
Charles E. Claggett, Gardner 
president. 

Among the improvements 
planned are two special viewing 
rooms for the showing of tv com- 
mercials and other similar ma- 
terials. (The agency takes part 
in such network shows as George 
Gobel and Red Skelton, both for 
Pet Milk.) One room will be used 


IN HAVERHILL, MASS. 
IT’S THE GAZETTE 


George McLaughlin, 
Advertising Manager 
of the GAZETTE 
gives you these facts: 
1—Retail Sales— 

ew 926,000 a new 


igh. 
2—Food Sales— 
$17,885,000 a new 
high. 
3—World Shoe G. McLaughlin 


making center. 
4—Western Electric Co., Mfg. Center. 


A tra zone ulation of — 
Tiadhs cant os the 
HAVERHILL GAZETTE. 
NEED WE SAY MORE? 

Netienslly Keprescoted hw 

WARD-GRIFFITH CO. 


The Word-Griffith Co. maintains offices 


mn oll orinc 


ac! adverlising conte: 


screen room. A single two-way 
projection booth will serve both 
rooms. 


aging materials designed by Gard- 
ner will be compared with those of 
competitive products. Still another 
room will have a tavern back bar 
for comparison of beer display 
and marketing materials. A pri- 
vate dining room also will be con- 
structed for agency employes. 

Founded in 1902, Gardner also 
has offices in New York and Hol- 
lywood. The company currently 
has a staff of more than 220 and 
a yearly payroll of $1,750,000. 


Ret ARB Signs ABC, NBC for 
Study of 225 Markets 

The American Research Bureau, 
Washington, has signed American 
Broadcasting Co. and National 
Broadcasting Co. for its full 1956 
report of coverage and viewing 
habits in 225 medium to smaller 


for meetings, films and lectures, |tv markets. In addition to ABC and 
and the other will be a working! NBC, ARB also has signed more 


than 100 other clients for the| feature air conditioners and refrig- 


study. 
The report, known as the “A-to- | 


homes having tv, the percentage 
of tv homes able to receive each 
station within the area and fre- 
quency of viewing (AA, Jan. 30). 


Admiral International Aims 
Drive at Overseas Markets 
An advertising program aimed 
at overseas consumer markets has 
been launched by Admiral Inter- 
national Corp., a division of Ad- 
miral Corp., Chicago. The company 
has manufacturing subsidiaries in 
Italy, Mexico and Australia and 
distributes its products in approxi- 
mately 70 countries. Media sched- 
ule includes the Spanish editions 
of Life and Reader’s Digest, the 
Middle East edition of Reader’s 
Digest, Life International, the 
Pacific edition of Time, Vision and 


Hablemos, Latin American Sunday 
newspaper supplement. 
The ads, in two-color, all will! 


|erators. Television receivers also 


will be highlighted in copy sched- 


Another new room will be a Z” report, will provide the tv in-| uled for areas which now have or 
facsimile of a supermarket section.| dustry with data in the 225 tv will soon have tv. facilities. Crut- 
Here merchandising and pack-|areas, including the percentage of | tenden & Eger Associates, Chicago, 


is handling. 


Adey Joins ‘Realites’ 

Michael Adey, formerly of For- 
eign Advisory Service Inc., has 
joined the American edition of 
Realites as advertising manager. 


In CANADA 


39% of the 
English-speaking Families 
read 


The STAR WEEKLY 
Ask for Information 


WARD-GRIFFITH. CO. 
The Ward-Griffith Co. maintains olfices 


in all principal advertising centers 
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ele ...THE BEST 
LOCATION IN 
ats KANSAS CITY 
WILL SOON BE 
AVAILABLE 


* 
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¢,? 

O PHONE HOWARD STALCUP 
VA. 11-2888 + KANSAS CITY 
COLLECT NOW! OR SEE YOUR AGENCY 


ADVERTISING 


Stalcun 


OUTDOOR ADVERTISING 


ow. 


Bold Design Establishes Immediate Brand Identity 


Stalcup 


OuTDOOR 


* SPECTACULARS © POSTERS * PAINT ; 
3126 MAIN ST. VA.1-2888 KANSAS CITY, MISSOURI = 
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Stick to Sound Ad, 
Selling Principles, 
Gifford Tells Adclub 


CINCINNATI, Feb. 2i—Advertising 
men were cautioned last week 
against two possible pitfalis which 
tend to threaten the multi-billion 
dollar value of national advertising. 

Speaking before the Advertisers 
Club of Cincinnati, Chester G. 
Gifford, president of Crosley & 
Bendix home appliances division 
of Avco Mfg. Co., identified these 
“traps” as: 

1. Straying too far, too often, 
from sound advertising principles, 
through untimely use of merchan- 
dising gimmicks and “cute” ap- 
proaches. 


co-starring 
JIM 
(Mr. Magoo) 
BACKUS 


You can tell a girl 
by the company she keeps... 
and for the past two years Joan 
kept one of the nation’s biggest 
companies dizzy with sales. 
We've just pried her off the 
network to make I MARRIED JOAN 
available to regional and 
local advertisers. No other 
syndicated film series goes to 
work for you so unquestionably 
pre-sold. When you attach your 
product message to Joan Davis in 
I MARRIED JOAN, you hold 
the attention of all age groups, 
all economic levels, all the time. 


98 HALF HOURS 


The happiest, high-rated 
network show...now tv's 
smash hit syndicated series. 


DZ 


TELEVISION CORPORATION 
NEW YORK! CHICAGO |HOLLYWOOD 


445 Park Ave 1250 S. Webash| 4376 Sunset Drive 
#Urray Hill 8-2545 ' WAbash 2.7937} NOrmandy 2-9181 


2. Failure to utilize sufficiently, 
at local levels, the billions of dol- 
lars of national advertising effort. 


# Mr. Gifford strongly endorsed 
“solid, straight, in-the-furrow ad- 
vertising.” He pointed out that 
the great leadership names were 
established by “hard-slugging, 
straight advertising, sold well and 
merchandised soundly.” 

“We must not fall into the trap 
of selling our premium, instead 
of our products,” he said. 

Mr. Gifford pointed out that 
the automobile industry had one 
of its greatest years in 1955, in 
creating interest and demand. But 
the pattern laid down through the 
year by solid selling was too 
quickly spoiled by bringing in the 
gimmick, until the consumer did 
not know what he was being of- 
fered or why he should even buy 
a car at all. 


® “I feel there may be a relation- 
ship between the current decline 
in auto sales, and the industry’s 
failure to carry through the sound 
advertising approach it maintained 
in most of 1955,” Mr. Gifford said. 

Referring to local advertising 
| effort, Mr. Gifford suggested that 
ja better job could be done of tying 
jin national advertising with local 
|advertising, merchandising and 
promotion. 

Failure by manufacturers to do 
this, he warned, could conceivably 
pull down the value and effect 
|of millions of dollars of national 
advertising. 


Burnett Names Turner in 
| Toronto, Three in Chicago 
| Leo Burnett Co. of Canada Ltd. 
|has appointed George R. Turner 
|supervisor of merchandising and 
jan account executive in its Toron- 
ito office. Mr. Turner has been 
| supervisor of merchandising of 
| Young & Rubicam Ltd., Montreal, 
jsince 1948. He previously directed 
sales forces for Pepsi-Cola Co. 
Ltd. and Orange Crush Ltd. 
Burnett also has appointed Fred 
Ruoff and G. M. (Mel) Sheldon 
account executives and Ed Con- 
|nell Jr. a copywriter in its Chicago 
headquarters. Mr. Ruoff formerly 
was manager of consumer sales 
promotion and advertising of Pure 
Oil Co. Mr. Sheldon has been in 
charge of training marketing per- 
sonnel of Richfield Oil Corp., Los 


|a vp of Walker B. Sheriff Inc. 


ie WR BO a Sn da ee). halal ea 


Tene © BARBERA « GOLF + FOOTER. © Bammer es.. 


TENE § CARTEL + BOLE « FOOTER. + BATHE TERK. 
mo oo 


NGW MACGREGOR Tennis RACKETS AND 
BALLS For RESPONSIVE ACTION / 


TOMS + BASHERLL + GOLF + FOOTER. « samme Teen. 
——— oe 


MacGREGOR HAS A BALL—“Tennis is fun,” reasons MacGregor Co., 
Cincinnati manufacturer of sports equipment, “so let’s have fun 
with the ads.” These four will run as island half pages in World 
Tennis and as pages in International Tennis News. MacGregor’s 


1956 ad budget will be the largest 


in its history. Consumer ads will 


also run in The Saturday Evening Post, Sports Illustrated, Time 
and @ number of sports magazines. Hugo Wagenseil & Associates, 
Dayton, is the agency. 


Angeles, since 1949, and Mr. Con-! 
nell formerly was with Schwim-| 
mer & Scott, Al Paul Lefton Co., 
Aubrey, Finlay, Marley & Hodg- 
son and Cappel, MacDonald & Co. 


Mahoney Elected VP 

John S. Mahoney has been elec- 
ted vp of the Robertson Potter Co., 
Chicago agency. He was formerly 


ADVERTISING 
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PAINTED 


MAXWELL 
SERVICE 


a fart of your 
SALES DEPARTMENT 


* 
SPECTACULAR 
ELECTRICS 


CITY 


DISPLAYS 


Crossley S-D Hits 
Roads, Tests New GE 
Products While Hot 


New York, Feb. 21—Crossley 


S-D Surveys has been using Trail-' 
mobile units to try out potential | 
General Electric products on con-| 


sumers. 

Carl H. Hendrickson Jr., presi- 
dent of the survey company, told 
of this mobile market research 
laboratory in a talk to the New 


York chapter of the American) 


Marketing Assn. last week. 

GE products in the test stage 
are put in trailers manned by two 
Crossley S-D researchers. Using a 
representative sample, the _ re- 
searchers then drive the trailer 
from door to door, inviting house- 


wives to try out the products and | 


give their comments. 

Three trailers are now in use. 

Mr. Hendrickson said the Trail- 
mobile technique is superior to 
using drawings and models of 
products, because it lets the con- 
sumer see an appliance in actual 
operation and puts him in a bet- 
ter position to evaluate it. 

Mr. Hendrickson reported that 
GE tested its wall-hung refrigera- 
tor in these units. A wall-hung 


LYNCHBURG 


VIRGINIA 


An Industrial Center, A Vi Key 
City Reached Throw 
S$ & ADVANCE 


THE LYNCHBURG NEW 
1. Effective buying income 
$73,373,000. 

Quality of market index 110. 
City zone population 53,880. 


2. 
8. 
4. 


the outside. 
ADVERTISE IN LYNCHBURG 
GET OUR MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


Lynchburg cannot be sold from 
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| dishwasher also was tested. Mr. 
|Hendrickson said consumers 
| turned thumbs down on the dish- 
| washer, because they envisioned a 
‘cascade of water coming down 
from the wall. 


® Mr. Hendrickson emphasized 
the importance of using market 
research in the very early stages 
lof product design and planning. 
|He said consumers should be 
‘sounded out as soon as products 
lcome off the engineering drawing 
| boards. 

| He pointed out that early use 
of consumer research will save a 
company both time and money. 


Harry Gratt Adds Two 

Harry W. Graff Inc., New York, 
has been named to handle adver- 
| tising for Clearview Louver Win- 
dow Corp., Dallas, manufacturer 
| of doors, windows, blinds, awnings 
and storm sashes. Slick Airways, 
air freight line, Burbank, Cal., also 
has named the New York and Los 
Angeles offices of Graff to handle 
its advertising. Roy S. Durstine 
Inc. formerly handled Slick. 


all ‘round Detroit... 


| WIBK rio 
—:s, oo 
HABIT STATION 


In their homes, in their cars, for the 
best if news, music and sports, con- 
sistent high tune-in night and day 
proves that WJBK is 


PART OF DETROITERS’ 
DAILY LIVING 


To reach deep into the pocketbook 
of this big-spending market, take 
advantage of this fact! Make WJBK 


PART OF EVERY 
DETROIT RADIO BUDGET 


W 


AM-FM 
DETROIT 


MICHIGAN'S MOST POWERFUL 
INDEPENDENT STATION 


10,000 watts days + 1,000 watts nights 
1500 KC 


| STORER BROADCASTING COMPANY 
HARRY 8. LIPSON 
Vice Pres. and Managing Director 
TOM HARKER 
National Sales Director 
118 E. 57th, New York 22, MU 86-8630 
Represented by 
THE KATZ AGENCY, INC. 


See pages 20-21 for the latest in the Storer 
| Broadcasting Company “Americana” series. 
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This Week in Washington... 


Senator Calls ABC ‘TV's Chrysler’ 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Feb. 23—Federal 
Communications Commissioner 
Rosel Hyde was arguing passion- 
ately this week that the shortage 
of good tv outlets keeps “the third 
network” from competing effec- 
tively with CBS and NBC. 

“They’re the Chrysler of the tv 
industry,” quipped Sen. Charles 
Potter (R., Mich.). 

When the hearing recessed, ABC 
Vice-President Robert Hinckley 
worked his way toward the front 
of the crowded room. “Hi, Mr. 
Chrysler,” he was greeted. 

Mr. Hyde’s thesis—still a minor- 
ity view at FCC—is that tv’s 
growth is stunted because uhf sta- 
tions, which are the third and 
fourth assignments in most top 
markets, can’t compete with vhf 
stations. 

As leading spokesman for de- 
intermixture, he wants assign- 
ments reshuffled so that “likes 
compete with likes.” He believes 
additional network service and 
good recorded and taped shows by 
national spot advertisers would 
soon be available to support a 


, third or fourth service in “prob- 
|lem” markets. 


= The majority camp, represented 
by Commissioner John Doerfer and 
| Chairman George C. McConnaugh- 
ey, hesitates to take vhf service 
from any community. Stressing the 
| fringe area coverage of vhf, Mr. 
| Doerfer says, “If I have to choose 
between one service reaching 300,- 
000 people, and three services for 
250,000 people, I feel compelled to 
vote for service for the 300,000.” 


* . a 
Advertising Question: When a 
House armed services subcommit- 
|tee raked over the operations of 
|North American Aviation Corp. 
last week, Rep. George Miller (D., 
Cal.) wanted to know why North 
American spends $750,000 for ad- 
| vertising, since 99.66% of its busi- 
|ness is with the government. 
Company executives insisted the 
|ad program is essential public re- 
| lations. “We have to keep our 
| name before the public, particu- 
|larly to attract leading scientists 
‘and engineers,” they argued. 
+ - . 
| Postal Deadlock: Behind closed. 


up several votes for hearings on 
his proposals for increases in first, 
second and third class rates, but 
the issue remains undecided. 
Experienced committee members 
who sympathize with Mr. Sum- 
merfield are balking at hearings 
this year. They point out that the 
Senate post office committee has 


just appointed a “citizens commit- | 


tee” for another detailed evalua- 
tion of postal operations. “Since 
the Senate committee certainly is 
not going to consider rate legisla- 
tion this year, why should we 
waste our time?” they say. 


Liquor Ad ‘Reform’: Even if the 
Senate and House commerce com- 
mittees take no further action on 
legislation outlawing liquor adver- 
tising, dry leaders who flocked 
here to testify last week have a lot 
to tell the home folks. 

All alcoholic beverage groups 
emphasized the “mildness” of their 
advertising, and beer groups par- 
ticularly dwelt on “reforms” in- 
troduced as a result of criticism 
voiced when the same committees 
considered identical bills in 1954. 

U. S. Brewers Foundation, for 
example, reported it has cooper- 


|doors in the House post office|ated with congressional commit-| Ad Managers Elect Officers 
|committee last week, Postmaster tees and has established an “inde- 
|General Arthur Summerfield lined | pendent panel” to deal with ob-| 


|jectionable beer ads. Foundation) 
| spokesmen pointed out, for exam- 
| ple, that all drinking scenes, focal 
|point of criticism in 1954, have 
‘been dropped from beer commer-| 
| cials. 

e a * 

TV Dilemma: Sen. Charles Pot- 
|ter (R., Mich.) was not convinced 
| when FCC Commissioner Rosel 
Hyde argued that recorded and 
taped programs would enable 
j|more tv stations to operate with-| 
|out CBS or NBC affiliation. 

The senator figured the public 
would still prefer live network 
shows. 

“We've got a fourth non-network 
| station right here in Washington,” 
jhe said. “Except in the summer, 
when it has baseball, it has a very 
rough time.” 

“But it does fine when it has 
baseball,” protested Commissioner 
Hyde. 

At that point Sen. Warren Mag- 
nuson (D., Wash.) broke in. As 
chairman of the committee, he sat 
for three days last week while 
witnesses lamented beer commer- 
cials. Looking straight at Mr.| 
Hyde, he chuckled, “That’s if we| 
let them keep alcoholic beverage 
sponsorship.” 


|partment of Swift & Co, 


Officers elected for the 1956-57 
term by the Interstate Advertising 
Managers Assn. are W. Eddie Mo- 
meyer, Tribune-Review, Greens- 
burg, Pa., president; A. Jay Schaff, 
Herald-Mail, Hagerstown, Md., vp, 
and Waldemar P. Wood, Record, 
Coatesville, Pa., secreiary-treas- 
urer. 


Knowles Joins Helene Curtis 


Troy Knowles, for the past five 
years in the public relations de- 
has 
joined Helene Curtis Industries, 
Chicago, as assistant to the chair- 
man of the board, with primary 
responsibilities in the area of pub- 
lic relations. 


NORTH CAROLINA 


1. Buying Center of Craven County. 

2. lity of Market—105. 

8. Effective Buying Income 
$21,112,000. 


THE RICH NEW MARKET {S 

SERVED EXCLUSIVELY BY 

THE EVENING SUN JOURNAL 

REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griftith Ce. maintains offices 


in all principal advertising-centers 


Two complete plants 

one for black and white 
and one for 4-color process 
24-hour, 4-shift service 


WILBAR PHOTO-ENGRAVING COMPANY, 


The most relaxed man on the 5-15 a 


—T 


olin 


He stopped taking his problems home with him the day he started using Wilbar’s personalized 


room for another relaxed man on the 5:15! 


INC. 


photo-engraving service. A few minutes ago, he was a harried, burdened, account supervisor...art 
director... production man. Now he is riding the 5:15, relaxed in the knowledge that every Wilbar job 
is assigned to a skilled job-supervisor who personally “Bird Dogs” it right through the shop. Call Wilbar 
on your next photo-engraving problem and you'll be telling our friend, above, to move over and make 


883 WEST 52npD STREET,...NEW YORK 19, NEW YORK...PHONE; CIRCLE 17-7500 
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Advertising Age, February 27, 1956 


|Gulistan in ‘Life’ Push | agement, Interior Design, Interiors [ge UY, S, Ad Methods in Low-Cost Overseas 


New 3-0 Cork Letters ot 4 nash ne gpg gir! ee a F snag mene. aw 

ork, has launched a series of| mi oss, New York, is the} ; MY : 
MAKE SIGNS EASY || fui-colcr pases in Life to promote| agency. ‘Media to Boost Profit, Patterson Advises 
Anyone can make beautiful signs and dis- |/Gulistan carpet. Each ad _ will | Detroit, Feb. 21—American|and Foreign Trade Club of Detroit 
dispiny ‘etters, rom France. GRAPOREL feature two carpet designs. En- | Klingensmith Adds One business could reap greater profits| last week. 
moistened, will stick to any dry surface. 12 || !argements of the ads, self-mailers,| H. M. Klingensmith Co., Canton, abroad by adapting domestic pro-| “Advertising in the international 
Bend today ior PREE samples acd cataing, || Window banners, line kits and a/O., has been appointed to handle motion methods to their foreign/ field loses much of its effectiveness 

GRACE LETTER CO.. DEPT. A-1 | display suggestion sheet are avail-| advertising for the Diamonite di- | merchandising programs, Jere Pat-| because it isn’t used as intelligent- 
77 Fifth Ave., New York 3. Watkins 40850 || 2ble to dealers. Gulistan trade ads/ vision, U.S. Ceramic Tile Co., man-|terson, promotion manager of Life/ly as it is in the same programs in 
will be carried in Better Theaters,|ufacturer of ceramic cutting tools International Editions, told the| America,” said Mr. Patterson. 
Casket & Sunnyside, Hotel Man- and electronic industry parts. International Advertising Assn.| “American companies wrap up 
their research, marketing, and sales 
promotion in one neat little pack- 
THERE'S COLOR FOR EVERY ADVERTISING BUDGET IN THE STAR WEEKLY 22 but they don’t carry through 

when aiming at the international 

| market.” 
| He suggested that the $300,000,- 
‘000 spent annually by American 
|/companies in international adver- 
|tising could bring greater results 
\if they would think more of the 
profit motive than of unit sales. 


s “Progressive companies are rap- 

jidly changing their techniques in 
this respect, because of the greater 
profit in international business and 
the comparatively less expensive 
advertising,” said Mr. Patterson. 

“But don’t think that foreign 
companies are letting us monopo- 
|lize this technique. They are be- 
| coming more astute in promotional 
| efforts. 

“Therefore it is important that 
|Americans start now to tap their 
\domestic advertising experience 
and get the ratio of international 
sales where it belongs.” 

Mr. Patterson said that smaller 
companies engaged in the export 
business on a modest budget could 
be much larger abroad than in 
America because of less rigorous 
competition and lower advertising 
costs. 


Skyway Sets Store Promotion 
Skyway Luggage Inc. has ap- 


{O r ext ra 4 q pointed WerBell, Seklemian & 
v t, a ‘, North, New York, to handle a 
Ce 


special merchandising promotion 
‘through department stores for its 
line of Miss Skyway luggage. 
Botsford, Constantine & Gardner, 
Seattle, continues to handle all 
other advertising for Skyway. 


oe ; ¥ 
dividends °. <™#& ie Seeiiess tet 
4 William J. Huff has been named 
f : / 


assistant to the advertising man- 
ager of The Saturday Evening 
Post, Philadelphia. He was for- 
merly associated with two other 
Curtis Publishing Co. magazines, 
Ladies’ Home Journal and Better 
Farming. 


Canadians respond to color advertising—sales results 
prove that! And you can secure color in the Star Weekly in 
a choice of ways that offer unmatched flexibility and Sales Idea #3 by PIONEER 
adaptability to any advertising budget, big or modest. You 
can use the Star Weekly's famous roto section in Colorgravure, ® 
beautifully printed and a beautiful “buy” . . . or in your Qualatex 
choice of two high-readership magazine sections . . . or in the 
comic section where low-cost color advertising reaches ADVERTISING 
the big audience attracted by the Star Weekly's exclusive BALLOONS 
comic features. Whatever your choice, you can pick from a -~ 
range of space units that solve ad-size problems, at rates P ' 

with your message 


as give-aways 
Cash-confirmed readership, mass circulation at for store openings 
low cost everywhere in Canada, and fine-quality printing all 
combine to make your advertising dollar worth more 


-in the Star Weekly. 


to suit your budget. 


STAR WEEK 
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Grace Kelly different?” 


Now that Grace Kelly is Monaco bound, 
Ladies’ Home Journal editors have asked 
seven of Miss Kelly’s leading men, “What 
makes Grace Kelly different?” 

Not so surprisingly, the seven leading 
men came up with seven very different an- 
swers. And the editors came up with a very 
different article for the March Journal. 

This is typical of the Journal’s refresh- 
ing approach to all the subjects it chooses 
to write about. Because, whether they’re 


WE ASKED HER LEADING MEN... 


“What makes 


talking to women about patterns or politics, 
children or chiaroscuro, cooking or Kelly, 
Journal editors have a special flair for keep- 
ing their subject lively, human and timely. 

It is probably the Journal’s editorial in- 
sight into what really interests a woman— 
and the Journal’s skill in presenting this 
material—that has kept more women buying 
the Journal, year after year, than any other 
magazine on earth. 


And it is probably the Journal’s editorial 


vitality—and broad influence—that has kept 
advertisers investing more money* in the 
Journal than in any otherwomen’s magazine. 


*AGAIN ANOTHER RECORD — advertisers spent 
more money in Ladies’ Home Journal this 
March than in any other March issue in 
Journal history... 

... 18th consecutive month that the 
Journal has shown an increase in advertis- 
ing revenue over same month year ago. 


Never underestimate the power of the No. 1 magazine for women... 


JOURNAL H:=2—. 


A CURTIS PUBLICATION 


@mong all magazines edited for women 
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Chas. A. White Adds Three |manufacturer of printing presses | 

Chas A. White Jr. & Co., Phila-|and equipment; Clearco Products 
delphia, has been appointed to|Co., maker of thread and yarn | 
handle advertising for three new | lubricants, and Hamilton Savings 
accounts. They are Hess & Barker, | & Loan Assn. 
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"FT “LIMA ltand’is growing in 5>--- 


<n ~.. EVERY direction..." -- <0 
lay> *LIMA, OHIO - “1 
me 19;3> 
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Pie 5 | “fhe best way to tap this market potential is tous 


THE LIMA NEWS 


Represented nationally by Story Brooks & Finley Inc. 
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Edward Butler, 72, 
Buffalo Newspaper 
Publisher, Is Dead 


BurraLo, Feb. 21—Edward Hu- 


| bert Butler, 72, editor and pub- 


lisher of the Buffalo Evening 
News, president of radio and tele- 
vision stations WBEN and a for- 
mer president of American News- 
paper Publishers Assn., died Feb. 
19 at his home here. 

Mr. Butler had undergone an 


gan in January, 1935. 

He was a former vp of the New 
| York State Publishers’ Assn., and 
a director of the North American 
Newspaper Alliance. He was twice 
president of ANPA, in 1928 and 
1929, and had previously been its 
vp. He also was a vp of the Asso- 
ciated Press from 1924 to 1926 and 
a director from 1940 to 1950. He 
was a delegate to every Republi- 
can national convention from 1916 
through 1952 and a delegate to 
many state conventions of the 
party. 


| recovery and returned to his home 


operation for gallstones Jan. 31. 
He was believed on the road to WILLIAM WONNACOTT 

New York, Feb. 21—William 
Wonnacott, 94, board chairman of 
; . 7 Willcox & Gibbs Ltd., London, 
from Yale University in 1907.) died Feb. 11 in the British capital. 
Mr. Butler succeeded his father Mr. Wonnacott started his career 
as publisher of the Evening News| with Willcox & Gibbs in 1877 as 
in 1914. He was among the first) an errand boy. He became suc- 
newspaper publishers to enlist the | cessively salesman, branch man- 
services of radio for news broad- | | ager, sales manager and managing 
casts and established WBEN in) director, In 1945, he became chair- 
1930. He was also one of the orig-| man of the board. He would have 
inal users of Associated Press|celebrated his 95th birthday Feb. 
wirephoto when that service be-|24. He was senior member, in 


from the hospital Feb. 14. 
Born here, he was graduated 


It’s What the Advertiser Says that Counts! 


Here’s What One 
National Advertiser Says 


: “We make money ioe 
: from our ads in Chicago a. 
", Magazine”’ Psi 


Mr Mack, at 37, heads the largest system of reducing 
for women in the world. Recently he stopped at the 


LARRY MACK 
PRESIDENT 
SLENDERELLA INTERNATIONAL 


salons 


Ambassador East long enough to announce the opening of 
another Slenderella salon — the 8th in this area. During 

his stay, Mr. Mack chatted with one of CHICAGO’s editors, 
and said a number of things Editors like to hear. (He 

reads CHICAGO regularly every month). More important, he 
said a number of things Advertisers like to hear. We’ve 
quoted one of them above. Here’s another: 


You can share in the response Slenderella reports. 


CHICAGO does not have ALL the readers in this metropolitan 
area — only those who are both able and eager to buy the best. 


“There'll 
be a Slenderella 
ad in every issue 
of Chicago 
as long 
as you publish. 
It’s that 
profitable 
to us.”’ 


Consult your Advertising Agency or telephone our Sales Department: 


MIchigan 2-6570 Chicago Magazine 858 N. LaSalle St., Chicago 10 


a Ce 
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point of service, of the board of 
Willcox & Gibbs Sewing Machine 
Co., the company’s U. S. subsidi- 
ary, having been appointed in 1912. 
He had visited the U. S. every 
year for the past 50 years and is 
credited with also having visited 
virtually every major textile plant 
throughout the world. 


FRANK J. DAMON 

TORRINGTON, CONN., Feb. 21— 
Frank J. Damon, 87, who retired 
as publisher of the Torrington 
Register in 1950, and was a for- 
mer chairman of the Union Hard- 
ware Co., died Feb. 17 at the 
Charlotte Hungerford Hospital 
here. He had been in poor health 
for several years. 

He came to this northwestern 
Connecticut manufacturing city 
in 1898 as a salesman for the Union 
Hardware Co. and became one of 
the community’s foremost indus- 
trialists and civic leaders. 

His industrial success led to his 
election as chairman of the board 
of Union Hardware and president 
of the Torrington Printing Co., 
publisher of the Register. He also 
held directorships in a number of 
other organizations. 


RUBEN A. RATH 

WATERLOO, Ia., Feb. 21—Ruben 
A. Rath, 63, board chairman of 
the Rath Packing Co., and vice- 
chairman of American Meat In- 
stitute, died at his home here Feb. 
14. After leaving Iowa State Col- 
lege in 1914, he joined the com- 
pany founded in 1891 by his 
father, E. F. Rath. He became a 
director of the company in 1917. 
He was active in the work of the 
American Meat Institute for many 
years, becoming a director in 1947. 
He was also chairman of the in- 
stitute’s advertising and public 
relations committee. He was also 
a director of National Assn. of 
Manufacturers, Equitable Life In- 
surance Co. of Iowa, and North- 
western Bell Telephone Co. 


WALTER W. GROSS 

New York, Feb. 21—Walter W. 
Gross, 60, vp and general counsel 
of American Broadcasting-Para- 
mount Theatres Inc. and a prom- 
inent attorney in the motion 
picture industry for many years, 
died of a heart attack here yester- 
day. 
Mr. Gross was _ associated 
with American Broadcasting-Par- 
amount Theatres and previously 
with Paramount Pictures for the 
past 23 years. 


Film Producers Elect 

Robert Lawrence, president of 
Lawrence Productions, has been 
elected president of the Film Pro- 
ducers Assn., New York. Other 
new officers are Harold Wondsel, 
Sound Masters, vp; Cal McKeon, 
Caravel Films, secretary, and Ed- 
ward Lamm, Pathescope Co. of 
America, treasurer. 


Graft Named Automotive A.M. 
George C. Graff, formerly retail 
manager in Charlotte, N.C., has 
been appointed automotive adver- 
tising manager of the Washington 
Post & Times Herald. In his new 
position, Mr. Graff will supervise 
both retail and national automotive 
advertising. 


Looking for Garcia? 


If you're looking for the choice 
book to carry your sales messages 


to the nation’s to: table grow- 
ers, look no further! The Vee Gee 
Messenger 
.- fates as the voice and choice of 
9100 top commercial vegetable 
growers 
. . Selected as the official publication 
of Vegetable Growers Association 
. « - Offers full page ads at $200 or less 
. gets results! 
Vegetable Growers Messenger 


PRESTON, MARYLAND 


CS, Sao 


arty eae rng iti ed ol Fhe gS cal a rs —— : — a . 
SS RE Sola: Ie ea ge a, He on gee, 4 @ 
ee Sant hs Std Spee ie » ey i Zz ‘anes oe ee a ow 2 a Baise fe. stg ‘ Dai hin 
es 7 | 
ae Be 
4'[2 = 
ati ee 
a 
an 
Peasy 
& 
ly 
jo am 
Z oies 
re 
Eat 
sayin A ER ak AS EE SN ES A EE ES ern 
“eyed 
. ‘ment J 
pet 
ae 
Pe my 
one 4 
saat a 
ue < saeny 
ie vw 
pee ae td ie 
ee 
vie ‘ 
| 4g Bette 227 — 
ret Lesa aie Th, slid 
oe DNC ee ae ow | 
ae: y 5) el We ors a G ww ‘ 
Bak” xn eet yee he eee : 
i. Tastee Seay ee) Ca . ; 
lpe Maite ls, Es Geass 
Papas, That 1 Pact eet a2 Sn 
.; Sa Spas € 
Bae. $e @on OH /¢ 
"eae Mae 
: é ; aa 
| Po * 
ay & ~\ we 
ot - 
Tae 
ee 
ae D 
= o - = 
Rees 
=. 
“en 
“aye eee 
47 p e 
4, 2 te 
Ga: 
Maa y s. 
ort 
ere. 
er 
aut 
Wels 
Bary 
se ~ | 
on 
“am 
Cp ae 
pia 
Ee 
2 ae } 
oe } 
a 
a 
= * 
a 
ie 
bie | 
ioe » | 
4) 
vie | 
are 4 fy | 
Vs 
a SEABED SPOS CHG ee, > 
Ee ae? Ses — 
# ae *. —s 
. . i 
ae . ° 9 
a . * = , . = 
: ha - . - te a 
11h ° > é f 
‘jen 7 ‘ 
hs . 
Bey, . 4 
Bk ae 
- e e) 
| mie . a a q 
es? ° e 4 E ‘fs 
capes *. ss i ed : 
. . ee 
es. g¢ x : 
we se” ee 
ae 3” P a ‘os | 
ee Py ae 
ae ° = 
ee, — as | 
iit “é ° we ae 
Coat . aed j raat 
hs . as 7 
ee) . 
i “ie ’ . . . . q Dts 
oe. < . os 
# a *. . thes p ti : 
ban WP ee ee 
ee es ee? 
Sg? i ee id 
a i 
o 
ae 
sae 
f | 
te 
ge | 
ee | 
ees: 
a 
rg 
ah 
a } | 
Me 
ha." 
7 } 
— 
re 
iis 
ue 
fe 
ify 
bee } 
cag 
oy 
pie 
7 
“a 
cer. _ 
+ = 
Saas 
fe e 
o ~ 
4 
“n° ra 
Aye 
mesy 
fe 
Ye 
Nos 
: = ee , 
ie: 
eg 
Hes | 
Ts | 
ve 
sf ee 
1s 
Ve ? . iu f ciel ides YF: So ee ee ‘ Bs ee, ve are . 
Pi | Selo Se ts Sone oe see ne KSomgienre i, 2S eee ee : os) ee alee OS eS zy SL a ah eT eka ee ca | ae 
eae Me ow Peas ih ul’ oe oe pie ee eS oo oe 6 ae ia oe ee aa 
6 a i G a FREOLPE gray oe eye Lah “4 Sai ae ee oe RSs cae), tie pits | Oe Tie ee ot ee a Pam, ie a a oa + 
Rott eRae 2 0 a a ie oe 3 “tae ts ak 2) UBinag Cee a, ie 


Pring 
iat, 


The final figures have just been reeled in — and what a haul! 
70 more pages of advertising compared to 1954 —a record-breaking gain 


RECORD RUN: 
Here’s proof, right-on-the-line, that the “fishin’ is great” for your selling 


message in Sports Afield . . . proof, again, that Sports Afield’s alive 
editorial approach commands the attention of real sportsmen. 


AFUEMLID where sportsmen get the urge to splurge 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N. Y. 
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PRODUCERS OF 
HOME PRODUCTS 
BANK THE MOST | 


[THOMAS F. COSGROVE has been elec- 


ON HOUSE & | ted exec vp of Woodward & Byron, 
HOME | Westport, Conn. Mr. Cosgrove has 

| been a vp and account supervisor 

| since joining the agency in 1954. 


= 
“a 


\New Selling Ideas 
Bring Radio New 


Sponsors: Karol 


Des Mornes, Feb. 21—New sell- 
ing concepts, combined with es- 
| tablished programming, are bring- 


ADVERTISING INVESTMENT 1955 


club here last week. 
Among the new advertisers) 


By Phe ET Sy pee 


time on CBS during the past year 
Mr. Karol listed F. C. Russell Co., 
| Insurance Co. of North America, 
Kasco Mills, 20th Century Fox 
Film Corp., F. W. Woolworth Co., 
C-7 Lettuce, Dromedary, Jel-Sert 
Co., Chesebrough-Ponds, Easy 
Washing Machine and Sunsweet 
prunes. 


| 

s “And furthermore,” he said, | 
“such old time advertisers as Lev-| 
er Bros., Bristol-Myers, Campana, 
Hazel Bishop, Philip Morris and 
Milner have added substantially 
to their CBS Radio schedules since 
the first of the year.” 
Mr. Karol attributed this up- 
surge in business to the fact that 
advertisers are discovering or re- 
discovering, as the case may be, 
that network radio can help them 
sell at a very low cost-per- 
thousand. 


|Buy Interest in Research Co. 

American  Broadcasting-Para- 
.mount Theaters and Western 
Union Telegraph Co., New York, 
have contracted to acquire a 44% | 
interest—22% each—in Technical 
Operations, Arlington, Mass. The 
company is engaged in a broad 
range of scientific work, with em- 


Manufacturers in the housing market—and their agencies — phesis on the application of nu- 


<¢8 cleonics, operations research, elec- 
have swung their major advertising investment to HOUSE tronics, etc. to industry and gov- 


; : ernment uses. 
& HOME because of one major event—control of the resi- 
Tote-Brush to Scott 


dential market has changed hands. 7S Seek Sent tna. Chdesee. hes 
é ; Bi been appointed to handle adver- 
The lion's share of home construction and modernization is tising for Tote-Brush Inc., Chi-| 


cago, maker of folding tooth- 


now in the hands of those building professionals who are brushes. Gordon Best Co. formerly 
j . handled th t. 
businessmen, not craftsmen. They are concerned with the spies enlieeirs | 


: : : Almy Joins High Standard 
marketing of homes, new and old...their design, finance, Dick Abas, Gemndety sdvertio- 


construction or modernization, and sale. Small wonder then ing manager of Colt’s Mfg. Co., 
has joined High Standard Mfg. 


that they turn to the one magazine edited to their business- Corp., Hamden, Conn., as adver- 
ee . tisi d sal ti - 
wide interests. Advertisers do too. ~*~ de pian emma, 


Fox Joins Mosby Journals 
Edwart T. Fox has joined the! 

advertising sales staff of Mosby) 

ouse & ome Journals, St. Louis publisher of 

| medical magazines, as assistant to) 
| the eastern representative, with | 


THE GREATEST INFLUENCE IN HOMEBUILDING | headquarters in New York. 
DESIGN « CONSTRUCTION © FINANCE © SALES « MODERNIZATION | Circle Film Names Persons 


Hal Persons, formerly in the 
PUBLISHED BY TIME INC. advertising department of Radio- 
9 ROCKEFELLER PLAZA 


Television Daily, has been named 
advertising and sales promotion 
NEW YORK 20, N. Y. manager of Circle Film Labora-| 
tories, New York. | 


jing lots of new names into 
network radio’s sponsor lineup, | 
John Karol, vp in charge of sales | 
| for CBS Radio, told the advertising | | 
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Rosenstein Launches Perfumes | counts. They are Peal Co., Holly- 
Nettie Rosenstein Perfumes Inc.,| wood producer of Demiwate re- 
New York, a subsidiary of Nettie | ducing vitamins; Sierracin Corp., 
Rosenstein Inc., dress designer, has | Burbank, manufacturer of a coat- 
‘appointed Anderson & Cairns to| ing used in aircraft; Ritts Mfg. 
|handle advertising for its new) /Co., West Los Angeles, furniture 
Odalisque and Tianne  scents,| designer; Blackman Plastics Inc., 
which will be introduced as per-| Culver City, producer of materials 
fume, eau de parfum, bath oil,| handling equipment, plastic toys 
Me custing powder and soap. Initial | and signs, and Dayton & Bakewell, 
advertising will feature Odalisque| Los Angeles, machine tool and 
in a series of pages in The New| sheet metal distributor. 
|Yorker, with other media to fol- 
low. A&C also handles the parent | ‘Circle’ Names Hettich 
ee | Aa swim suit line. The; Arthur M. Hettich, formerly 
parent company’s dress line is han-| copy supervisor in the promotion 


dled by Abbott Kimball Co. |department of Family Circle, New 
| York, has been named promotion 
Martin Klitten Adds Five |manager. Emma Rich, formerly 


Martin R. Klitten Co., Los An-|with Esmond-Hirsch Associates, 
geles, has been appointed to han-| has joined the magazine as pro- 
dle advertising for five new ac- | motion copywriter. 


Why 7 out of 10 


‘New Business Presentations 


making significant purchases of | 


are Failures 


In agency competitions for new advertising 
accounts there are no second prizes for runners up. 
Losing presentations are a (otal loss. 

The calibre of strategic thinking—and the skill 
with which the presentation is planned and written 
—are usually decisive factors. 

Are there proven principles of success in this 
important specialty ? 

Yes, the basics are clear and demonstrable. But 
many of the ablest agency executives and copy 
writers, when drafted from their regular duties to 
produce new business presentations, either violate 
or neglect the fundamentals—and fail. 

The reason perhaps is that they get too little 
practice, and opportunity, to master the rules and 
techniques. 

There exists a great body of case-history experi- 
ence and knowledge in the art of producing suc- 
cessful new business presentations—but this 
knowledge is widely scattered—and not easily 
obtainable. 

[ have collected and analyzed presentations cov- 
ering the new business successes and failures of 
many leading agencies. I have applied the lessons 
obtained from this comprehensive study in the pro- 
duction of presentations which have helped acquire 
scores of new accounts for my agency clients—in- 
cluding some in the multi- million-dollar bracket, 
and many of medium and modest size. 

Long practice—plus tested and proven methods 
and techniques — pays, as is demonstrated by this 
record: 

Of the 14 most recent new business 
presentations which I have produced for 
my agency clients—I11 were successful. 


My services are available—on a strictly confi- 
dential basis. Inquiries are welcomed, with no 
obligation, of course. 


THOMAS ERWIN 
Creatwe Advertising Consultant 


31 East Elm Street * Chicago 11 
Phone: DElaware 7-1466 


PRESENTATIONS ¢ PLANS * PATTERN ADVERTISEMENTS 
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Former President - 
of Olian Agency 
Joins Bettendorf 


Sr. Louis, Feb. 21—Harold A. 
Thomas, former president of Olian 
Advertising Co. here, which was | 
dissolved late in 1955, has been| 
appointed director of advertising, 
a new post, of Bettendorf Super- 
markets, St. Louis chain of mar- 
kets. 

Mr. Thomas had been president 
of Olian Advertising since 1952 
when the agency was reorganized. 
He will be in charge of all adver- 
tising, promotions, publicity and 
public relations of the nine-store 
Bettendorf chain. 

Olian’s accounts, which included 
Knapp-Monarch Co., General Gro-| 
cer Co., the Queen Quality divi-| 
sion of International Shoe Co. and 
a number of local and regional 
advertisers, all have moved to 
other St. Louis agencies with var- 
ious members of the staff. 


= Jim Spencer, former Olian vp 
and copy chief, now is copy chief 
of Prater Advertising Agency. Oth- 
er Olian executives made the fol- 
lowing moves: Florence Tread- 
way, formerly assistant to the 
president and comptroller, to Rom- 
an Advertising Co.; Paul Kohn, 
production and art director, to 
Rutledge & Lilienfeld; Jim Nei- 
wander, account executive, to 
Jerrol & Associates, and Pat Mans- | 
field, fashion coordinator and ac-| 
count executive, to Marvart Ad-| 
vertising. Mrs. Alice McDonough, | 
Olian media, radio and tv direc- 
tor, has retired from business life. 


‘Guarantees’ Don’t 
Reassure Consumers, 
Vicary Co. Finds | 


New York, Feb. 21—Admen are | 
living in a fool’s paradise if they | 
think copy that “guarantees” or | 
“promises” is selling anybody any- | 
thing, James M. Vicary Co., moti- 
vation and marketing research 
company, says. 
A survey of housewives by Vi-| 
cary shows that these words are 
like a red flag to consumers and | 
give an impression opposite to) 
the one they’re meant to give. 
Using the word association test. 
on housewives, Vicary was greeted 
by “utter silence.” 


® “It’s all because ‘guarantee’ and | 
‘promise’ have a long history of 
negative implications. It shows up| 
in hundreds of proverbs,” says) 
Vicary, citing: “Promises and pie-| 
crust aré made to be broke,” | 
“Fair promises bind fools,” “They | 
promise mountains and perform 
molehills.” 

A promise or guarantee will 
work only if it serves to allay a 
fear already in the customer’s 
mind, Vicary says. Otherwise, it 
can raise false fears. 

Replacing these words won’t be 
easy, either, Vicary says. Investi- 
gation of such substitutes as “con- 
fidence,” “trust” and “pledge” 
brought forth the same reactions. 


Virginia Electric Boosts Cook _ 

G. Fred Cook Jr., formerly 
manager for the Portsmouth area, 
has been appointed director of 
public relations of Virginia Elec- | 
tric & Power Co., Richmond. He) 
succeeds A. H. Herrmann, who is| 
eligible for retirement but will | 
remain as a consultant in the de- 


partment. 


ABC Film Sells in Australia 
ABC Film Syndication, New 
York, has sold five of its programs 
for telecasting in Sydney and Mel- 
bourne, Australia. Films to be 
seen down under starting next 
fall include the “Three Musket- 
eers,” “Racket Squad,” “Herald 
Playhouse,” “Passport to Danger” 
and “Kieran’s Kaleidoscope.” 


Cornwell 


Campbell 


Sanders 


AD ART—Discussing the exhibits at the New York Society of Il- 
lustrators “Agency Month” showing are Carl Bobertz, society vp; 
Dean Cornwell, veteran illustrator; Stuart Campbell, art director, 
Lawrence C. Gumbinner Agency; and George Sanders, art direc- 
tor, Batten, Barton, Durstine & Osborn. More than 125 society 
members are exhibiting at the February show of advertising art. 


Shwayder Publishes Booklet 
on Religious Fund Raising 


named director of media research 
Compton Advertising, New 


Shwayder Bros. Inc., 1050 §S.| York. 


Broadway, Denver, manufacturer 
of Samsonite luggage and institu- 
|tional furniture, has published a 
‘booklet, “Successful fund raising 


|for church and synagogue,” in co-| 


| 
| 


| 


|operation with John Price Jones | 


|Co., religious fund raiser. Copies 
are available free to religious 
groups writing to Shwayder. 

| Last page of the booklet pic- 
‘tures a Samsonite folding chair 
as an example of “interesting 
| fund-raising techniques.”” Members 
| of congregations often “like to con- 
\tribute toward the purchase of 
|\Samsonite folding chairs because 
| it gives them a chance to see their 
|contribution in use,” the copy ex- 
plains. Grey Advertising, New 
York, is the agency. 


‘Compton Names Schiller 

| Jay L. Schiller, formerly super- 
visor of media research at Amer- 
ican Broadcasting Co., has been 


| 


CINESCRIPT 


Motion Picture Scripts and 
Consultant Services for 
Business and Industry 


Our services are based on 
years of actual motion picture 
production experience. 


Send us your motion picture 
problems today. 


CINESCRIPT 
Box 88, Station E 
Cincinnati 19, Ohio 


DRUG 
ADVERTISERS... 


In addition to giving you the largest radio audience in Iowa, 
WHO offers any drug advertiser who buys $300 of gross 


time per week for 13 weeks these free merchandising services: 


for lowa PLUS 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


Gain the willing cooperation of the 250 highest- 


volume chain and independent drug stores in Iowa! 


Encourage these important stores to stock your 
WHO advertised product! 


Get open counter display for products hidden in 


Guaranteed open display for each product in 90% 
of stores merchandised. Obtain display of your 


Affiliate 
FREE & PETERS, INC., National Representatives 


products on WHO Drug Racks in WHO Feature 


Drug Stores—additional (multiple) displays where 


possible. 


5 Increase the sales results from all of your advertis- 


ing investment in lowa. 


6 Send you monthly reports on status of your product 


and activities of your competitors. 


Name 


——— Give US 13 Weeks, and Here's What We'll Do For YOU! = 


THIS FOLDER TELLS ALL! SS 


Radio Station WHO 
Des Moines, lowa 


Gentlemen: Please rush me a copy of your 
Free Drug Merchandising brochure. 


Firm 
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Carrier Adds Spots _ Weiss Joins Katz Agency _ advertising department, has joined 
| Herbert O. Weiss, formerly | the television sales staff of Katz 


on ‘Home,’ ‘Today’ | with the New York Daily News | Agency, New York. 


toPrintCampaign 


New York, Feb. 21—The Carrier | 
Corp. has scheduled a petionerise | 
spring tv drive for residential air 
conditioning, with participations | 
on NBC’s “Today” and “Home”. 
being added to an expanded mag- | 
azine schedule. It is Carrier’s net- 
work television debut. 

Basic networks of both pro- 
grams will be used, plus addition- 
al stations bought as supplemen- 
tary coverage, for a total of 73 
stations for its portion of “Today,” 
and 76 on “Home.” 

Magazine advertising for the | 
current campaign will be — 


at both the business and the home 
markets. Better Homes & Gardens, 
Business Week, Newsweek, The | 
Saturday Evening Post and Time 
will be used. | 

Page ads are designed to tell the 
over-all story of Carrier benefits. 
Some ads will carry pictures and 
text on specific products in a fac- 
ing column panel. 


s This general advertising will be 
supplemented by consumer cam- 
| paigns devoted to single products, 
in Business Week, House Beauti- | 
ful, House & Garden, —s 
Business and Newsweek. 

A separate trade campaign, de- | 
signed to influence those who} 


imal S Poaghe are eh paaeaee coreg oe 
made that way. f 99 special industries as chemicals, 


food processing and textiles. 

To help dealers promote the new 
tv advertising locally, Carrier 
will send out a merchandising 


—always looking for something to satisfy | package of display materials, 


. * . ts, t i ts, 
their craving for better things, better pan ef li eae ONE WILL DO | 
e 


ways, better service. It’s a trait that N. W. Ayer & Son is the agency 


é - on the account. 
makes convincing advertising pay off... a 
: -_ Amazon Germicidal Wax Bows ne station — WBNS Radio — drops sweet- 
Might well be why vat is acd advertising Trio Chemical Co. will introduce | spending Columbus and Central Ohio right 


men seeking more visual power for ap- ~ See danrenae Se Sena | in your lap. WBNS delivers the most listeners 
pealing to this human urge, are contin- |in Florida. Newspapers, radio -. . twice os many es the next biggest station. 
The most and also the best. With 20 top Pulse- 


. . and tv spots will be used in co- 
uously changing to photo-engravings operation with local supermarkets. | rated shows, WBNS puts push behind your 


master-crafted by ROGERS. Test coupon ads in cooperation | sales program. To sell Central Ohio . . . buy 
with Gimbel’s department store) WBNS Rodi 

in New York have had “surprising | adio. 

returns,” and will be tested fur- 

ther in Washington, Chicago and 


| . . | 
‘Boston, following the Florida CBS FOR CENTRAL OHIO 


ak a> ds E R “% campaign. Monroe Greenthal Co. 
is the agency. Ask John Blair 


engraving company WTAO Names Brown S.M. 

Perry J. Brown, member of_the The number one Pulse station 
2001 calumet avenue ¢ chicage 16 | sales staff of WTAO, Boston, for covering 1,573,820 people with 
the past five years, has been| ition Dollers to spend. 
named sales manager of the sta-| | 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING | tion. | 


"PUBLISHED BY CAPPER PUBLICATIONS — 
"LARGEST AGRICULTURAL PRESS IN THE worto 
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JALOUSIE—Casement Hardware Co., 
Chicago, is promoting jalousie 
windows in '56 with model Pat 
Hutar wearing Sun-Slatz jalousie- 
type sunglasses. Ads will run in 
House Beautiful and House & 
Garden in March and April. 
Konon-Englen-Noone, Chicago, is 
the agency. 


Ontario Considers 
Easing Its Ban on 
Liquor Advertising 


Toronto, Feb. 21—The Ontario 
government is considering a revi- 
sion of a policy which would allow 
some kinds of liquor advertising 
in newspapers and magazines in 
Ontario, as well as sponsorship 
of tv and radio programs. The 
change is expected to be made 
this summer. 


The new policy would not re-| 
quire new legislation, merely a} 
directive to the liquor control! 


board, it is reported. The main 
factor in the revision is the en- 
trance into Ontario of liquor ad- 
vertising in publications printed 
outside the province and in tv 
shows which originate in the U.S. 

Canadian Broadcasting Co. al- 
lows institutional liquor advertis- 
ing in provinces which have no 
ban on it, such as Quebec. It is 


reported that the television rights | 


for Big Four professional football 
games have been purchased for 
close to $1,000,000 by the E. P. 
Taylor interests. A change in On- 
tario’s policy would allow brewery 


sponsorship of these games in On- 


EXPOSITION _ 
«the hub of the premium industry 

MARCH 19-22, 1956 

“ NAVY PIER 


CHICAG 


NEED ... new market- 
ing plans? .. new 
merchandising ideas? > 
-«» want to get facts on 
premiums? ... want to 
learn how to increase 
sales through the extra 
value of premiums? Then 
attend NPBE for the best 
ideas in this billion 
dollar premium industry. 


Executives and premium 
buyers should write today 
for admittance credentials. 


COFFMAN ASSOCIATES 


est Jackson Bovlevard Cheoge 4 tllineots 


'tario as well as Quebec. Mr. Tay- 
lor is associated with several com- 
panies manufacturing beer. 
® CBC regulations require that | 
only the name of the brewery or | 
| distillery firm can be used at the’ 
beginning and end of a 15-minute 
program. If the program exceeds, 
|15 minutes the name may be used 
jeach quarter hour. They forbid) 
|the naming of brands or price list. 

To get around the regulations in 
Ontario, breweries have incorpo- 
rated companies with their brand 
name mentioned in the time and 
used this in their institutional ad- 
vertising. 


Pigott to ‘Nursing Outlook’ 

J. Robert Pigott, formerly with 
Young & Rubicam and Hicks & 
Greist, has been appointed adver- 
tising sales representative of Nurs- 
ing Outlook, published by the’ 
American Journal of Nursing Co. | 
He will represent the magazine in| 
the greater New York area. 


3 


THE GREEN Bay Press-GAZETTE 


Green Bay, Wisconsin 


Phil Mc Closky, Mgr. 
General Advertising 


155 


in GREEN 


BAY 


COLOR? OF COURSE! 
Spot color, 1000 line minimum. 


Four color, page minimum. 


| 


| 


| 
| 
| 
| 
| 


| 


j 
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No matter how you figure it... 


Famous Film Festival is TV’s 


best participation buy! 


Marshal the facts . . . study the figures . . . total the costs. 
You'll agree that ABC-TV’s Sunday-night Famous Film Fes- 
tival is the finest participation buy of all. 

What TV show consistently gives you top stars like 
Deborah Kerr, James Mason, Jean Simmons, Stewart 
Granger? Which show always offers smash films like The 
Lavender Hill Mob, Odd Man Out, The Red Shoes? 

What participation show outrates* all others? What par- 
ticipation show has a cost per thousand viewers per com- 
mercial minute of $1.25? What participation show owns 
the prime Sunday-night time slot 7:30 to 9 EST? 

The answer to all these questions is ABC-TV’s Famous Film 
Festival. Very likely, it’s just the answer you're looking for. 


*Nielsen Dec. 1 & HI, jan. 1 


ABC Television Network 
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Agency Changes Name 
Allston-Musante Associates, New 

York agency, has changed its name 

to Allston Associates, and officers 


DON’T TELL OUR NEIGHBORS! 


If you have a sales story to tell in 
Central Florida area, don’t tell it 
to the neighbors in other Florida 
Cities and expect it to get to Or- 
lando by the grapevine. 
Florida's Fourth Market is made 
up of five rich (buying power) 
Counties around Orlando. Orlan- 
do Sentinel-Star has three times 
the combined circulation of the 
Jacksonville, Tampa, and Miami 
newspapers in these five counties. 
ORLANDO iS NOW 
OVER 100,060 ABC 
CITY ZONE 


Orlando Sentinel-Star 
MARTIN ANDERSEN 
Owner, Ad-Writer & Galley Boy 


Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


have been elected to two new) 
posts. Norris P. Browne, who 
joined the agency in August as an 
| account executive, has been elected 
exec vp. Dorr M. Depew, who 
affiliated with the agency last No- 
vember as manager of the banking 
division, has been named vp in 
charge of the division. F. Kenneth 
Allston continues as president. 


Hicks & Greist Names Two: 
Adds Kobrand Products 

Hicks & Greist, New York, has 
advanced Don C. Silvershield, 
formerly group copy head, to copy | 
director of the agency. The agency 
also has appointed George D. 
Erben, formerly with Maxon Inc., | 
Detroit, executive art director. 

Hicks & Greist has been named 
by Kobrand Corp., New York, to 
handle advertising for Burrough’s 
Beefeater gin, Taittinger cham- 
pagnes, Robertson’s B.E.B. Scotch 
whisky and Borzoi Wolfhound) 
vodka. Emil Mogul Co. formerly | 
handled the products. 


men often stare! 


the new " : 
gotham gold 


| WEAR-WHERE—Chadbourn Gotham 


Inc. plays on the word “where” 

in its spring campaign for Gotham 

Gold Stripe stockings. This color 

page is scheduled fur the April 29 

New York Times Magazine. Har- 

old M. Mitchell Inc., New York, is 
the agency. 


9-Column Page Use 
Grows as Reply to 
‘Newsprint Shortage 


RocuesteEr, N. Y., Feb. 22—More | 


and more, the familiar eight-col- 


umn newspaper page, it appears, | 


is being converted to nine columns 
as the present shortage of news- 
print continues. 

Three upstate New York dailies 
are using the nine-column format, 
and delegates to the one-day con- 
ference of the New York State As- 
sociated Dailies said they believe 
this trend may grow. The group 
met here last week. 

Newspapers now using nine col- 
umns are the Ithaca Journal, Rome 
| Sentinel and Lockport Union-Sun 
|& Journal. George B. Waters, as- 
| sistant general manager of the 
Sentinel, said that his newspaper 
last year saved 6% of its news- 
print cost—$4,500—in a ten-month 
period. This year the daily expects 
'to save at least $6,000. 


it pays to look 


below 


the surface.. 


There’s nothing quite like an inquiring mind. 
It’s the mobile force behind progress — from 
the invention of the safety pin to the explora- 
tion of the atom. It’s characteristic of the 
typical National Geographic reader — and also 
the motivation that’s led so many advertisers 
to explore the media merits of this magazine. 


The 2,000,000-plus families who find such 
stimulation in The National Geographic each 
month are the kind of people who make super- 
lative customers. Their desire to know more 
about the world around them is productively 
in tune with our unique editorial format. But 
this same alertness . . this same curiosity . . 
manifests itself in their highly responsible 


jobs, their above-average 


incomes, and their 


greater buying-mindedness. 


It pays to look below the surface and examine 
the advertising values of The National 
Geographic more closely. You’ll find the facts 
attractive there. It’s a mighty profitable swim 
to be in. 


THE NATIONAL 
GEOGRAPHIC 
MAGAZINE 


Washington 6, D.C. 


reaching 2,000,000 families who have more to spend 
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Mr. Waters explained that the 
nine-column layout is achieved by 
adding an inch to the width of 
each page and shrinking columns 
slightly. The device, he said, per- 
mits the printing of more news 
and advertisements on less paper. 


® The newsprint shortage was one 
of the discussion highlights as 
representatives of the 55 newspa- 
pers in the organization discussed 
editorial, business, advertising and 
circulation matters. 

Modern “shop and run” prac- 
tices have changed today’s retail 
picture, Leonard M. Wolper, Sears, 
Roebuck & Co. group manager, 
said at a luncheon session. 

Window displays aren’t stressed 
nearly as much as displays inside 
the store, he said, for most shop- 
pers know what they want, dash 
to the store and get it and leave 
minutes later. Today’s emphasis, 
he said, is on attracting the cus- 
tomer to the last three feet be- 
tween him and the display. 

Mr. Wolper said “specification 
buying” is another retailing trend, 
with stores asking manufacturers 
to make a product, at a certain 
price, of certain specifications. 
Laboratories for testing merchan- 
dise also are in greater use. 


® John F. Bertram, general man- 
ager of the Geneva Times, was 
elected president of the organiza- 
tion. He succeeds Leslie D. Kim- 
ble, assistant publisher of the 
Corning Leader. Other officers 
elected were John Tuttle, editor 
and publisher of the Oneida Dis- 
patch, vp, and William M. Kessler, 
business manager of the Glovers- 
ville Leader Herald, secretary- 
treasurer. 


Borden Named PR Director 


Robert E. Borden, who joined 
the organization in December, has 
been appointed public relations di- 
rector of Top Value Enterprises, 
Dayton. At the same time B. M. 
Crippin was named general sales 
manager, and MacDonald Stearns, 
general merchandise manager. Top 
Value, a trading stamp company, 
is headed by Robert S. Bare, who 
is also exec vp of Cappel, Mac- 
Donald & Co., Dayton, sales in- 
centive company. 


Mrs. Muriel Boger Dies 

Mrs. Muriel Robinson Boger, 56, 
wife of Robert F. Boger, publisher 
of Construction Daily, Construction 
Methods & Equioment, and Engi- 
neering News-Record, McGraw- 
Hill publications, died Feb. 13 at 
her home in Lime, Conn. 


Look at the milline rate and invest 
your advertising dollars where 
they'll bring the highest return. 


You gain 4% deilv @ 21% Sunday 
@ 31% on the daily combo rates. 


Millionaires are made on 
percentages like these! 


TIMES Sg) UNION 


Albany, New York 


Represented Nationally by H.A.S. 
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Little Colby 
PUTMAN AWARDS—Charles W. Little, account executive of Ketchum, 
MacLeod & Grove, and Allen P. Colby, advertising manager, Na- 
tional Supply Co., Pittsburgh, receive Putman Awards from Na- 
thaniel Beck, vp and sales manager of Putman Publishing Co., 
Chicago. The awards were given for an advertising campaign 
for the Spang-Chalfant division of National Supply Co., which 
helped increase the division’s electrical metallic tubing sales 81.6% 

in two years. 


clubs are Houghton Mifflin Co. 
and Little, Brown & Co., both of 
Boston, and Random House and 


Agree Not to Fair Simon & Schuster, both of New 
York. FTC contended the fair 


’ *’ 
Trade Club Books trading arrangements gave book 


WASHINGTON, Feb. 22—Four book clubs a competitive advantage over 
publishers have agreed to accept} book stores. 
Federal Trade Commission cease 
and desist orders relieving retail | Wilcox Named Ad Manager 
bookstores of the obligation to fair | Merill C. Wilcox has been 
trade books which are being sold) named advertising manager of 
at lower prices by book clubs. | Wales-Strippit Corp., North Ton- 

The settlements are based on | awanda, N.Y., specialist in punch- 
an order which FTC issued against ing and notching equipment. Mr. 
Doubleday & Co. last August fol-| Wilcox, before joining Wales- 
lowing a full hearing on the prob-| Strippit a year ago, had been ad- 
lem. The four who also agree to) vertising manager of R. C. Neal 
stop fair trading of the titles | Co., Buffalo, industrial supply dis- 
which have been released to book’ tributor. 


FTC, Publishers 


We serve 16 successful 
and growing 


business enterprises 


Kohler of Kohler ‘ 
Portland Cement Association 
Chicago, Milwaukee, St. Paul & Pacific Railroad 
Sears, Roebuck and Company 
Arvin Radio, Electric Appliances and Metal Furniture 
Seng Furniture Hardware 
Sealed Power Motor Parts 
American Hammered Piston Rings 
Hardware Mutuals Insurance 
Fleecy White Bleach and Little Bo-Peep Ammonia 
Brink’s, Incorporated 
Stewarts Private Blend Coffee 
National Concrete Masonry Association 
Nadinola Complexion Aids 
Sexton Quality Foods 
Thor Power Tools 


ROCHE, WILLIAMS & CLEARY 
Advertising 


135 South La Salle Street, Chicago 3, Illinois 
Phone: RAndolph 6-9760 
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: days; the remaining 20% is split| Hollingbery Adds Office 
WITG to Drop Film lover five days,” Mr. Cott said. | George P. Hollingbery Co., 


pe ° | He said WTTG had little choice,| radio-tv station representative, 
Re ats; Buy s New |however, as it was left without) has opened a new Atlanta office 
Program Series 


program resources when DuMont) at 134 Peachtree St., N. W. 
WASHINGTON, Feb. 21—DuMont | | 


network service was discontinued. | 
Broadcasting Corp. has announced/® Through its tie-in with Para-| 
a major shake-up in the program- mount, DuMont has secured the | 
ming of WTTG, Channel 5/Paramount short subject library | 
here, in an effort to compete suc-| for use here and in New York, Mr. | 
cessfully as an independent sta-|Cott said. This includes 450 car-| 
tion in a four-station market. {toons never before seen on tele-| 
Feature films, which have been vision, the famous Benchley shorts 
the backbone of WTTG program- | and the highly regarded “Speaking 
ming in the evening hours, will be | of Animals” series. 
replaced with 12 new program| New program series which will | 
series just purchased by the sta-|be introduced on WTTG include | 
tion under a planned effort to|“I Spy,” with Raymond Massey, 
lure the child audience, and to | “Long John Silver,” “The Great | 
compete for audiences in the 7-8)|Gildersleeve” and others. 


* Store Windows 
® Sales Meetings 


Attract more 
prospects, boost 
sales. Admatic 
shows a new slide 
every 6 seconds 


p.m. “free time” period. Mr. Cott expressed confidence | oo 
that introduction of well-known |} SO™inuou 
30 slide show 
= Ted Cott, vp and general man-| properties will enable WTTG to | with BIG, BRIGHT pr tend + ey 
ager of DuMont, and Leslie Arries| get more national spot business. |} pictures —day or your next trade 
Jr., manager of WTTG, conceded |“These properties are known in| night. oom epee 
order 


that showings of the same feature |New York where over 50% of| 
film daily for a week have drawn the buying is done,” he explained. | 
poor audiences. “We are getting | “Because it is recognizable materi- 


80% of the audience the first two al, it can be bought with security.” | 


THE HARWALD COMPANY, INC 


1216 Chicago Ave’ + 
DAvis 8-70 


OS | eT 


TRA WCE 6 Oe 


SWIM SUIT BY JANTZEN | 


... and more than 2 million 
people live in the ENTIRE 
area covered by KTNT-TV 


... and what's more — 


Only KTNT-TV has all five 


Of all the television stations in the 
rich Puget Sound area of Washington 
State, ONLY KTNT-TV covers all five 
of the following major cities in its “A” 


contour: 
This area contains OVER ®@ Seattle @ Tacoma @ Everett 
HALF the population of 
Washington State and it © Bremerton @ Olympia 


accounts for OVER HALF the 
retail sales of the state. 


CBS Television for Seattle, 
Tacoma, dnd the Puget Sound Area CHANNEL ELEVEN 
316,000 WATTS 
antenna height, 1000 #t. above sea level 


eae vw Re a a cea EA BS This 


BASIC 


Represented naiionally by 
WEED TELEVISION 
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PRESS CLIPPINGS | 


News items, editorials, advertisements | 


Make Authentic Records 


You can check results promptly and base 
decisions on accurate facts with service by 


{seutetD O88 | 

PRESS CLIPPING BUREAU | 

BArcley 7-537! 

165 Church Street = New York 7, N.Y. 
And to keep these records for reference 

we offer sturdy, handsome, indexed | 


Loose Leaf File Books 
in two practical sizes; rubber cement; 
plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 
165 Church Street © New York 7. N. Y. | 


Prod ucts Tested in 


|—in test of multi-unit cartons in 
seven markets—the ratio of sales|in the hands of your customer 
|of cartons to loose cans was seven|even after leaving the point of 
to one; (3) a three-pack of Pepto/|sale location,” he said. “They are 
tomato juice resulted in a 35%/a continuing advertisement in the 


increase in sales when tested here;| home while waiting to return to, 


Sales Increase for 


carton enabled Quaker Oats Co. to 
‘more than hold 


| tation dog food in a six-pack 


Multi-Pack Cartons its position in 
Cuicaco, Feb. 21—The success mium and price promotions. Its 
of five promotions in which prod-|shelf frontage increased and it 
ucts were marketed in Cluster-| got more floor display than ever 
Pak cartons was described yes- before. 
terday to members of Illinois! 
State Bottlers Assn. by Arthur L.| @ “The most revolutionary change 
Harris, president of Atlanta Paper |in the last year that our company 
Co. |has noted in talking to our many 
In discussing the values of mul-/| customers is an awareness on their 
tiple packaging, Mr. Harris listed | part, and that of their advertising 
the following sales success stories: | agencies, that carry-home cartons 


| face of competitive deals and pre- | 


(1) sales of B. T. Babbitt’s Glim | are the finest point of sales ad-| 


in two-pack cartons increased vertising available to the bottler 


|97.5% in a test in eastern states; at the very lowest price,” Mr. Har- 


(2) Ocean Spray cranberry sauce ris said. 
“Cartons are a traveling display 


(4) a two bottle carry-home car-| the stores once more in the hands 


ee CS ae. on ae ‘ogee 
“ - . 


| bottles doubled sales and distribu- | 
|tion of the product, and (5) Ken- | 


’ 
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“The printing technique of our 
industry has hastened the aware- 
ness that lithography, gravure and 
pictorial advertising need no long- 
er be restricted to posters, outdoor 
advertising and magazine repro- 
ductions,” he said. 


® Mr. Harris also had this to say: 

“The largest companies in the 
U.S. are considering their packag- 
ing budget as part of their adver- 
tising budget. If this is the case 
and other media are affected by 
greater expenditures for more at- 
tractive packages, then a frank re- 
analysis should be made of how 
to properly reward those now 
helping in the promotion and sale 


STACKED—Simoniz Co. has a new | your product.” — ; 
| The many ways in which car- 


display for its Ivalon sponges that | tons could be used have not been 
eliminates one-by-one shelf stack- ‘explored too deeply, Mr. Harris 
ing. A case of two dozen sponges | said. For example, he pointed out 
can be put on the shelf at one time | that cartons could be used as toys, 
and requires no extra assembly. | contest tools, cut-outs, children’s 
lunch boxes and others. 

“The more attractive your pack- 


display. Four to five trips for less 


jton of Texize Cleanser in pint of your customers as a traveling | than a penny per case. 


TOLEDOANS,: have the 7 
money to live better 
...they’re good customers! > 
. a 


Toledo ranks 6th nationally in per capita income of “SS a 


leading Metropolitan County Areas. 


Toledo is 7th nationally in per /ami/y income of leading 


Metropolitan County Areas. 


Source: Sales Management Survey of Buying Power Issue, May 10, 1955 


The population of the ABC City Zone today, based on 


increase in number of dwelling units is 


450,444 


and that’s a sizeable gain of more than 45,000 over the 


1950 census. 


Source: Audit Bureau of Circulations 


Ps 
% 


aaa ia 
Toledo offers comptfete coverage of 


this high income market through its 


newspapers, and tm mo Other way. 


-s 
all 


“he 
ag 3 ail 


TOLEDO BLADE Daily and Sunday TOLEDO TIMES Morning 


Represented by Moloney, Regan and Schmitt, Inc. 


age, the more vigorous your sales- 
manship, the more likely you will 
|be awarded front locations and 
|multiple locations in retail chain 
outlets,” he said. 


|Abouchar to Elrick & Lavidge 
| Paul C. Abouchar has joined the 
marketing planning and research 
staff of Elrick & Lavidge, Chicago 
marketing and research company. 
Mr. Abouchar formerly was mar- 
keting research director of Ameri- 
ican Greeting Publishers Inc., 
Cleveland, and assistant research 
director of Compton Advertising 
Agency. 


Wilcox to Wiley Advertising 

Alfred F. Wilcox, formerly copy 
chief of Geare-Marston, Philadel- 
phia, has joined Walter Wiley Ad- 
vertising, New York, as creative 
director and as head of a new pub- 
lic relations department. 


°-4/7, GIVES YOU MORE 

| PER CASE 
than Anybody! 
you cet au 3 


@ INCREASE YOUR SALES! We have hun- 
dreds of exclusive premium items from 
which to choose. Millions of boxes of 
foods and staples have been sold with Utica 
premiums. You tell ws how much you can 
spend per case —15¢, 40¢, $1.00 or $5.00 
— we'll do the rest. 

@ EXTRA INCENTIVES! You'll also get Sales- 
men Incentives and your ‘Best’ salesman's 
prize! 


THIS SET $1.00 
MANY OTHER ITEMS 


yA FREE DEALER INCENTIVES 


RM FREE SALESMAN’S PRIZE 
an ~ - 
: ~ = p aoe ’- 
yee. 


UTICA CUTLERY CO. 
UTICA CUTLERY CO. 
825 Noyes St., Utica, N. Y. 
Gentlemen: Please tell us how you do it. 
We're interested in Dealer premiums. 
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DR. MONTENIER’S NEW 
SOLID DEODORANT 


turns at a touch into 
STOPETTE 
PROTECTION! 


new Stopetts enck DsoDORAN 
soiip—Jules Montenier Inc. is us- 
ing this ad to introduce solid 
deodorant Stopette Stick. Ads will 
run during March and April in 
The American Weekly, First Three 
Markets Group, Parade and in- 
dependent roto sections. Earle Lud- 
gin & Co. is the agency. 


Bank Advertising 
Will Break Record 
in ‘56, ABA Finds | 


New York, Feb. 21—U. S. com- 
mercial banks will spend about 
$82,000,000 on advertising this 
year—$10,000,000 more than in 
1955. 

That is an estimate made by the | 
advertising department of the 
American Bankers Assn. based on 
the ABA’s 11th annual survey of 
bank advertising plans. The 1956 
figure, it notes, will mark an all- 
time high—almost four times the | 
$22,000,000 spent in 1946. 

According to the survey, savings | 
and thrift services will receive the | 
greatest emphasis in banking ad- 
vertising this year, as they have 
for the past five years. Other ele- 
ments scheduled to get heavy em- | 
phasis from bank advertising de- | 
partments are: Regular checking | 
accounts, auto loans, banking by 
mail, personal loans, farm produc- 
tion loans and mortgage loans. 


® Of the 3,117 banks which re-| 
plied (22% of the total), 58% said | 
they will spend more on advertis- | 

ing this year than last, while only 
9% said they will spend less. | 
Among the largest banks (those | 
with deposits of more than $900,- | 

000,000), the predicted budgets 
ranged from $150,000 to $1,000,000. | 
Newspapers continued as the fa- | 
vorite medium for bank advertis- | 
ers, with direct mail in second 
place. 
| 


Sherman Forms Film Company 

Lawrence F. Sherman Jr., tv) 
and motion picture film producer 
and editor, has set up his own | 
company, Larry Sherman Produc- | 
tions, with S. A. Rose, president 
of Gene Rose & Co., New York 
public relations, who will operate | 
a pr division of the new company. | 
Miner Names Kaplan VP 

Fred Kaplan, art director, has 
been named a vp of Dan B. Miner 
Co., Los Angeles. He has been with 
the agency since 1948. 


an official said. 


Mailing Machine : 
Moves Kodak into | 
Electronics Field 


ROCHESTER, Feb. 21—Eastman 
Kodak Co. has announced a new 
machine that keeps a complete 
check on magazine or mail order 
lists and can extract any informa- 
tion from the lists. 

Developed over a number of 
years by engineers at Kodak’s 
camera works, the system is ex- 
pected to slash costs and speed 
such activities as sending expira- 
tion notices, distributing magazine 
issues or knowing when to send 
pre-expiration promotional mate- 
rial. It is especially suited to 
large-scale operations. 

Kodak announced that Address- | 
ograph Multigraph Corp., Cleve- | 
land, has been named to distribute | 
the electronics system. Kodak oq 
the past has done electronics work | 
for the government, but this marks | 
its entry into the civilian field, | 


| 
| 
| 


‘Krueger to Use Quart Cans 


G. Krueger Brewing Co., New- 
ark, has added a quart can to its | 
ale and beer containers. The new 


| quart, as well as the other Krueger 
|cans, has a new label design. 


Garbanati to Erwin, Wasey 
H. A. Garbanati has joined the 
sales promotion staff of Erwin, 


Bennett & Northrop Adds One _ __ Hayes Joins Flint Advertising 
Yarmouth Ice Cream & Dairy Co.| Gil Hayes, former exec vp of 
‘Ltd., Yarmouth, Nova Scotia, has Hefferman & McMahon, has 
appointed Bennett & Northrop,|joined Flint Advertising Associ- Wasey & Co., Los Angeles. He was 
Boston and Halifax, to handle its|ates, New York, as account exec- previously a divisional sales man- 
advertising. |utive and director of new business. | ager of Gallo Wine Co. 


THINK 


Enjoy the comfort of knowing that 186 
people team up on your job. Skilled 
engravers are willing to stay up all night if 
you need quick service. Call SUperior 7-7070. 


v 
SUPERIOR ENGRAVING COMPA 
Bd Ww. Superior  St., Chicage . Phone SUperi 


PLANT 


\, 


x 


PTF 


Chicago Studio, 60! N. Fairbanks Court 
Chicago 11, il!., DElaware 7-0400 


Film Studios, 1058 W. Washington Bivd. 


Chicago 
Chicago 7, \il,, SEetey 6-4181 


_s a Shui 


1416 N. La Brea 


Holywood 28, Calif., HOllywood 3-2141 


for KING-SIZE «auality : 


insiston KLIN G-SIZE facilities* 


sales training — 
(ote: 


sales promotion programs 


atin Ni ii 


KLING STU DIOS* Take one or treat yourself to the pack. Nothing 3 
will satisfy your complete advertising requirements > 

like the wide array of talent and services that are 

yours to command at Kling's. Come on over and 

take a look. Or give us a call. Our representatives 


would like much to get acquainted. 
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ALL EYES ARE ON 000: NEW 


IPANA tv srots 


OQ8 vcr INC. 
BURBANK - 4440 lakeside drive 


thornwal! 2-7171 
NEW YORK - 670 fifth ave. 
plaza 3-1672 


Skinner Succeeds 
Carmine as Head 
of Philco Corp. 


PHILADELPHIA, Feb. 21—James 
H. Carmine will retire as presi- 
dent of Philco Corp. when his 
term ends in April, and James M. 
Skinner Jr., now a director, a vp 
and general manager of the tele- 
vision division, will succeed him. 

Mr. Carmine plans to continue 
as an active member of the com- 
pany’s board of directors and fi- 
nance committee, and will serve as 
special consultant on sales and 
merchandising. The company also 
announced that William Balderston 
will be re-elected chairman of the 
board. 


® Mr. Carmine has been with 
Philco for the past 33 years. Dur- 
ing his years with the company, its 
sales increased from $3,824,000 in 
1923 to last year’s total of $373,- 
359,000. He was named vp-mer- 
chandising and was elected to the 
board of directors in 1942. From 
1948 to 1949 he served as vp-dis- 
tribution and was elected exec 


dent in 1954. 


in 1934. When the accessory divi- 
sion was formed in 1940, he was 
named sales manager and in 1945 
was made general manager. 


| president-distribution to coordi- 


nate all divisional sales activities, 
until he was named vp and general 
manager of the television division, 
his current post. 


PHILCO COLOR TV 
NOW IN PRODUCTION 

PHILADELPHIA, Feb. 21—Philco 
Corp. is getting closer to color tele- 
vision production, James H. Car- 
mine, president of the company, 
reported in releasing preliminary 
figures on 1955 operations. 

Color tv is the largest single 
Philco development program, the 
report stated. It added that the re- 
ceivers will be based on “new 
principles, with many marked ad- 
vantages” (over the present RCA 
system). 

Philco is also preparing to mar- 
ket a line of washers and dryers, 
the report stated, though admitting 
that substantial work remains to 
be completed before they can be 
introduced commercially. 

As to how close Philco is getting 
to its color set line, the report said 
the company made substantial ex- 
| penditures in 1955 on tooling and 
initial production. It also spent 
| substantial sums on tooling up for 
washer-dryer production, the re- 


vp in 1949. He was elected presi- | Port disclosed. 


Mr. Skinner joined the company ® Sales of Philco in 1955 were the 
|history—a 
000, as compared with $349,277,000 
| the previous year. 

He later was named vp-sales of | 
the refrigerator division, and vice- | 286,000, compared with $10,544,000 
| in 1954, when a strike closed down 


second highest in the company’s 
total of $373,359,- 


Income before taxes totaled $17,- 


Birds of a feather... 


ALEXANDRIA. VIRGINIA 
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Takes Aspirin 


_ Barbara Day, 2%, daughter of 

Mr. and Mrs, John Day, 818 Hia- 
| watha Dr., was given treatment 
_ at Dean Clinic Monday after she 
| ate some aspirin tablets. She 
was taken to the clinic by police 
car. 


MRS. H. MYHRE, 
Seattle, Wash.: “St. 
A Aspirin For 

hildren is a trusted 
name in our house. The 


fi; 
SA.JOSEPH ASPIRIN FOR CHILDRE! 


HEADACHE—T 00-good cooperation of 

ad and editorial departments, as 

exemplified by the Madison Cap- 
ital Times. 


the Philco electronics plants for 
seven weeks. Net income in 1955 
was $8,423,000, as against $6,769,- 
000 in 1954. 


Burnett, Cone Get 
‘PI's’ ‘55 Ad Award 


Cuicaco, Feb. 21—Leo Burnett 
and Fairfax Cone were honored 
yesterday with the advertising 
award for 1955 sponsored by 
Printers’ Ink. 

Both men are heads of leading 
agencies which have their head- 
quarters in Chicago—Leo Burnett 
Co. and Foote, Cone & Belding. 

James R. Adams, chairman of 
MacManus, John & Adams and 
chairman of the award jury, made 
the presentations. 


® Other members of the advertis- 
ing award jury were J. H. S. Ellis, 
president, Kudner Agency; J. J. 
Hartigan, senior vp, Campbell- 
Ewald Co.; Walter C. Kurz, ad- 
vertising manager, Chicago Trib- 
une; William B. Lewis, president, 
Kenyon & Eckhardt; Wesley I. 
Nunn, manager, advertising de- 
partment, Standard Oil Co. (Ind.); 
C. S. Samuelson, advertising man- 
ager, General Mills; Henry 
Schachte, advertising vp, Lever 
Bros. Co., and Albert S. Stevens, 
advertising manager, American 
Tobacco Co. 


Rivchun to Product Services 

Armand E. Rivchun, formerly 
with Sullivan, Stauffer, Colwell & 
Bayles, has joined Product Serv- 
ices Inc., New York, in a dual 


| 
| 


capacity. He will have responsi- 
bility for a number of accounts 
and will be executive assistant to 
Les L. Persky, agency president. 


Every plate checked for depth and 
cleanliness of etch before molded, 


to assure the finest result 


ELECTROTYPE 
DIVISION 
1224 W. VAN BUREN ST. - CHICAGO 4 


PHONE SEeley 8-1010 
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Rep. Cannon Says It 
Was Mistake to Ban 
‘Householder’ Mail 


WasHINGTON, Feb. 21—The 
chairman of the House appropria- 
tions committee has warned that 
Congress may have acted hastily 
last year when it demanded that 
the Post Office Department re- 
quire full addresses on third class 
mail. 

Rep. Clarence Cannon (D., Mo.) 
told the House that Postmaster 
General Arthur Summerfield used 
good judgment when he original- 
ly decided to let advertisers sub- 
mit their bulk mail addressed 
simply to “householder.” “There 
is no such thing as junk mail,” 
Rep. Cannon said. “That is merely 
a smear word used as a term of 
opprobrium in an effort to create 
prejudice.” 

“Without knowing much about 
it, we suggested that it be dis- 
continued last year,” Rep. Cannon 
said, “and now it is costing the 
business men of the country an 
aggregate of millions of dollars 
a year without compensating ad- 
vantage to anyone.” 


® When mail must be individual- 
ly addressed the cost of securing 
lists and addressing each piece is 
heavy, he explained, and the send- 
er misses anywhere between 10% 
and 25% of the patrons along the 
line. 

“And the mailman works hard- 
er and with less efficiency,” he 
said. 

Rep. Cannon denied that house- 
hold privileges increased the vol- 
ume of third class mail inordinate- 
ly, pointing out that the volume 
at the present time exceeds the 
peak at the time the householder 
system was in operation. 

He said sales results obtained 
by business men dispose of the 
argument that the mail is un- 
wanted. 

However, he did not propose any 
action looking toward the restora- 
tion of the “householder” mail 


system. 


FROM FLOOR 7O PORCELAIN, Top 


ONLY 36 incHes 


Weiss 


Keating 


| 
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‘Kerr Joins Cappel, Pera 
|vertising manager of the floor | 


| ducts, San Francisco, has joined 


i6l 


TERRITORIAL Dita 
Larges! es! Weekly "Paper Ip 
The Entire American West 


(ABC Audited — Noe Sectartea) 


Kenneth G. Kerr, formerly ad-| 
covering division of Pabco Pro- 
Cappel, Pera & Reid, Orinda, Cal., | 


as a member of the agency’s mer- 
chandising coordination group. 


Bristow 


BIG AD—This is a twice-life-size display reproduction of an Easy 


washing machine illustration, used in a tipped-on, 18-page insert 

(which folded out to a life-size 27x36”) in the March Electrical 

Merchandising. Shown here are Richard E. Weiss, Easy’s advertis- 

ing and sales promotion manager; 

Keating, assistant account executive, of Easy’s agency, Batten, Bar- 
ton, Durstine & Osborn, Buffalo. 


Jack Bristow, vp, and Thomas P. 


IARI Membership Climbs 

Industrial Advertising Research 
Institute, Princeton, N. J., reports 
that with the recent addition of 
the Worthington Corp. and the ten 
divisions of Dresser Industries, the 
membership rolls of the institute 
have reached an all-time high. 
Membership, according to Dr. Jo- 
seph Bachelder, executive secre- 
tary, now totals 226 subscribing 
companies, of which 111 are ad- 
vertisers, 61 are advertising agen- 
cies, 45 publishers, three suppliers, 
three associations and three mis- 
cellaneous categories. 


It | NEWSPAPER 


MATS 


Lake Shore 


ELECTROTYPE DIVISION 
1224 W. VAN BUREN ST. + CHICAGO 4 


PHONE SEeley 8-1010 


Keller Opens Chicago Office 

Robert S. Keller Inc., radio-tv 
station representative, New York, 
has opened a branch office at 228 
W. LaSalle St., Chicago. 


Ask for a 


‘WIFE-APPROVED" MOVE 
aa ‘ oo “A ori Wi meron 


Em. VAN LINES, Inc. 


ke : 
et 


St OCS. 


Look for the dependable NAVL 
Oval under “‘Movers” in the 


yellow pages of your telephone 
directory. 


When you transfer an employee—take a tip from 
America’s industrial leaders and specify a “‘Wife- 
Approved” move by North American Van Lines. Your 
man will do better work on his new job if “the little 
woman’s” precious possessions arrive safely, on time. 
For expert packing —for careful handling and prompt 
delivery — always call your North American agent! 


Call or Write for - 
this Helpful 


m FREE 
, \Seoklet =North American Van Lines, Inc. 
DEPT. AA-26 * FORT WAYNE 1, INDIANA 


SCRANTON. WILKESBARRE 


[T IS ALSO A MARKET THAT 


—EATS WELL! 


> > 


SCRANTON..WILKES-BARRE . ..1163,486000 


BERNARDINO Sxraaio %157,112,000 
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Garfield Agency 
Marks 25th Year: 
Adds Staff, Business 


San Francisco, Feb. 21—Sidney 
Garfield & Associates celebrated 
the start of its 25th year in the 
agency business this year by an- 
nouncing the acquisition of new 
personnel, promotions, new ac- 


VALUABLE FRANCHISE FOR 
EXECUTIVE SALESMEN 


Weil rated concern national in scope. Advertis- 
ing or intangibie experience necessary. No in- 
vestment or inventory. A business of your own 
with protected territory. Men must be of high 
caliber, educated, nice appearance, and experi- 
enced in calling on top management. Reference 
required. 95% renewal year after year. We have 
testimonial letters from over 80% of our cus- 
tomers. This is a startling new idea, but old 
enough to be proven. This is prestige advertis- 
ing and Public Relations in its most palatable 
form. We are now setting up restricted territory. 
Our plan of pay is much better than a draw. 
lf you can meet the requirements above and will 
conscientiously work for two years, your re- 
newals will be enough to retire on. We pay you 
immediately although we bill customers month- 
ly. Write 


RANDALL, Suite 143 
BUSINESS DIGEST & FORECAST 
1724 - 20th Street, N.W., Washington 9, D. C. 


|counts and active participation by | exec. vp, and Virginia Juetten has | 


| Stores, has joined the agency as|Ida Potato Products, of Ontario, 


Reinhardt Advertising, Oakland. Sidney Garfield, president, has 


key personnel in agency owner-/| been named traffic manager. 
ship. 

W. C. Anderson, former adver-|® New accounts recently acquired 
tising manager of Andrew Wil-| by Garfield & Associates include 
liams Stores and prior to that/Pratt-Low Preserving Co. (Diet- 
assistant ad manager of Purity|Sweet low calorie foods), Ore- 


a senior account executive. For|Ore. (Ore-Ida fresh frozen potato 
the past 4 years Mr. Anderson has| patties and French fries) and Hol- 
been an account executive for!/sum bread. 


Additions to the agency’s copy | announced a policy of distributing 
department are Dorothy Kane, for-|ownership among key employes, 
merly with Foote, Cone & Belding,|so that no one person will have a 
San Francisco, and Needham,/! majority of the agency’s stock. 
Louis & Brorby, Chicago; and Don- “By 1958,” Mr. Garfield an- 
ald Briese, recently with Brooke,| nounced, “I expect personally to| 
Smith, French & Dorrance, San|own no more than 20% to 25% of 
Francisco. the agency.” 

Other major personnel additions | 
include Dex Briggs, art director, KYW.Names Janet Byers 
formerly with MacFarland, Ave-| Jane K. Byers, formerly sales 
yard & Co., Chicago; and Thurston | promotion and merchandising 
McGuffick, formerly with Mc-| manager of WBNS-TV, Columbus, 
Cann-Erickson and Biow, who re-|0., has been named advertising 
cently was made media director. | sales promotion director of KYW, 

Alan Conner has been elected ' Cleveland. 


| YACKETY—The Yankee Maid, trade- 
_|mark of Bernard S. Pincus Co.’s 
:| Yankee Maid meat products, now 
comes life-size and wired for sound 
SEATTLE id in Philadelphia meat departments. 
bd Her repertoire is 14 20-second 

taped sales messages. 


SHOPPING CENTER California Breweries’ 1955 


Sales Top 200,000,000 Gallons 

OF HE BIG California’s breweries sold 200,- 
077,475 gallons of beer during 

if 1955, topping the 1954 record by 


ATTLE 20 « COUNTY mM ARMET _ +5.870.245 gallons, the State Board 
) | : 


of Equalization has reported. 

| Lucky Lager (Lucky Lager 
Brewing Co.) won the “beer der- 
by” with a record sale of 49,811,- 
130 gallons or 24.9% of the entire 
state total. Burgermeister (San 
Francisco Brewing Corp.) ran 
second with 16.6% of the total, 
or 33,201,033 gallons, while Hamm ’s 
(Theo. Hamm Brewing Co.) was 


PNG in third place with 22,059,974 
gallons or 11% of the total. 
O45: HERRON 
Herbert Watts Ltd. Moves 
Herbert A. Watts Ltd. will move 
ss to its own building, the Herbert 
merentty A. Watts Bldg., 47 Fraser Ave., 


Toronto, early in March. The com- 
pany was founded three-and-a- 
half years ago as a direct mail 
service and has since grown to a 


SEATTLE mENareet 
aaa. 


x 


Be staff of 130 with branches in Mon- 
$y sega $k Pe treal and New York. It now offers 
4 tte: : : : 
complete direct mail advertising 
* es services. 
* creHALS wm 


THE DAILY 
POST-INTELLIGENCER 
COVERAGE IS 


47% 


IN SEATTLE 
ABC CITY ZONE 


36% 


of urban families in the Seattle- 
20 County Market read 
the daily Post-Intelligencer. 


The Greatest Morning and Sunday Circulation in the State of Washington 


Se. SEATTLE 


ALL ROADS LEAD TO 
SEATTLE | 


Here is the Pacific Northwest's greatest city . . . the 
busy, bustling metropolis of 248,300 families . . . where 
payrolls are at an all time high! Seattle's fine stores with 
their great variety of merchandise are one of the mag- 
nets which account for the regular Seattle shopping trips 
of 642,715 families residing in the Seattle-20 County RACE YOUR AD TO 


! 
market! THE CATHOLIC BOY 
WE'VE BEEN HAPPY TO SERVE: 


Lionel Trains 
Pennsylvania Athletic Goods 
| Winchester Rifles 


Lovisville Sluggers 
Chemcraft 
Thompson Brothers’ Boats 
Hy Speed Roller Skates 


Delta Bike Lights 
he | Net paid circulation, 6 mos. avg. 
82,164 (sworn 12-31-55) 


Adv. Mgr. - John H. Wilson 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE ia Gadiines Gav 


Advertising Age, February 27, 1956 


‘Wine Board Uses 


‘Y Consumer Media 


in Dealer Contest 


San FrRANcIsco, Feb. 21—The 
|Wine Advisory Board will spend 
$500,000 in local and national 
| advertising this spring to pro- 
mote California wines in a cam- 
paign which will be highlighted 
by the $17,500 “California 
Wines on Parade” display con- 
test. 

The Board plans a heavy 
schedule of tv spots and news- 
paper ads in 67 major markets. 
Five magazines—Gourmet, Life, 
McCall’s, The New Yorker and 
Sunset Magazine—will carry 
California wine sales messages 
in 20 separate issues. 

The Life schedule includes a 
four-color page in the March 12 
issue to kick off the display 
contest, in which entries will be 
judged by the Point of Purchase 
Advertising Institute. 

Although registration dead- 
line for the contest is not usucil 
Feb. 29, Edmund A. Rossi, 
manager of the board, reports 
that more than 1,000 registra- 
tions already have been re- 
ceived. 

“The enthusiastic response 
from wine retailers and whole- 
sale salesmen,” Mr. Rossi told 
AA, “indicates that this will be 
one of the most successful dis- 
play contests ever held. 


s “At the same time,” Mr. Ros- 
si continued, “it will focus con- 
sumer attention on the popular 
combination of California wine, 
cheese and crackers, stimulating 
extra sales of all three items.” 
The contest, with 152 prizes 
ranging from mink stoles to 
movie cameras and tv sets, will 
run from March 15 to March 
31. Anyone who sells California 
wines, either retail or whole- 
sale, is eligible to enter a dis- 
play. 


‘Love that Chicken’ Is 
Theme of Ac’cent Drive 
“Everybody just loves chick- 
en—and Ac’cent makes it even 
tastier” is the theme of Ac’cent 
International’s third annual 
chicken and Ac’cent promotion 
scheduled for April, May and 
June. The campaign starts in 
mid-April with the appearance 
of the May issues of Better 
Homes & Gardens and Ladies’ 
Home Journal and continues 
with the June issue of Good 
Housekeeping. 
In conjunction with National 
Broiler Council’s May-June tie- 
in promotion, Ac’cent ads will 
appear in May issues of The 
American Weekly, Family 
Weekly, Parade and This Week 
Magazine. Ac’cent is a product 
of Amino Products division, In- 
ternational Minerals & Chemical 
Corp. Batten, Barton, Durstine 
& Osborn, Chicago, is the agen- 
cy. 


Newell Joins Mayer 

Robert J. Newell, formerly 
advertising and sales promotion 
manager of Johnson Oil Refin- 
ing Co., has been appointed ad- 
vertising and sales promotion 
manager of Mayer Mfg. Corp., 
Chicago, manufacturer of desk 
and stationery accessories, ad- 
vertising specialties, and metal 
and wire point of purchase dis- 
plays. 


Stewart Named A.M. 


James J. Stewart Jr., former- 
ly assistant national advertising 
manager of the Hartford Times, 
has been promoted to national 
advertising manager, filling a 
vacancy which followed the re- 


NOTRE DAME 5, INDIANA 


cent death of Rupert C. Ward- 
ner (AA, Feb. 6). 
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You put more sell in your message when 
you put more “see” in it! Sunbonded*® 
Day-GLo fluorescent colors are up to 
four times as bright as the brightest of 
ordinary colors because they actually 
glow from within! And they keep that 
glow for a full run! Day-GLo painted 
bulletins last up to six months, and 
Day-GLo screen processed posters and 
displays last up to four months. 


Sunbonded Day-GLo colors are versa- 


tile — effective whether used boldly or 
modestly. And you have seven vivid 
colors to choose from. Remember to 
specify genuine Sunbonded Day-GLo 
to be sure of highest quality. Both 
“Sunbonded” and “Day-GLo” are 
registered trade marks for daylight 
fluorescent color products made by or 
under license from Switzer Brothers. 
Switzer Brothers, Inc., 4732 St. Clair 
Avenue, Cleveland 3, Ohio. 
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Coming 
Conventions 


*Indicates first listing in this column. 

Feb. 27-28. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 

Feb. 27-28. New England Newspaper 
Advertising Executives Assn., 
meeting, Parker House, Boston. 


tions, annual eastern conference, Roose- 
velt Hotel, New York. 

March 2-3. Midwestern Advertising 
Agency Network, first quarterly business 
meeting and competitive display, Drake 
Hotel, Chicago. 

March 5-7. Packaging Assn. of Canada, 
annual convention, King Edward Hotel, 
Toronto. 

March 10-14. Advertising Specialty Na- 
tional Assn., 4th annual spring specialty 
show, Palmer House, Chicago. 

March 14-16. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 22-24. Advertising Federation of 
America, Fourth District, annual conven- 
tion and southeastern advertising confer- 
ence, Orlando, Fla. 

*March 26-28. Canadian Assn. of Radio 
and Television Broadcasters, annual con- 
vention, Royal York Hotel, Toronto. 

April 4-6. American Public Relations 
Assn., 12th annual conference and 7th in- 
ternational public relations institute, Ho- 
tel Statler, Washington, D.C. 

April 8-12. National Business Publica- 
tions, spring meeting, The Homestead, 
Hot Springs, Va. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, symposium and exhibit, Ho- 
tel Sheraton-Astor, New York. 

April 12-14. Southern California Adver- 
tising Agency Assn., 6th annual confer- 
ence, Oasis Hotel, Palm Springs. 

April 15-19. National Assn. of Radio and 
Television Broadcasters, 34th annual con- 
vention, Conrad Hilton Hotel, Chicago. 

April 15-21. National Brand Names 
Week, Annual Brand Names Day dinner, 
April 18, Waldorf-Astoria Hotel, New 
York. 

April 19. Advertising conference spon- 
sored by the University of Michigan, Ann 
Arbor. 

April 24-26. American Newspaper Pub- 


lishers Assn., annual convention, Waldorf- 


Astoria, New York. 
April 26-28. American Assn. of Adver- 


winter | 


March 2. Associated Business Publica- | “""ual meeting, Drake Hotel, Chicago. 


tising Agencies, 38th annual meeting, The | 


Greenbrier, White Sulphur Springs, W.Va. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 4lst annual convention, Royal 
York Hotel, Toronto. 


May 3-4. International Advertising 
Assn., annual convention, Hotel Plaza, 
New York. 


May 6-8. Magazine Publishers Assn., | 


37th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 7-8. Outdoor Advertising Assn. 
of America, painted display conference, 
Hotel Sherman, Chicago. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel 
Cleveland, Cleveland. 

May 14-17. First Advertising Agency 
Group, annual conference, Hotel Statler, 
Boston. 

May 20-23. National Industrial Adver- 
tisers Assn., 34th annual conference, Pal- 
mer House, Chicago. 

May 24-27. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 3-6. National Sales Executives In- 
ternational Distribution Congress and 
Sales Equipment Fair, Conrad Hilton Ho- 
tel, Chicago. 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotel, Philadelphia. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Clas- 
sified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

June 28-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B.C. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 


MODELS 
COAST TO COAST 


Convention 
Sales Meetings 
Fashion Shows 
Photography 
Motion Pictures 
Television 


PATRICIA STEVENS 
MODEL AGENCY 


22 W. Madison — State 2-9107 
CHICAGO 


| America, 


Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
N. Y¥. 

Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and exhibit, 
Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 


Oct. 15-16. Agricultural Publishers 
Assn., annual convention, Chicago Athlet- 
ie Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 


Chicago. 

Oct. 22-23. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 


McCausland Joins Poyntz 

Robert McCausland has joined 
the Toronto office of Alford R. 
Poyntz Advertising Ltd. as an ac- 
count executive. He formerly was 
general manager of Burns Adver- 
tising, Toronto. 


St., Chicago 11, Ill. 


Advertising as a Percentage of Sales 


Reprints of the six-page gatefold insert which appeared in 
the Jan. 30 issue of Advertising Age, showing percentage of 
sales devoted to advertising in 1954 by 2,325 “advertising com- 
panies,” are available at $1 each. Orders (with check, please) 
should be addressed to Library, 


The report shows percentage of sales devoted to advertising 
by 70 product groups, with detailed tabulations covering 55 
groups, showing median percentage, highest and lowest per- 
centage, and most commonly used percentage figures. 


Advertising Age, 200 E. Illinois 


Campbell Leaves Crowell 
McCullough Campbell, Pacific 
Coast manager of Crowell-Collier 
Publishing Co. since 1947 and with 
the organization since 1944, has 
resigned as San Francisco man- 
ager. The office of manager will 
be discontinued. Mr. Campbell has 
not announced his future plans. 


we: Named Ridgeway VP 


J. J. Horan, for the past nine 


| 
|years an account executive of | 
Gardner Advertising Co., St. Louis, | 


has been named a vp and member 
of the board of directors of Ridge- 
way Advertising Co., St. Louis. He 


will serve as an account executive. | 


Ridge Moves Office 

Ridge Advertising Associates, 
formed in July, 1955, in Teaneck, 
has moved to larger quarters at 
25 Essex St., Hackensack, N.J. 


165 


Hymes, Stahie Join KGO 

John D. Hymes and Jack Stahle 
have joined the sales staff of KGO 
and KGO-TYV, San Francisco. Mr. 
Hymes, formerly manager of 
WLAN, Lancaster, Pa., also has 
been radio department manager of 
Biow Co. and a radio account ex- 
ecutive of Foote, Cone & Belding 
in New York. Mr. Stahle previous- 
ly was with KFRC, KABC and 
KLAC-TV, Los Angeles. 


COPYWRITERS 


mow with 
TED BATES 

KENYON & ECKHART 
OGILVY, BENSON & MATHER 
J. WALTER THOMPSON 
McCANN, ERICKSON 
BENTON & BOWLES 
| were introduced through 


JOBS UNLIMITED 


ADVERTISING PERSONNEL 
16 E. 60 St., Jerry Fields, dir., PL 3-4123 


a 


e W he Sure t to 


*Sales Management's Audited Survey, June, 1955 


—— 


The HEARTLAND 


WEW YORK STATE 


IF SYRACUSE isn’t on your “A” market list — take 


SELL SYRACUSE 


another look! Here is the nation’s foremost 


test market . 


the trading center 


of a 15-county 


area where 395,000 families have over 


$1.9 billion of spending money annually. 


The media question is a cinch. There’s a single, safe 


and economical way to sell the market. The Syracuse 


Newspapers give you 100 percent saturation 


coverage of metropolitan Syracuse, and effective 


circulation in the 14 surrounding counties. 


No other combination of media in the area 


the 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


SYRACUSE NEWSPAPERS 


can do a comparable job at a comparable cost. 
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BEA ADAMS 
Gardner Advertising Co., St. Louis 


JOHN BAXTER 
Earle Ludgin & Co., Chicago 


JAMES R. ADAMS 
John & Adams, 
Hills, Mich. 


JOHN K. BARTON 
Potts-Woodbury Inc., Kansas City 


KENNETH W. AKERS 


MacManus, Bloomfield Griswold-Eshleman Co., Cleveland 


The 25 agency creative people who chose the outstanding 
campaigns of 1955 are shown on these pages. 


If You Don’t Like Their Choices, Make Your Own... 


AA Readers Are Invited to Second-Guess the Experts 
Who Picked ‘Best Advertising Campaigns’ of 1955 


In connection with the Advertising 
Agency issue of ADVERTISING AGE in pre- 
vious years, AA has usually asked five 
outstanding personalities in the advertis- 
ing business to select their choices for the 
five “best” campaigns of the previous year. 

Thus, one year five topflight agency 
creative men were asked to make the 
choices, and to give their reasons for them. 
Another year five well-known advertising 
managers made the selections, and still 
another year five art directors selected the 
ads they thought did the best job from an 
art and layout standpoint. 


® This year, ADVERTISING AcE decided to 
broaden the selections by asking 25 top- 
flight creative people—all connected with 
advertising agencies—to select the three 
campaigns which they believed were most 
outstanding among the 1955 crop. There 
was only one rule (the same rule that has 
applied to previous selections)—no mem- 
ber of the jury could select any campaign 
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Chicago 11, Ill. 


with which his own agency was in any 
way connected. 


This year we decided another inno- 
vation was called for. Readers are 
being given an opportunity to express 
their agreement or disagreement with 
the choices of the “experts” by voting 
for their own choices. 


The advertising men and women who 
served on the “jury” are shown on these 
pages. They are a truly impressive 
jury of creative people—and it is inter- 
esting, as an indication of the relative 
cohesiveness of their judgments, that, out 
of their possible total of 75 different ad- 
vertising campaigns, they selected only 49. 


® The selections of these 25 creative peo- 
ple—and the reasons they gave for select- 
ing them—are shown on the following 
pages. And we should point out that the 
selections are selections of campaigns and 
not individual advertisements. In some 


Sid Bernstein, Editor 
Advertising Age 
200 E. Illinois St. 


Here are my choices for the best three advertising campaigns of 1955. 


cases, the illustration used here to exem- 
plify the campaign was actually picked 
by the judge; in others, it was supplied by 
ADVERTISING AGE. Hence the judges cannot 
be considered responsible for picking the 
particular advertisements or commercials 
shown here, but ony the campaigns of 
which they were a part. 

For convenience, and not in any sense 
to indicate their rank, the 49 selections 
have been numbered and are presented in 
alphabetical order. Look over the selec- 
tions on the following eight pages—read 
the reasons given by the members of the 
jury who selected them—and then exer- 
cise your right to agree or disagree with 
the experts by voting for your choices on 
the ballot included on this page. You can 
make your selections from the 49 shown 
or you can make your own selection with- 
out reference to those shown here. 

Results of readers’ choices will be re- 
ported in ADVERTISING AGE, probably in 
the March 26 issue. 


a 


Note: Voters will not be identified. Ballots should be 


mailed before March 12. 
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WILLIAM BERNBACH CURTIS BERRIEN DAN BONFIGLI DAVID M. BOTSFORD LEO BURNETT 
Doyle Dane Bernbach Inc., New York Needham, Lovis & Brorby, Chicago Guild, Bascom & Bonfigli Inc., San Francisco Botsford, Constantine & Gardner, San Leo Burnett Co., Chicago 
Francisco 


EDWIN COX ROY S. DURSTINE JOSEPH H. EPSTEIN CLAIR G. HENDERSON HOWARD A. JONES 
Kenyon & Eckhardt Inc., New York Roy S. Durstine Inc., New York Fitzgerald Advertising Agency, New Orleans Rippey, Henderson, Kostka & Co., Denver Grant Advertising Inc., Chicago 


ms 
MAITLAND JONES ROBERT J. KORETZ WILLIAM W. NEAL DAVID OGILVY H. O. PATTISON JR. 
Sullivan, Stauffer, Colwell & Bayles, New Foote, Cone & Belding, Chicago Liller, Neal & Battle Advertising, Atlanta Ogilvy, Benson & Mather Inc., New York Benton & Bowles Inc., New York 
York 


JEAN WADE RINDLAUB JACK SMOCK HAL STEBBINS JOHN TOIGO WALTER WEIR 
Batten, Barton, Durstine & Osborn Inc., Young & Rubicam, Los Angeles Hal Stebbins Inc., Los Angeles Biow Co., New York Donahue & Coe Inc., New York 
New York 
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25 Leading Creative Agency 
as the ‘Cream of the Crop’ 


On these and the following pages are the 49 
campaigns selected by the ‘jury’ as outstanding 
during 1955. Look them over—read the reason- 
ing behind the selections—and then express 
your own opinions by voting your own ‘top 
three’ choices on the ballot on Page 166. 


1. Alka-Seltzer television commercials. 

Picked by Howard Jones (Grant), who 
said: 

“I am impressed with the way the 
‘Speedy’ character was developed and 
sustained. I am impressed with the way 
this product character has been human- 
ized to make selling entertaining too. I 
confess also that I am impressed with the 
sales results.” 


2. All newspaper advertising. 

Picked by Joseph H. Epstein (Fitz- 
gerald), because: 

“It literally jumps out of the news- 
papers at you. It has dominant impres- 
sion value, believable reason-why, con- 
sistency and variety.” 


3. AT&T magazine copy. 

Picked by Clair G. Henderson (Rippey, 
Henderson, Kostka) because: 

“The Bell telephone system’s most re- 
cent advertising which appeared on the 
scene late in 1955 introduced a bright 
new look in utility advertising.” 


4. Bank of America television commer- 
cials. 

Picked by Dan Bonfigli (Guild, Bascom 
& Bonfigli), who said: 

“Here in California last year we were 
exposed to an off-beat spot tv commer- 
cial that had practically everyone in and 
out of the ad business quoting and talk- 
ing about it. Quite certainly, there were 
other tv commercials similarly outstand- 
ing in other areas. In this instance, how- 
ever, there were two rare combinations— 
a dignified, conservative banking institu- 


tion (the world’s largest) and the use of 
catchy off-beat humor. Nevertheless, it’s 
quite certain that this commercial would 
have had the same impact and success 
for any other banking firm in any other 
area in the U. S. (Plans are presently 
under way to syndicate it nationally—so 
you may be fortunate enough to see it 
yet!) The fact that this 20-second spot 
was not backed up with a show of its 
own makes the job it did even more in- 
credible.” 


5. British Travel Assn. in magazines. 

Picked by John H. Baxter (Ludgin). 
His comments: 

“Ever written any travel ads? If you 
have, I'll bet this campaign has made you 
thoroughly ashamed of the having-a- 
wonderful-time type of drivel you turned 
out. Magnificent pictures, and copy as 
disarming as a cup of tea at a cocktail 
party, have made this campaign a solid 
standout. I say, old boy, haven’t you 
booked passage yet?” 


6. Bufferin copy in magazines. 

Picked by W. W. Neal (Liller, Neal & 
Battle), who says: 

“This is hard-hitting advertising that 
has done a job because it has definitely 
won a place for Bufferin in the highly 
competitive pain-relieving field. Actually 
unpleasant at times in its execution, the 
copy fights for attention and tells a story 
that people definitely understand be- 
cause it has resulted in outstanding sales. 
While the sample shown is from mag- 
azines, the Bufferin campaign in other 
media has of course followed the same 
theme very closely.” 
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People Pick 49 Campaigns 
of All 1955 Advertising 


7. Buick print and television advertising. 

Picked by David M. Botsford (Bots- 
ford, Constantine & Gardner), and by 
John Toigo, Biow-Biern-Toigo. Mr. Bots- 
ford said: 

“My impression of the freshness and 
informal selling of the Buick campaign 
rests largely on the commercials of the 
Oklahoma-Maryland Orange Bowl game. 
Buick cut in often on the game but I 
didn’t resent it because the outline pic- 
tures and the audio were in my opinion 
tremendous. No worn out claims, no 
stilted phrases—it sounded so natural and 
believable! I’ve had perhaps 15 cars since 
I owned a Buick, but I felt myself 
wondering why not get a Buick next. 

“Since New Year’s, I’ve started read- 
ing Buick print advertising—I see now it 
reads like the commercials sounded— 
natural. Here’s one example: ‘It means 
you now have better gas mileage than 
ever before—because you get this snappy 
new sizzle within the first inch of pedal 
travel, where you do all your normal 
driving.’ Convincing, eh? Buick advertis- 
ing must have had more-than-usual in- 
fluence on the remarkable sales success 
of this car.” 


® Mr. Toigo adds: 

“Buick advertising has managed to im- 
part part of its own character to the 
product. A car which people formerly 
thought of as heavy and starchy has now 
become sprightly, and the sprightliness 
of the advertising has, I am sure, helped 
in changing its reputation. It is a very 
happy marriage of product and advertis- 
ing character.” 


8. Cadillac newspaper advertising. 
Picked by W. W. Neal, who explains: 
“The copy in this long-continuing 

campaign subtly combines the story of 
outstanding distinction and down-to- 
earth practicality. It is aimed straight at 
the man who wants to have justification 
for the extra cost of the Cadillac.” 


9. Campbell soup extender advertising. 

Picked by Curtis Berrien (Needham, 
Louis & Brorby) who explains that he is 
referring to “the so-called off-beat cam- 
paign for Campbell soups as typified by 
advertisements such as the ‘Soup on the 
rocks’ and ‘Hot buttered soup’ ads”; and 
by David M. Botsford, who explains: 

“After watching Campbell’s copy year 
after year, I would say the new series 
must be as refreshing to housewives as 
it has been to creative people. Naturally 
the trend to easily-prepared foods 
heightens the interest in soups, but in 
Campbell’s new campaign it seems every 
device is being used to ‘dress up’ and 
suggest soup for quick, attractive, simple 
meals. 


= “This campaign to my mind answers 
the question of how to take a food prod- 
uct long advertised to the point where 
it is taken for granted, and create a 
whole new atmosphere without resort- 
ing to layout or copy tricks. It ties in with 
the informal dining—the ‘coffee-shop-in- 
the-home’ idea—which is so much a part 
of today’s living. 

“The trend for using soups for season- 
ing and combining is dramatized in the 
Soup Mates ad. Another outstanding one 


of the series is the serving of Campbell’s 
best seller, tomato soup, from a pitcher 
into cups—an ad suggesting unusual eye- 
appeal. Soup-on-the-rocks, as New York- 
ish as Madison Avenue, has been a 
great conversation piece—and probably 
sold lots of soup in hot weather. Hot 
buttered soup is another clever adapta- 
tion.” 


10. Campbell frozen soup in newspapers. 

Picked by John K. Barton (Potts- 
Woodbury), who commented: 

“While Campbell used newspapers, 
magazines, television and radio to intro- 
duce their frozen soups, beginning in 
March, 1955, I believe their best job was 
done in the newspaper campaign...I 
would give the newspaper ads the edge 
because it takes layout skill of a high 
order to achieve the attention-getting 
power these ads had, running on crowded 
food pages. Fine as the material used in 
other media was, it didn’t have to com- 
pete as hard as did the newspaper ads. 

“One thing especially deserving of 
note in connection with the Campbell 
frozen soup campaign is the fine over-all 
thinking that went into it. This was re- 
flected not only in the excellent copy 
and layout, but in merchandising and 
over-all sales planning. 

“This campaign should also be given 
special consideration because it so well 
illustrates this point: A food advertiser 
who does a good job of advertising need 
not take refuge in the frantic and often 
ineffective ‘wheel-and-deal’ merchandis- 
ing schemes that have, of late, seemed to 
take the place of sound advertising and 
selling in the grocery field.” 


11. Chrysler television and magazine ads. 

Picked by Henry O. Pattison Jr. (Ben- 
ton & Bowles) and by Dan Bonfigli 
(Guild, Bascom & Bonfigli), who said: 

“At about this time last year I saw a 
series of tv shows and commercials an- 
nouncing the ‘Forward Look.’ Of all the 
advertising messages exposed to me in 
the past year, this series had the most 
impact. Such impact, that I recall sitting 
down and writing my first ‘fan’ letter. 
Apparently, a great many other people 
were just as impressed, because that was 
the start of Chrysler Corp.’s successful 
sales comeback. These ‘introductory’ com- 
mercials were highly entertaining and 
informative, using a typical American 
family. 

“I am quite certain that the commer- 
cials were performed ‘live’ because they 
were so well integrated into the show. 

“After the new model cars were intro- 
duced, these ‘Forward Look’ commercials 
were effectively used for hard-selling, in 
a more conventional fashion. Finally, 
further proof of the tremendous success 
of this campaign was the fact that al- 
though the models themselves were not 
particularly outstanding, the public was 
already greatly impressed with the ‘For- 
ward Look’.” 


8 Mr. Pattison adds: 

“TI think Chrysler’s ‘Forward Look’ has 
to be acknowledged as an outstanding 
job. It took a very difficult problem and 
gave new meaning to a line of cars, and 
its impact was felt in the showrooms 
throughout the country.” 
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12. DeBeers Consolidated Mines maga- 

zine copy. y 
Picked by James R. Adams (MacManus, 

John & Adams). 


13. Dial soap tv commercials. 

Picked by David Ogilvy (Ogilvy, Ben- 
son & Mather), because: 

“I believe that they are primarily 
responsible for the brand’s growing share 
of market.” 


14. Douglas Aircraft magazine ads. 

Picked by Kenneth W. Akers (Gris- 
wold-Eshleman Co.) and James R. Adams 
(MacManus, John & Adams). Mr. Akers 
did not expatiate on the reasons for his 
choices, merely commenting that he 
found the assignment “most interesting, 
but also most difficult. There were a 
good many other campaigns I was greatly 
tempted to include.” 

Mr. Adams explained that all three 
campaigns he selected (the other two 
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‘Two fine cars 


for the price of one! 


were DeBeers and John Hancock) “have 
a real purpose, were soundly executed, 
and all reflect credit in the advertising 
craft.” 

He added that “some terrific work was 
done during the year in automotive ad- 
vertising—but since our own agency is so 
involved in this field, I decided, as a 
matter of principle, to stay out of that 
category in my selections.” 


15. Ford Motor Company magazine ad- 
vertising. 

Picked by Walter Weir (Donahue & 
Coe), who says: 

“I find it difficult not to recommend 
Ford Motor Company for a first prize in 
all phases of advertising. In saying this 
—and leaving unmentioned the names of 
Ford’s several agencies—I am giving 
voice to a belief that has grown up with 
me over the years; a belief that an ad- 
vertiser, a client, is chiefly responsible 
for the advertising that appears or is 
heard over his signature. For while there 
are fine craftsmen and experienced spe- 
cialists in most agencies, the recommen- 


they create, must have an advertiser who 
not only understands and appreciates 
outstanding work but has the courage to 
back it—otherwise, it gradually and 
eventually gathers dust, obsolescence and 
oblivion in the agencies’ dead file... 

“Perhaps most indicative of what I 
believe should rightly be termed Ford’s 
‘forward look’—in advertising, at least— 
is the company’s recognition, alone among 
automobile advertisers, of the growing 
two-car market of tomorrow. If I re- 
member rightly, Ford was first to recog- 
nize the market for the station wagon, 
and first to recognize the market for the 
convertible—and to develop these mar- 
kets. They were small volume markets 
at the time Ford started cultivating them 
and they are still not large volume mar- 
kets. But, in entering them, Ford not 
only added volume but prestige and ex- 
citement to its entire line...” 


16. Ford Dealer tv commercials and 
spots. 

Picked by Leo Burnett (Leo Burnett 
Co.) and by Jack W. Smock (Young & 
Rubicam). Mr. Smock says, of spots 
originally developed for West Coast use: 

“Aside from being the most delightful 
animated commercials on the air, they 
all succeed in doing a persistent selling 
job. As is usually the case, they trig- 
gered a whole new trend in tv spots. If 
imitation is the sincerest form of flattery, 
this campaign is great.” 

Mr. Burnett says, of Ford tv commer- 
cials in general: “ ‘Big time’ production. 
Excellent demonstrations. No _ typically 
‘Detroit’ bombast.” 


17. Gillette tv commercials. 

Picked by Robert J. Koretz (Foote, 
Cone & Belding), who says: 

“They’ve done a superb job of keeping 
interest at a high pitch by means of 
variety and adroit handling. It would 
have been so easy to be objectionable 
with so many messages on a single 
show!” 
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Advertising Age, February 27, 1956 


1s. Gleem magazine advertising. 
Picked by David Ogilvy, who says: 
“Because it is such a superb demon- 
stration of technical craftsmanship. The 
product of many first-class brains work- 
ing together over a long period, this cam- 
paign has produced astounding sales.” 


19. Goodrich industrial products copy in 
es. 

Chosen by W. W. Neal, who says: 

“This, in my opinion, is one of the 
finest jobs of copywriting in American 
advertising in the last several years. The 
campaign takes subjects that could be 
downright boring and turns them into 
dramatic experiences. It weaves highly 
technical facts into a few simple words 
that tell the story fast and interestingly.” 


20. Hamm’s Beer tv commercials and 
spots. 

Picked by Howard A. Jones, who re- 
ports: 

“This selection is based on results and 
observed effectiveness. The Hamm’s cam- 
paign demonstrated an ability to stay 
with and to develop an established theme 
and keep it interesting and effective. 
This was in sharp contrast to the rest 
of the industry. The effectiveness of this 
campaign was sensationally demonstrated 
in the greater Los Angeles area where it 
took the product to or very nearly to the 
x ve A top of the heap. The television commer- 
See aes 2 cials and spots are selected as the most 
SA seas es 


effective medium because in my opinion 
they showed the greatest originality and 


PY , 4 . i f versatility in staying with a proved and 
He Pe eT | { Pie established format.” 


21. John Hancock magazine advertise- 
ments. 

Picked by James R. Adams as his first 
choice of a 1955 campaign with “real 
purpose, soundly executed.” 


22. Hunt’s Tomato Catsup magazine ads. 
Picked by Joseph H. Epstein because: 
“A fine combination of mouth-watering 

food illustrations; dominant package, 
brand identity and product glorification 
without offending readers by their ‘com- 
mercialism’; and short, readable, appeal- 
ing copy.” 


23. Ivory Soap in magazines. 

Picked by Henry O. Pattison Jr., who 
says: 

“While not completely new in concept, 
nonetheless the 1955 version of the 
‘Ivory Look’ campaign as appearing in 
magazines would have to be rated very 
high on my chart.” 
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Newman, Eleanor G. .... Accounting 32 P 
Nickel, James B. General ——.460 
Nilson, Marguerite V. ... General 498 Pace, Palmina F. Sales Pro. _.238 
. Noakes Grp, 414 Packard, D. A. Marketing 
Noel, Carlotta M. Sales Pro. _.494 Services 43 
Noettling, Frank Personnel __ 20% Page, Elizabeth Research - me | 
Nordstrom, Mary Accounting ..266 ~™—" fp Page, Marie R. Creative Abd yo 
Norton, Elizabeth L. Detroit Of. 500 Pagliuco, Theresa D. Media 424 
Norton, Marie Mitchell Grp. 475 Pallett, Edward Production 334 
Noxon, Herbert R. Creative 450 Palmer, Arthur H. Sales Pro. ...222 
Nulle, Charles W. Losee Grp. 573 Patock, Ljerka Research 536 
Patterson, Buell A... Pub. Rel. 731 
Patterson, Robert B. Present. Unit O48 2 3 y Quackenbush, David S. —.Production 351 
Pearl, Gloria S. Jenkins Grp. 634 
Pellenz, William D. Media ... 682 nia bats” 
Peppe, Kenneth M. Sales Pro. ...222 
Perez, Diane M. International 48 2 4 1 
Perry, Natalie S. .. Anderson 


oY 
Petcavage, Albert C. Media 367 R ue Pete F257 
Peterson, Kay ——.......Production ..357 sey, Virginia ‘ Client Billing 272 
Petrie, Eleanor J... Cashier 255 Raphael, Louise . _... Aecounting 264 
Pfisterer, Jack N. Research —.532 Rathbun, Harold —....... Production _ 2683 4@ 
Phenner, Eugene Sales Pro. ..729 Ratner, Victor M. Present. Unit 313 
Pichinson, Rose M. Sales Pro. . @@@25( Reilly, Edgar M., Sr. Production 413 
Pierce, Herbert C. —.... Industrial Reilly, Mary E. — Creative —.—315 
Marketing —.577 Reilly, Maureen .........Creative 308 
Pinkus, Alma D. _.- Marketing Reinke, Richard —....... Client Billing 362 
Services Reynolds, Dorothy —..... Creative 458 
Z ) Pliskin, Robert — Creative —..309 Reynolds, Frederick P., Jr.Research 751 
O'Brien, Katherine Accounting See Plyer, Robert W. — General —.. 460°  Ricaud, David M. Jenkins Grp. 633 
Odell, G. Newton Lose Grp. - 663 Podester, Jane M. —___- Media 316 Rice, Francis X. Creative 727 
Olds, Howard F. __-- Redio- TV Podwicka, Muriel Co. Admin. 2062.00 Richards, Florence A. —N. Y. Admin. 613 
Bx Creative —-711 Poetschke, George A. —....Accounting ..263 Richmond, Arthur L. —— Creative _._ EB 4 
O'Reilly, Thomas L. Research 532 Portfolio, Yolanda Detroit Of. 558 Pow Rigby, Wallace J. Marketing 
O'Rourke, Edward M. ——Redio-TV 413 Posey, Chester A. __N. Y. Admin. 340 Services 597 — 
O'Toole, John H., Jr. ——Mkt. Serv. 462 Powers, Charles H. Radio-TV __705 Ringle, Elaine Research 752 
Owen, Lewis F. um Creative = Gohund, eee. oe cus Roby, Alfred 3. Jr. pO Roby Grp. ye 384 
Owens, Frank X., Jr. Creative ____ 322 Pra BIe., Leuranay - Ley Refle, Murrey ______ Media ___ 350 
> y Yaw Pugsley, Robert —_.__. Accdunting 266 Rogers, Grant D. ....._ Radio-TV ...4i10 
N a . Puls, Albert J. Creative 45] Ronay, Stephen R. Creative 454 
Nathe, Robert T. Radio-TV g . ‘ as > sl zis- Rosenberg, Barbara F. - Research ree $905.27 
Creative ue eal » ‘ Rosenstein, Mary L. .....Radio-TV ...369 
Newbery, F. Stanley, Jr. Breen Grp. —717 * fas " —_——— ©.4@, g at Rountree, Margaret A. ...Losee Grp. 573 
Newcorn, Andre R. International 607 LAE — : . Rowan, John E. Creative 2t65\\ 
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Here are a couple of much-addended pages from our current telephone 
directory—the busy, brimming blue book. As we add business and billing, 
the directory says it simply, in terms of people . . . the wit and talent and 
experience and hands and hearts that daily make McCann more exciting. 


< WE'RE ADDING A LOT OF PEOPLE, TOO 


‘ . 


McCANN-ERICKSON, INC., ADVERTISING 
New York + Boston » Atlanta + Cleveland + Houston + Dallas + Chicago + Detroit + Louisville « San Francisco + Los Angeles + Portland + And offices throughout the world. 


i i Se a eee ee ¥ 
t > : 
Magen, Dsena - RIV 54S a 
Zn “a =e - fs 
18 oS ; | 
| he Hts : 
Ihe CoO, n3 | 
fence é Tot! ) 

Yas , a } ‘ 
Se el So aT - & 
Winer, Walncdn 333 iy 
: roa, —— 2? 7 Ss es "— 
os ee ba 433 a : 

{ ~ Chea. aus 
er : 

t Gin P34 ae 
Me Retanx S. 496 - 
# ly ; 
} i ~ eH 
bp 4 4 S 
i : 
: 

) 
| = 1s 7 s 
ee | 
| 2 
i; 
f : 
{| : 


PRS Eee I ll ee ; 
. . % as 4 4 ee 


Hickety Piekety, my blaek hen 
She lays eggs for gentlemen. 


When. 


JELLO | 


does » op 
she get her vim app? = 


Eating Jeli)! Hicketys hep! 
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24. Jell-O magazine advertising. 

Picked by Hal Stebbins (Hal Stebbins 
Inc.), who says: 

“Call it Adult Infantilism if you like; 
but Mother Goose hangs high in this full- 
page, full-color magazine series. It gave 
an old dessert new life, new appeal and 
—new importance. It registered with the 
young in heart the nation over. Old, 
familiar nursery rhymes done in modern 
tempo achieved new fun and flavor. The 
pictures were priceless. The net result: 
a campaign deliberately sweet and in- 
nocent, keyed low, yet high in advertis- 
ing impact. And, I am sure, high in sales- 
voltage.” 


25. Jell-O Pudding magazine and tv copy. 

Picked by Maitland Jones (Sullivan, 
Stauffer, Colwell & Bayles), who says: 
“This series has taken that old advertis- 
ing workhorse, appetite appeal, and raised 
it to Nashua status.” 

...and by Henry O. Pattison Jr., who 
says: 

“I think that without doubt one of 
1955’s most sucessful campaigns was the 
Jell-O Pudding campaign—especially in 
television. I am referring specifically to 
the ‘Busy Days’ commercials. I have 
never known in my experience any com- 
mercials that seemed to get faster pene- 
tration and more conversation than these 
commercials. They certainly left a vivid 
sales message, and sold lots of pudding.” 


...and by Leo Burnett, who says: 
“Fine concept, well integrated with 
print.” 


...and by Jean Wade Rindlaub (Bat- 
ten, Barton, Durstine & Osborn), who 
made no comments in her choices, assum- 
ing the reasons for their selection were 
obvious. 


26. Kellogg’s cereals in magazines. 
Picked by Joseph H. Epstein, who says: 
“Kellogg’s, for their tremendous im- 

pact, universal interest, and real friend- 
liness. And for their successful merchan- 
dising of the idea of a continual pantry 
stock. Even though they violate the sa- 
cred tradition requiring ‘appetite appeal’ 
in food advertising, they are more ap- 
pealing to me than any dish of corn 
flakes ever could be.” 


Advertising Age, February 27, 1956 


27. Kraft television commercials. 

Picked by Edwin Cox (Kenyon & 
Eckhardt), who says: 

“The Kraft commercials are outstand- 
ing examples of the direction in which 
good television advertising is traveling. 
They do not talk themselves to death. 
The eye always sees what the ear is 
hearing. The demonstrations make the 
viewer an eye-witness to the benefits 
of the product and make her feel a 
little rewarded for having looked at them. 
And, even with the limitations of the 
black-and-white screen, the appetite ap- 
peal is often astonishing. When all tele- 
vision selling gets good, the public criti- 
cism of commercials will disappear.” 


...and by John Toigo because: 

“The Kraft commercials on the Kraft 
Theater are always self-respecting and 
need no trickery to make them seen. They 
seem to me an excellent example of good 
advertising by illustrating the product in 
use.” 

...and by Robert J. Koretz because: 

“To my way of thinking, Kraft has 
perfected a technique for providing con- 
vincing demonstration of both appetite 
appeal and ‘how to do it.’ The message is 
direct, simple and effective; always 
pleasing and in excellent taste.” 


...and by Bea Adams (Gardner Ad- 
vertising Co.), who makes no comment on 
her choice. 

...and by Clair G. Henderson, who 
says: 

“These commercials embody almost all 
of the virtues of effective food advertis- 
ing.” 


28. Life Savers magazine copy. 

Picked by Robert J. Koretz, who says: 

“Take a product with low inherent 
news value, add colorful appetite appeal 
plus a freshness that’s all too rare in 
advertising, and there you have it. To 
my mind, the ‘Bingo’ ad is tops of an 
inspired series.” 


29. Log Cabin Syrup in magazines. 

Picked by Robert J. Koretz, who says: 
stine Inc.), who says: 

“In a day when there is so much mag- 
nificent photography of food, the Log 
Cabin syrup campaign hits a new high, 
in my opinion. If anyone can resist the 
impulse to tip that pitcher, pick up one 
of those forks and go to work he’s a 
better dieter than I am.” 
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Most of Wisconsin's Daily Newspaper 


Advertising Leaders Have One Thing in Common 


COMPLETE HOME COVERAGE 


IN THE EVENING 


Ly Wisconsin as throughout 
the nation, advertisers 

in 1955 again depended on 
newspapers as the best means of 
reaching the public—because 
nearly everybody reads their 
home-town daily paper. 

In all major communities of 
Wisconsin, they published 

a record volume of advertising. 
And with one exception, 

all of Wisconsin’s daily 
newspaper advertising leaders 
are read by 87% to 100% 

of the families in their ABC 
City Zones. These 1955 
advertising leaders and their a 


City Zone coverages are ** 


shown at the right. ee 


huh A ots pad a geal eae SS 
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DAILY NEWSPAPERS 


1. Milwaukee Journal (E).... 
2. Madison Newspapers (M-E) 


3. Appleton Post-Crescent (E) 


ee 


“ee ee ee ewe eee 


4. Green Bay Press Gazette (E)............ 


5. Milwaukee Sentinel (M)... 
6. Racine Journal Times (E). . 
7. Sheboygan Press (E)...... 
8. Wausau Record-Herald (E) 
9. Kenosha News (E)........ 


10. Oshkosh Northwestern (E) 


* Advertising in the Madison Capitol Times and State Journal is sold at a combined rate. 


tCoverage percentages are based on latest available circulation 
ligures j 


$0484.98 9409 0249 
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1955 
Weekday 
Linage 


36,685,634 
24,688,160* 
16,504,180 
16,011,478 
14,052,235 
12,199,460 
12,052,824 
10,552,948 
10,389,078 
9,709,490 


for all newspapers — 
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jected to 1955 family estimates. 
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Daily 
City Zone 
Coveraget 


90% 
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Leaders in Advertising in the United States a 
Total Daily and Sunday, 1955 : , 

Total Linage Fa 4 

1. Ken Amapen Ditne. 2 sic 8. ts Se ee 59,788,874 ee 
Ee en Se a ae eS SS 54,456,955 2 ‘ 
S. Cohen Tetbh.n. «5 sks cc eee. ve _. . 52,486,090 =, 
GDR ate Wie i, iden es oe el nedekn 08 49,537,354 £ A 
OT ee ore eee 48,997,556 hae’ 
The Milwaukee Journal gained 5,086,658 lines in 1955 pes 


over its 1954 record first place total for all newspapers. so a 
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176 Advertising Age, February 27, 1956 


Grand National Winning Recipe 


Pan Aon will thy yen 


30. Marlboro magazine and newspaper 
copy. 

Picked by Jack W. Smock, who com- 
ments: 

“I believe the Marlboro campaign mer- 
its first choice because it successfully 
accomplished two difficult objectives. 

“First, it changed the personality of the 
product from a cigaret with considerable 
feminine connotations, to a man’s smoke. 
Second, it achieved an individuality and 
distinction in cigaret advertising which 
set it completely apart from all other 
competitive campaigns. 

“Finally, and not the least important, 
it wrapped up its selling theme in a 
concise, believable and highly persuasive 
copy line. Naturally I, like everyone else, 
think the tatoos were a stroke of sheer 
genius.” 


...and by Edwin Cox because: 

“It makes a significant promise: “The 
filter doesn’t get between you and the 
flavor.’ But, far more importantly, be- 
cause it creates an entirely new person- 
ality for a cigaret, or kind of cigaret, 
that has seemed something less than 
red-blooded and masculine in the past. 

“This advertising has the sense to turn 
its back on the tired cliches of the cig- 
aret business. And it has the courage not 
to try to be everything to everybody. In 
my opinion it is one of the best cigaret 
campaigns of all time.” 


...and by David Ogilvy: 

“Because it is a triumph of image- 
building. Virility without vulgarity, qual- 
ity without snobbery. Already Marlboro 
has acquired a vivid personality in a 
chaotic field—and sales are great.” 


...and by Roy S. Durstine, who says: 

“These full page newspaper advertise- 
ments for Marlboro cigarets sell the 
flavor, the filter and the new box with 
the impact of a _ bulldozer—ignoring 
therapeutic claims, romance and psy- 
chiatry. If the feminine ivory-tip-back- 
ground of this brand needed revising, 
the rugged guys used in this series (tat- 
too marks and all) should lay that ghost 
forever.” 


...and by Bea Adams. 


31. ‘New York Daily 
posters. 

Picked by William Bernbach (Doyle, 
Dane, Bernbach), who says: 

“I have always believed that humor is 
a powerful selling tool. The Daily News 
subway poster campaign is an outstand- 
ing example of using humor to sell.” 


News’ subway 


32. Pan American Airways magazine 
copy. 

Picked by Walter Weir, who feels: 

“Of the many campaigns, in print and 
on the air, that come to mind as deserving 
of recognition, the consistently evocative 
campaign that Pan American World Air- 
ways has done through J. Walter Thomp- 
son seems to lay major claim to my affec- 
tions. Here again, as in the case of Ford, 
the advertising has been tied in with 
effective marketing—reflected best, I 
would say, in Pan Am’s selling tours and 
trips on a time payment plan. There was 
a day when it was felt only reclaimable 
durables could be sold on time—now peo- 
ple are trusted to pay for a vacation they 
have already enjoyed and returned from. 

“Pan Am’s color photography, I think, 
has been outstanding in the manner in 
which it has not only caught the atmos- 
phere of faraway places but captured the 
kind of scene that makes you want to see 
the place. It represents, to my way of 
thinking, a superb blend of art and com- 
mercialism.” 


33. Pan-American Coffee Bureau maga- 
zine copy. 

Picked by William Bernbach and “by 
Walter Weir, who comments: 

“So well established has coffee become 


that you might expect its producers to 
take its consumption for granted by this 
time. Yet at what is probably the height 
of coffee’s popularity—with more people 
being not only willing but eager to pay 
more per pound for it than at practically 
any other time in history, and despite the 
incredibly bad handling of the precipitate 
price rise not so long ago—the Pan- 
American Coffee Bureau has been run- 
ning what in my opinion is the finest 
advertising ever to appear in behalf of 
the bean, and some of the most credible 
and persuasive writing ever to appear in 
behalf of any product. 

“What is most remarkable about the 
advertising is its perfect marriage of 
highly competent writing with superb, 
highly realistic and communicative pho- 
tography. This is advertising that sells, 
primarily, an idea—the idea of a coffee 
break. But so well does it do this in my 
opinion, that it also sells superbly the 
general idea of coffee drinking. And so 
individualistic and persuasive is the ad- 
vertising, that I am confident it would 
prove equally effective in behalf of an 
actual brand. This is advertising that does 
great credit to advertising in general, that 
helps restore at least a degree of the es- 
sential credibility that advertising must 
have to remain effective but which so 
much carelessly conceived and recklessly 
executed advertising allows to run waste- 
fully down the public drain.” 


And Mr. Bernbach says: 

“The Coffee Break campaign included 
some of the finest, most realistic photos 
I have ever seen. In fact, they didn’t 
seem to be photos at all but rather the 
actual situation. This made me almost 
participate in the pleasure taking place 
in the scene.” 


34. Paper-Mate tv and magazine copy. 
Picked by Hal Stebbins, who says: 
“You mak ask: Is this Great Copy? 
“The answer: It’s a Great Sales Success. 
“In 1949 Paper-Mate was nothing. In 

1955 it sold out to Gillette for a tidy 

$15 million. In the intervening six years 

it sold 75 million pens—outstripping 
every competitor. A superior product 
coupled with courage and cash—that’s 

Paper-Mate. 

“Here’s a typical page in last year’s 
campaign: The headline is obvious. So 
are the heads that illustrate it. The pens 
fan out in catalog formation. The whole 
thing is brilliant because it’s practical. 

“Just as there are two hearts on each 
Paper-Mate clip, so two media should 
share twin credit for this masterful sales- 
performance: magazines and tv.” 


35. Parker Pen magazine copy. 

Picked by Leo Burnett (who identified 
it as “the brilliant series by Thompson 
just before the account shifted”) and by 
Jack Baxter because: 

“In my private purgatory, there’s a 
special spot reserved for the copywriter 
who says: ‘Let the art department figure 
out what kind of a picture to put in the 
ad!’ But here’s a dream campaign where 
copy and pictures work hand-in-hand to 
register a solid sales point for the prod- 
uct. I can’t imagine anyone who wouldn’t 
call this great advertising.” 


36. Pillsbury Flour magazine copy. 
Picked by William Bernbach because: 
“I have only this to say about my first 

choice: It made me want to eat the cake.” 
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| MORE AUDIENCE™ THAN 
ANY STATION IN BALTIMORE 


b seassccassees TMA O WAL 


a o" 


WNBF-TV, BINGHAMTON, N.Y. 
DELIVERS DAY AND NIGHT 
SEVEN DAYS A WEEK-AT 


LOWER COST PER 1000. 
YOUR BLAIR-TV MAN HAS 
THE EVIDENCE FOR YOU. 


* Also more audience than any 


station in Kansas City, Buffalo, A ZPOANGLE SEO. 


Minneapolis-St. Paul, Houston, 

Milwaukee and other major W md =] F - T V 
markets; at lower cost than : Cteetewren. Hee reese 
every station in eight out of 

the ten major markets. Channel 12 
Telepulse, December, 1955. NBC-TV * ABC-TV 


oe: UCU” SO Oe ee oe, ae 0 SS ope Bese ee ee dat 4 oa 52 ee ime a is He ap 4 ar 
ee Bite eit ee ers ‘ed ue | eh ee ate ea fest aa a cee Rc eee a ee RT 3 aaa , 
~ Mair iy "ee eee eck as a re Ries phe | eM a ee ‘Cee: Poa 5 1 SE ee  ! a, > Be Bog 
s vaiseeaiie — - a pot Sige (a Soke ot am i elt ee Se ean ee wr, ja i: 
: . al ae ; : 2 Kg - Oo, Se." ss. Cee 
. + 
a 
6 ) i 
J] 
| 
dt 
4 
i 
t : 
. 
4 
p 
a 
, _ e 
". 
4 
| ie 
ie 
ait 
wl 
) ad 
‘ 
:' 
7 o 
a 
y a 
j f 
. 
4 = 
i) c 
3 
: , 
} — 
} : 
/ “i 
| > 
} a: 
+ | a 
4 ch 
ee | 
| . 
i 
7 EE, LSS I TE Ta ee -— eae ere a ve a ana ORE A |. 2 De eS = tS at ae : Pe ot arte Oe arias Sars * 3 
: ES a i en ae oh ee eee ee ere 5. a gt bags ae i ae 
ee fy Bee) HE 13, Sa ee “aa arr as See : tee TS 8 SN ee eee. aa 7 Fak Oe k 


refreshes 
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37. Pepsi-Cola magazine and newspaper 
copy. 

Picked by Maitland Jones because it 
is “a brilliant example of how advertising 
can help raise a semi-schlag product to 
respectability—and profit.” 


...and by Bea Adams. 


...and by Jack W. Smock, who says: 


“The Pepsi-Cola magazine and outdoor 
campaign has been running for more than 
a year, of course. Nevertheless, I feel 
that it deserves a vote for a solid, sales 
building job well done. This is another 
campaign that succeeded remarkably well 
in changing the personality cf the prod- 
uct at the same time it was putting over 
a very convincing sales message.” 


...and by Howard A. Jones because: 


“I know it was effective, because it 
obviously uptraded a product that had 
been promoted on a price appeal, and 
because it ate into the consciousness of 
all competitors in a most competitive 
type of business. I choose newspapers as 
the most deserving medium because of 
the tremendous impact value.” 


38. Puerto Rican Rum copy in news- 
papers and magazines. 

Picked by Kenneth W. Akers and Cur- 
tis Berrien. Neither one expounded on 
the reasons for their choice. 


39. Qantas Airlines magazine advertising. 
Picked by Dan Bonfigli because: 

“The Qantas campaign is an outstand- 
ing example of successfully making a big 
noise with comparatively little money 
and lots of ingenuity. At a time when 
everyone is talking about astronomical 
e- ad budgets in order to do any kind of 
job nationally, it is extremely gratifying 
to see it done creatively and economically 
with a BIG idea. $10,000 bought a world 
of advertising in this instance. What fun 
it must have been to be the client! Air- 
lines have been consistently conservative 
in their advertising approach. This cam- 
paign could be called off-beat, yet it is 
attention-getting as well as dignified. As 
an added plus and with no extra money, 
it did a tremendous public relations job.” 


...and by John K. Barton, who ex- 
plains: 

: my “My principal reason for nominating 

WIN A NEW 1955 KANGAROO this campaign is the unusual skill with 

and my emd of selt-csteom which the copywriter and art director 

handled what is ordinarily one of the 
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most treacherous techniques, that of 
reckless and uninhibited kidding of the 
‘product’ and of the reader, too. Unless 
flawlessly handled, the ‘fun’ treatment 
distracts the reader from the sell, and 
winds up spending the client’s money not 
to make a sale but to display an adman’s 
overweening cleverness. 

“In this case, however, the creative 
team which did this job knew exactly 
the characteristics of the market at which 
they were shooting. They knew exactly 
the objective which the campaign had 
to achieve. As a result, they utilized the 
amusement technique perfectly to make 
a very large group of prospects for air 
travel to Australia and the South Pacific 
aware of Qantas, of its new equipment, 
and of its advantages. Therefore, this 
looks like at least second best out of 
all the campaigns that ran in 1955.” 


...and by Roy S. Durstine because: 

“In a year when so much off-beat ad- 
vertising has appeared, and so much of 
it has fallen on its foolish face, this zany 
campaign for Australia’s Overseas Air- 
line was my favorite. From the headline 
to the coupon (not forgetting the aster- 
isks) every line of it was hilariously con- 
ceived, written with spontaneity and care, 
and—brother! how it sold the airline. 
Did I say zany? Yes, like a fox.” 


40. Rheingold beer advertising. 

Picked by John Toigo, who says: 

“I am sure that the quality of Rhein- 
gold is made more evident by the quality 
of its advertising. In a product which 
is social as well as personal in use this 
can be very important.” 


41. Safeway Stores outdoor posters. 
Picked by Clair G. Henderson because: 
“The ‘Safeway’s the place to buy’ post- 

ers have been uniformly excellent and 

their continuing use hammers home a 

basic sales message without loss of fresh- 

ness or interest.” 


42. Sanforized campaign in magazines. 
Picked by Curtis Berrien, who says: 
“Because it breathes new life into an 

old story.” 


43. Saran Wrap tv commercials. 
Chosen by Maitland Jones, who says: 
“The best example of imparting infor- 

mation interestingly without gadgets or 

gimmicks.” 
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In the space of a few weeks this advertisment in the March ARGOSY sold thousands 
of pairs of shoes. We call it our Pony Spread with Dealer Listings, and we can tailor 
it for a manufacturer with 100 to 10,000 dealers. Mr. L. G. Morris, advertising man- 
ager of Endicott Johnson Corporation, said this about it: ‘‘| have rarely seen our 
salesmen as enthusiastic about anything as they are about this ad...it will be 
merchandised to our dealers as no ad has been before.’’ Mr. Morris has expressed 
the general feeling about this spread very well. ra a matter of fact, he has already 
scheduled a second one for September. 

Another manufacturer who wanted to sell his products, and gain dealer sup- 
port, scheduled this highly promotable spread in the April ARGOSY. Watch for it. 

The Pony Spread with Dealer Listings is one way ARGOSY is moving ahead. 
Editorially it's doing the kind of job that is sky-rocketing circulation to all-time 
highs. The estimated average for the last six months of 1955.is 1,292,000, a new 
high and a big plus over the 1,250,000 A.B.C. guarantee. And publisher's estimates 
for the first three months of 1956 keep the trend up, sizably so, with 1,470,000 
for January, 1,480,000 for February, and 1,380,000 for March. 

That’s just another reason why more and more advertisers are turning to 
ARGOSY. We just closed our seventh month in a row with a linage and revenue 
gain. Along the way ARGOSY carried more linage than any other general man’s 
magazine in two of the first three months of 1956. That's a first for ARGOSY and 
another example of continued growth. 


If you want to sell products to men, we suggest you use the progressive maga- 


zine in the men’s field that continues to gain in linage, circulation ... and stature. 


ARGOSY 205 East 42nd Street, New York 17, N. Y. 


the complete man's magazine 
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44. Schweppes print and broadcast ad- 
vertising. 

Picked by Hal Stebbins and by Edwin 
Cox, who says: 

“David Ogilvy has shown us, perhaps 
better than most of the practitioners of 
our time, that the way to make advertis- 
ing conspicuous is not with hammerblow 
layouts and wheed-up rhetoric. This Bar- 
num with the Oxford accent can be 
audacious with the unaffected good man- 
ers of a child. And he is a born master 
of the art of differentiating one product 
from others and of creating a brand per- 
sonality. Whether his device is an eye- 
patch or a face-full of red whiskers, you 
cannot forget his products or the things 
he has to say about them.” 

Hal Stebbins, emphasizing tv spots, 
says: 

“Commander Whitehead, we _ salute 
you! 

“Which is another way of saying: 
David Ogilvy, front and center! This time 
for Lady ‘X’—a 60-second tv spot that 
spans the world and spins a great sales 
story. Hong Kong, Algiers, Cairo, Lon- 
don, Paris, Rome—but always (with or 
without benefit of Freud) with Gin and 
Tonic as its thread.” 


45. Smirnoff Vodka magazine copy. 

Picked by Jean Wade Rindlaub and by 
Jack Baxter, who said: 

“For really lifting liquor advertising 
out of the bottle & glass school, Smirnoff 
deserves a special toast. The bolts-&- 
nuts boys may not understand it—but 
would hard sell have so sensationally 
skyrocketed sales of this strange Russian 
drink? Imitators have tried to mimic its 
sophisticated off-beat approach, so, if 
I were Smirnoff, I would now try some- 
thing new. To the followers there would 
then be nothing left but the empty echoes 
of their footsteps.” 


46. Sugar Information Inc. print copy. 
Picked by John K. Barton, who says: 
“It seems to me that this is the classic 

job of the year because it so skillfully 
used the emotional appeal of human self- 
indulgence to overcome an almost un- 
conquerably entrenched prejudice and 
popular belief. It is notable for some out- 
standing technical virtues. 

“The first of these highly commendable 
factors is the extreme simplicity of this 
campaign. In layout and in copy it di- 
rects itself toward the one objective of 
selling people, particularly women, that 
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sugar, so far from being ‘fattening,’ can 
be used as an aid to persons who want 
to control weight. No other consideration, 
no side issues, interfere with the presen- 
tations of a personal benefit, to every 
sweets-loving weight-watcher. 

“Second is its very fine organization, 
which presents the benefits of sugar 
clearly and factually. The third is its 
sincere and moderate tone. This goes a 
long way to make a potentially unbe- 
lievable claim thoroughly acceptable.” 


47. Union Oil Company of California 
magazine ads. 

Picked by Kenneth W. Akers because 
of the excellent public relations job they 
perform for the company. 


48. U. S. Brewer’s Foundation magazine 
ads. 

Picked by David M. Botsford, who says: 

“ ‘Beer Belongs—Enjoy it,’ is my No. 2 
choice of outstanding campaigns. Surely 
it is the best possible answer to millions 
of Americans who would still vote dry. 
No other alcoholic beverage, except per- 
haps light wine, could be presented in 
such natural home atmosphere. 

“IT think your readers will agree that 
this campaign of the brewing industry is 
an almost perfect example of the old 
Chinese adage that ‘a picture is better 
than 1,000 words.’ And you couldn’t im- 
agine planning such a campaign as this 
except in terms of a series—a year’s cam- 
paign created at one time. Otherwise the 
ads couldn’t tie together so perfectly.” 


49. Viyella magazine advertising. 
Picked by Jean Rindlaub, who did not 
elaborate on the reasons for her choices. 
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out of the DOG HOUSE ece 


setting new records 


FARM AND RANCH sold more subscriptions—445,736—in 1955 than have 
ever been sold in the South in one year by amy farm magazine. 


And looking ahead .. . 


Higher quality, whiter paper stock beginning with the May, 1956 issue . . 
more four-color editorial pages this year . . . . more new advertisers. 


TODAY FARM AND RANCH is your best buy for 
Southern coverage... . 


Editorial vitality—FARM AND RANCH'’s unique edi- 
torial concept makes it the one Southwide farm maga- 
zine editorially in time with today. 


Editorial response—By every comparable editorial index 
(letters to the editor, house plan and pattern orders, 
reprints, etc.) FARM AND RANCH reader response 
is unchallenged in the South. 


Editorial page—*“Straight Talk,” most-quoted and re- 
printed of any in the farm field. 


More primary readers per copy than any other South- 
wide farm magazine. 


More circulation in the South than any other farm 
magazine. 


Circulation quality (economic status, size of farm, equip- 
ment) as good as—or better than—any in the South. 
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KC&S Art Service Bows 
KC&S, new advertising 

service, has opened studios at 

W. 42nd St., New York. 


tn the past three years, the following 
organizations have called on us for 
two or more motion pictures: 


ARMOUR AND COMPANY 

AVCO MANUFACTURING 
CORPORATION 

CINCINNATI UNITED FUND 

CROSLEY-BENDIX HOME 
APPLIANCES 

ECONOMICS LABORATORY, INC. 

THE KROGER COMPANY 

NATIONAL RESTAURANT 
ASSOCIATION 

WESTERN AND SOUTHERN 
LIFE INSURANCE COMPANY 

Let us help you solve your communi- 


cations problems through quality mo- 
tion pictures. 


OLYMPUS FILM PRODUCTIONS, INC. | 


2222 Chickesaw, Cincinnati 19, Ohio | power is placed in the hands of a 


(Continued from Page 182) 
dustry in particular, Mr. Burns 
stated: “The concentration at the 
level of the automobile manufac- 


but to the government enforcement 
agencies as well.” 


® Referring specifically to General 
Motors, he said, “The enormous 
size of that corporation—with more 
than 500,000 stockholders, more 
than 600,000 employes, plants in 
119 cities of the U.S. and in many 
foreign countries—has caused 
many to pause and ponder whether 
it is in the public interest to allow 
it the same freedom of action as is 
| permitted to small business . . 


FGZEZOW 
T2Ooved... 5 


At the point of sole, Five full color pages 
in UFE* procksimed Toni’s “Red Mirror” 
Micwinter Beauty Uft promotion, timed 
ond fied te Tod product coverage on a 
narior-wide: stale. This debonair cor- 
rugated flier stand was rubberplote 
printed by Gibraltar’s exclusive new 
Varnichlor Prorets in vivid red, three 
exquisite shades of blue, on white 
stock. Lithegraphed superstructure by 
Einson-Fresman Co. 


Viant aw AitSeason Soles Lift? Just call 
ii, on Alan From Gibraltar. 


a 


or 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 
pA ‘Giethie! Be 4: bron, oy 
MEW YORE. LACKAWRANS 4.7684 © NEW JERSEY: GREGORY 1.1450 
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-«| Benevolent Monarch’ General Motors 
Haunts Independent Auto Parts Men 


turer is causing concern not only | 
to the automotive parts industry, 


« A 
{tremendous amount of economic) 


few corporate managers. Is it wise! 


| association’s fight against “coercive 


| tising offices. 
|direct policy in the midwestern 
| office 


H aon : 
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‘Merchants Oppose 

N.Y. Crackdown on 

Retail Financing 
(Continued from Page 3) 


bill,” he said. “If a buyer, for ex-| i 
ample, has moved furniture out of | # 
the state it might cost much more|# 
than that to recover.” |e 
Mr. Allanson called for a care-|' 


| public policy to have a few persons 

in a position to control so large and 
important a segment of the econ- 
omy?” 


s Mr. Burns said that GM’s power | : : 
is 90 great thet dealers refused| ful study of the finance and instal-| 


to testify before the government | ment contract business before any | 


about GM violations for fear of sd ———— 


ing cut off by the corporation. 

“As long as the power of General | 
Motors over its dealers is so great} and Assemblyman Dubin of Forest 
that they fear to tell the truth to| Hills defended the measure, while 
|government officials, no laws can| agreeing to consider amendments. 
be effective ... Regardless of what! Each cited examples of flagrant A 
Detroit says General Motors is, the | malpractice in instalment contracts Daily News on March 19. At oe 
testimony of the dealers revealed | and pleaded for support of the bill| #™e, Mr. Gore was advertising 
that they were compelled to pur-|to protect “the little man.” | manager of Marshall Field & Co., 
|chase parts and accessories from! “Complaints multiply year by | Chicago. 

General Motors for fear of losing | year,” Sen. Helman said. “We’re 
their franchises,” he said. trying to establish law and order) helped draw up the bill, said it 

On plans of General Motors to in the auto business.” | was designed to halt the taking of 
induce its dealers to act as whole-| (Dr. Persia Campbell, the gov-| huge profits out of financing, rath- 
‘salers in direct competition with |/ernor’s consumer counsel, who er than out of the selling of goods.) 
|independent jobbers, Mr. Burns 
| said: 

“The anti-trust laws do not pre- 
vent the institution of this plan| 
... This would immediately elimi- 
nate more than half the market of 
the independent distributor . . | 
If the independent ay agente 


® Sen. Helman of New York City|BupD GoRE, publicity director of 
Halle Bros. Co., Cleveland depart- 
ment store, will become retail ad- 
vertising manager of the Chicago 


vanish from the scene, the parts 
manufacturer will be at the mercy 
of the car manufacturer.” 


® On the effects of such plans on} 
the general public interest, Mr. | 
Burns stated: “Eliminating thous- | 
ands of independent business men 
would definitely be a great social 
loss to the country. Economic con- | 
siderations are not the sole test of | 
benefit to the public. Congress has 
definitely adopted a policy of pro- 
tecting independent business en-| 
terprises. The objective is to main-| 
tain a system of free enterprise) 
where the door of opportunity is) 
always kept open to individual in- | 
itiative and incentive.” 


The 
Caples 
Ompany 


225 East Erie Street 
CHICAGO 


NEW YORK +» OMAHA 
LOS ANGELES - SAN FRANCISCO 


® Harold T. Halfpenny, legal coun- 
sel for the association, told the 
meeting, “General Motors is a 
monarchy in the midst of a democ- 
racy and as such is contrary to our 
American heritage.” 

He told the members that the | 


practices, misrepresentation and 
false advertising” on the part of 
General Motors has forced GM 


|to “throw temporary crumbs your 


way to temporize your present 
stand against their illegal activi- | 
Referring to the appearance be- A n advertising agency 
fore the Senate anti-trust and 
monopoly subcommittee recently | 
by Harlow Curtice, president of | 
GM, he said, “Careful study of Mr. 
Curtice’s statement brings only one 
conclusion—that he claims and ad- 
mits that General Motors is a ben- 
evolent monarchy, and because of 
the kindness of its present rulers, 
the citizens of this country have 
nothing to worry about. I, for one, 
want no part of any monarch, ben- | 
evolent or otherwise. It is contrary | 
to our American heritage.” 


whose clients are the 
most important people 
in the world. The work 
it does for them speaks 


for itself. 


‘Vogue’ Appoints Three 


Harold C. Wheeler has been ap-'| 


|pointed western advertising di-| 


rector of Vogue, and Harold S. 
Zewiske has been named western) 
advertising manager of the mag- 
azine. Both men will continue to) 
operate from the Chicago adver-| 
Mr. Wheeler will | 


Now in its 36th year of 
successful operation 


and territory, and Mr. 
Zewiske will head the midwestern 


|sales operation. Charles E. Reed 
jhas been transferred from the 


western space sales staff of 
House & Garden to the space sales 
staff of Vogue, both Conde Nast 
publications. He now will cover 
Minneapolis, St. Paul, Wisconsin 
and part of Chicago. 
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Ralston Purina Drops 
All Boxtop Premiums 


(Continued from Page 3) 

ums originated in San Francisco 
last summer, less than a year after 
the agency was appointed to handle 
all Ralston consumer product ad- 
vertising (AA, Sept. 27, ’54). But | 
it could not be put into effect until | 
all of the old packages and a heavy 
backlog of premiums could be dis- 
posed of. 


bert” tv show. The week of Feb. | 
27 will see the first of the Ralston | 


commercials emphasizing the no- 
premium promotion. 


Lowe Joins R&R as A.E. 
Albert V. Lowe, formerly with 


General Electric as manager of 


Modern Mergers Can 
Get Unmanageable, 
D&B Expert Warns 


(Continued from Page 2) 
mergers, according to Mr. Foulke, 
is characterized by “conglomerate” 
acquisitions—combinations of un- 
related lines of business under a 
single ownership or management. 
These include such “bizarre and 
unique” combinations as an an- 
|thracite coal mine acquiring a 
|}manufacturer of men’s and boy’s 


| skilled management. 


“It is not impossible, but it is ex-| 


tremely difficult, to take two very 
| different lines of business and 
|make them mesh together in an 
lefficient, profitable manner,” Mr. 
| Foulke writes. “The wider the dif- 
ference in the lines of business, the 
| harder the management job.” 


|s To illustrate the problems that 
go with modern “conglomerate” 
merging, the author touches upon 
International Harvester’s sale of 
its household appliances plant to 
| Whirlpool-Seeger Corp. for $19,- 


advertising and sales promotion of | underwear, a manufacturer of| 000,000. Harvester decided to get 


major and small appliance divi-| oor finishing machines becoming 


sions, has joined Ruthrauff & interested in a department store 


® In the past few weeks, however, Ryan, New York, as an account| 


Ralston packages have told of the 
change with the bold slogan: 
“Look Ma, No Premiums.” 

Copy, prepared under the super- | 
vision of Ernest J. Hodges, GB&B | 
account executive, warns consum- 
ers as follows: | 

“In this box you’ll find no trad- | 


}and an assembler of motor trucks 


executive. He will handle commer- | taxing over a chain of supermar- 


GE’s air conditioning division. 


Smith Joins ‘Air Conditioning’ 


Rex Smith, former football star 
at the University of Illinois, has 


|cial and industrial departments of | ets, 


|mergers have been motivated by 
'a desire to diversify “merely for 
the sake of diversification,’ Mr. 


ing cards, space ships, fission guns. | joined the Chicago office of Air|Foulke warns that the success of 


Nothing that rips, roars or rolls, | 


Conditioning & Refrigeration News 


| operating radically different busi- 


goes sh-boom or even ptt... No| as an advertising representative. | nesses will depend upon a highly 


Venetian poison rings, slave brace- | 
lets, car jacks or pictures of Yose- 
mite. 

“This box contains 6 ounces of | 
crunchable, munchable Rice Chex 
. . . the cereal of 999 uses from 
Checkerboard Square. You eat ’em 
with sugar and milk or cream. 
Everybody in your family will like 
the people-lovin’ flavor of these 
bite size little biscuits of toasted 
rice. 

“If you want gadgets instead of 
gastronomics, your local Five and 
Ten will gladly help you. We take 
pride in bringing you the yummi- | 
est ready-to-eat cereal you can 
buy. Why should you be bribed 
to eat it?” 


® Already the reaction from con- 
sumers, according to Mr. Hodges 
and Robert J. Piggott, ad manager 
of the company’s grocery products 
division, has been “nothing less 
than phenomenal.” 

“Apparently, so far as consumers 
are concerned,” Mr. Hodges de- 
clares, “the action was long over- 
due. Perhaps the kids won’t like 
it, but the parents who pay the 
bills seem to love Ralston for it. 

“Eventually,” Mr. Hodges con- 
tinued, “other manufacturers may | 
get the courage to take the same 
step. Actually no one likes the 
premium, except maybe the kids. 
Premiums are an expensive addi- | 
tion to merchandising, and often. 
are used with products that should 
sell directly on their own merits. | 

“In the breakfast food field par- | 
ticularly,” Mr. Hodges pointed out, 
“premiums in cereal packages have 
caused retailers all sorts of head- 
aches, with such problems as pack- | 
ages ripped open in the store by | 
kids trying to get some kind of a | 
gimmick or toy that often falls. 
apart as soon as they get it home. | 


= “And parents, as hundreds of | 
them have written to Ralston Pur- | 
ina, have been forced by their | 
children to buy, not on the basis | 
of product merit, but rather be- 
cause of some wild premium the | 
neighborhood kids were collect- 
ing.” 

To back up its “Look Ma, No 
Premiums” campaign, Ralston has 
planned an extensive series of vis- 
uals for use on the “Ethel and Al- 
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Marie does it 
FASTER... 


complete mailings, multl- 
graphing, se 
ing, addressing, fill-in on 
multigrephed letters, 
planographing. 
Marie keeps your Mail- | 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
uick service and fast delivery 
ALL WAbash 2-8655. 


a Leller Mt 1 


431 S. Dearborn Street, Chicago 5, tl. 


lout of the household appliance 
field, Mr. Foulke says, because of 
the huge cost of advertising and 
establishing regional sales offices, 
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|and because it did not have a full 
appliance line. 

“There must be a reason behind 
the addition of a new product or 
a line of new products,” Mr. Foulke 
warns in conclusion. “Existing fa- 
cilities, knowledge and organiza- 
| tion must be used to some degree 
for a ‘combination’ to have a rea- 
sonable outlook for success.” 


Kasco Trys Network Radio 
Kasco Mills division, Corn Prod- 
ucts Sales Co., Toledo, has bought 
segments of “Arthur Godfrey 
Time,” “Houseparty” and _ the 
“Robert Q. Lewis Show” on CBS 
Radio. This is the company’s first 
use of network radio. Time for 
Kasco dog ration was bought 
through Clark & Bobertz, Detroit. 


ile Noting that too many of these SURE STRIKE! 


Manufacturers of fishing tackle and 


in 
11,047 selected top tackle dealers and 


} 


FISHING TACKLE TRADE NEWS 


can’t miss getting bigger strikes from advertising 
in FTTN—the top specialized book covering 


related lines 


jobbers. 


WILMETIE 
ILLINOIS 


AVIATION MARKET AIDS: 


How effective is your aviation advertising? 


| AR 


With this 72-page research report you can 
compare aviation advertising with that of 
competitors or manufacturers of similar 
products ... study their layout techniques 


and copy approach. 


This valuable book breaks down Starch 
readership studies of some 800 AVIATION 
AGE advertisements into 17 product or 
service groups. Each section summarizes 
ratings of all advertisements Starched in 


Also available: 


advertisement. 


per copy. 


that group...reproduces high-scoring ads 
with “Noted,” “Seen Associated” and 
“Read Most” ratings. Number of in- 
quiries pulled also appears with each 


Prepared as a special service for AVIA- 
TION AGE advertisers, the report is now 
also available at cost to all advertisers in- 
terested in the aviation market — $2.00 


The Aviation Market ...to help you evaluate aviation business magazine coverage of man- 
ufacturing, air transport and military aviation markets. Tells you how many readers — by 


number and job function — are reached by these magazines . . 


. with 


graphs and audited 


circulation figures. Here’s basic information every aviation marketer should have. Free. 
Technically Speaking ... a 16-page folder analyzing the difference between business manage- 
ment and technical management in aviation. Explains the technical information needs of the 
men who specify your products. Free. 
Market Intelligence Newsletter ...to help keep you abreast of aviation marketing develop- 
ments. Issued twice monthly, it is available free to aviation sales and marketing executives. 
Ask to have your name added to special mailing list. 


DVERTISEMENTS. I enclose $2. 
MARKET 
SPEAKING 


for MARKET INTELLIGENCE 


AVIATION AGE, a Conover-Mast publication 
205 East 42nd Street, N. Y. 17, N. Y. 


0 etenes send Srapen-Batee Avietten 
0 Please send free copy of THE AVIATION 
0 Please send free copy of T&CHNICALLY ~ 
DC Please add my name to your mailing list 
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Arrow Press, Rudge’s Merge 


Arrow Press Inc. and William E. 
Rudge’s Sons, New York printers, | 
have merged into a single corpora- 
tion, Arrow Press Inc. Each plant, 
however, will retain separate iden- | 
tities. Maxwell M. Geffen of | 
Rudge’s will be chairman, and | 
Jacques Pollack of Arrow will be| 
chief operating executive. 


Free & Peters Boosts: Thompson 

Jack Thompson, who has been 
with Free & Peters in New York 
and Chicago for several years, has 
been named assistant sales man- | 
ager for radio by the station rep- 
resentative. 


Want to deliver 2,975,000 
sales messages to metal- 
working industry exec- 
utives in one year? 

Use AMERICAN 

Sen 4 Daily Newspaper of 

’ the Metal Industries 


METAL MARKET 
18 Cliff St., New York City 38 


New York, Feb. 21—Public rela-| 


tions was depicted as a necessary 
complement to advertising in four 
talks delivered here last week at a 
workshop meeting sponsored by 
the Assn. of National Advertisers. 

Significantly, it was the first 
meeting on public relations ever 
held by the ANA. 

An advertising manager, an 
agency pr director, a company pr 


executive and an independent pr | 


counselor all testified to the grow- 
ing importance of the public rela- 
tions 
scheme. 

R. M. Gray, advertising manager, 
Esso Standard Oil Co., told the 


meeting that in recent years it has | try 


become “increasingly evident” that 
advertising and public relations 
must work together “if our mutual 
goals are to be achieved.” - 


function in the marketing) 


Complementary Roles of Advertising, 
Public Relations Told at ANA Meet 


Mr. Gray defined the main func- 
tion of public relations as the de- 
velopment of favorable attitudes 
| toward the company on the part of 
| all segments of the public. He de- 
| scribed several cases where adver- 
|tising and pr worked together at 
| Esso. 
| 


|® Esso’s principal television ve- 
hicle in 25 major markets is a five- 
nights-a-week news show. This 


vehicle was created by the ad de-| 


partment, but the pr department 
has been utilized to prepare a 
|schedule of commercials designed 
to inform the public on some of the 
major issues facing the oil indus- 


“The reaction to these messages 
has been so favorable that this co- 


sponsorship has become a con-| 


tinuing policy,” Mr. Gray said. 
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Giving another example, Mr. 
Gray said the pr department is be- 
hind the current series of print ads 
placed by Esso Research & Engi- 
neering Co. This series plays up 
the end product uses of Esso re- 
| search. 


Advertising and public relations | 


also cooperate in Esso’s safety 
campaign. Outdoor posters promot-| 
| ing highway safety appear on 10% | 
of Jersey Standard’s panels, 650) 
safety messages ran on Esso’s tv) 
news shows last year and 18,000 
safety reminders were heard on the 
company’s radio news shows. 

Mr. Gray emphasized that this 
|pr-advertising cooperation has 
“really just begun—and the years 


of it.” 


| ® W. B. Stevenson, vp and director 
| of public relations, Benton & Bowl- 


|es, highlighted pr’s role in laying 
|down “a backdrop of understand-| 
|ing and acceptance which will| 
| fertilize the ground on which the | 


advertising must take root.” Mr. 
| Stevenson said pr people “have| 
| been slower than we should have, 
been in turning our attention to the | 
task of helping sales management 
get its job done.” | 

Mr. Stevenson, who came to) 
B&B from Pillsbury Mills only six! 
months ago, outlined three areas of | 
public relations service for an ad-| 
vertising agency: 

1. Helping clients bring out new | 
products. An agency pr office can) 
test consumer acceptance of a pro-| 
posed product. It can also help in| 
the field of stockholder and finan-| 
cial relations in the event new cap- 
ital is needed to bring out new 
products. 

2. Public relations of the adver- 
tising itself. Pr people in an agen- 
cy can be utilized to check all ads 
to insure they are accurate and “in 
good taste to all groups, both cul-| 
tural and special interest, who may | 
see or hear it.” 

3. Institutional advertising. Pub-| 
| lic relations is a valuable tool on 

accounts such as the Assn. of 
| American Railroads (B&B), where 
advertising is used “to convey an 
| idea or a point of view.” 

| 
® William G. Werner, director of | 


to come will see much, much more 


TIME 


la revista noticiers sexmma! 


LIFE en ESPANOL 
y 
LIFE INTERNATIONAL 


tambien campeones de |a lfbertad de prensa, 
thenen el placer de saludar hoy al hhano 


a) volver a ocupar sa merecido puesto como uno 
de los grandes perodicos del muada 


WELCOME BACK—Time Inc. was one 
of the few American companies to 
get space in the Feb. 3 La Prensa, 
first issue put out by Alberto 
Gainza Paz since the Argentine 
government restored his paper. 
Two-column insertion hailing the 
event, placed by Young & Rubi- 
cam, ended up on the editorial 
page. 


& Gamble, said admen and pr men 
are two different kinds of people, 
whose views should be closely co- 
ordinated in a well-operated or- 
ganization. 

He suggested that this coordina- 
tion could be achieved by having 
basic advertising plans routed 
across the public relations desk; 
similarly, he said, public relations 
proposals should be routed to the 
advertising department. 

Mr. Werner said this cross- 
checking should be carried out in 
all phases of the marketing opera- 
tion. 

As an example of how pr can 
make advertising more effective, 
Mr. Werner told about P&G’s in- 
troduction of synthetic detergents 
in the ’30s. The detergents looked 
like soap but were different in sev- 


/eral respects. As a result, he said, 
|there was considerable public ig- 


norance about the new products. 
P&G's public relations depart- 


| public and legal services, Procter ment produced a pamphlet, “20 


COVERAGE 


make a 


good 


It takes nothing less than the best possible 
engraving to make sure the original advertising 

idea has been properly presented to the 

reader. Quality engraving and electrotyping for 64 
years has been the rule rather than the exception 
at GLOBE... as so many leading advertisers and 
agencies can quickly testify. 


GLOBE: 


ENGRAVING jii{, ELECTROTYPE COMPANY 
711 South Dearborn Street * Chicago 5, Illinois 


JUST CALL . . . HArrison 7-5305 


impression! 


97% 


A CROSSE COUNTY 


| L 

OF ALL HOMES IN THE 
| COUNTIES SHOWN 
Ost Syn 


WISCONSIN 


Che Da Crosse Tribune 


Getting Better All the Time 
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Questions on Synthetic Deter-| 
gents,” which was widely distrib-| 
uted to educators, lecturers, physi- 
cians and writers. Mr. Werner 
said this pamphlet helped to “dis- 
pel the misconceptions and fears 
surrounding these new products” 
and made the advertising “more | 
quickly effective.” 


= Bert C. Goss, president of Hill 
& Knowlton, discussed the role 
played by the large public relations 
counseling organization. Mr. Goss 
said such companies work with 
advertising in three ways: 

1, “We often recommend adver- | 
tising as one of the important tools 
to be used in a broad public rela- 
tions program.” 

2. “We often find ourselves serv- 
ing as advisor to a client’s adver- 
tising department on problems 
with which public relations people 
have special background and ex- 
perience.” 

3. “We often turn to the adver- 
tising people’s rich reservoir of 
special experience involving the 
whole broad field of marketing.” 

Mr. Goss said pr is becoming 
more important to management as 
society “grows steadily more com- | 
plex.” Maintenance of public good | 
will has become more important to | 
companies, he pointed out, because | 
“the forces critical of business in | 
general, and the forces likely to be | 
found opposed to a particular cor-| 
poration in a given crisis or prob- 
lem, are becoming more skilled and 
experienced in public relations on 
their own.” 


® The view that publicity is the 
only service rendered by a pr or- 
ganization “has become out of 
date,” Mr. Goss told the meeting. 
To prove his point, he reported that 
the publicity department at Hill & 
Knowlton accounts for only about 
6% or 7% of the total staff. 

Mr. Goss said that in addition to 
publicity, today’s public relations 
company serves management in 
such fields as education, commu- 
nity relations, employe communi- | 
cations, public opinion surveys, | 
Washington relations and foreign | 
operations. 

Mr. Goss predicted that the use | 
of institutional advertising “‘to tell 
a company or industry story” will 
increase as more and more busi- 
nesses compete for public atten- | 
tion. | 


Enka Sets Jetspun Drive | 

American Enka Corp., New 
York, maker of Jetspun, solution- | 
dyed viscose yarn, will step up its | 
advertising in the seat cover field 
this spring. One-minute films on) 
Jetspun will run in drive-in) 
theaters throughout the country 
during May and June. A full-color | 
page will run in the May 15 
Saturday Evening Post, backed up. 
by a promotion display kit for 
seat cover dealers. The kit in-| 
cludes ad reprints, mats, posters, 
streamers and counter cards. An-| 
derson & Cairns, New York, is the | 
agency. 


McGraw-Hill Boosts Lanier 

William D. Lanier Jr. has been | 
appointed by McGraw-Hill Pub-| 
lishing Co. to the new position of 
southeastern division manager, ef-| 
fective March 1. Mr. Lanier will | 
make his headquarters in Atlanta. 
He has been a sales representative 
of the company there since 1954. 
He joined the company in 1947 on) 
the promotion and research staff 
of Aviation Week. | 
Dietetic Foods on Way Up 

The dietetic food business has | 
shown more striking gains in the | 
past 20 years than any other phase 
of the food industry, according to | 
Food Engineering, McGraw-Hill 
publication. Sales volume for 1955 
is estimated at $250,000,000 and 
there are now more than 200 com- 
panies active in the field, the 
magazine reports. 


Housewives Sometimes Are Foolish, Hasty, 


Unfair, Dishonest, Says Montreal BBB Head 


MONTREAL, Feb. 21—Mrs. Con-|business has honest intent,” he, 
sumer could—and should—be a/ said. 
\lot smarter about spending her 
money. # Addressing the Quebec English- 
So asserts Claude Root, presi-| language branch of the Canadian | 
dent of the Better Business Bureau | Assn. of Consumers, Mr. Root sug- 
of Montreal. It isn’t always easy gested the organization appoint a 
to protect consumers against their small consumer panel (1) to learn 
own “folly and hasty judgment,” | what to watch for, (2) to criticize 
he declares. intelligently and (3) to lend a) 
Often, he adds, Mrs. Shopper is hand in supplementing the bu- 
“neither right, nor even fair and|reau’s efforts to make sure that 
honest.” | goods always come up to the 
He warned in a recent address ‘standards claimed for them. 
on ethics in advertising that “an-| Too often, Mr. Root said, Mrs. | 
other purge seems imperative,” to; Consumer feels she is legally en- 


‘eliminate misleading advertising. | titled to change her mind after a) 
|the Canadian economy.” 


But he suggested that women with | purchase. Sometimes she signs a 
their industry-driving dollars also sales contract without checking it. | 
have some responsibility. | She also frequently fails to realize 

“Our assumption is that 96% of |that there is nothing to prevent 


Nae al on most commodi- should remember that a consumer 
“once exploited has the memory of 
“She may fall for personal ap- an elephant.” 
peals, fail to check the reputation | “They fail to reaiize that our 
of business men, be trapped into modern consumer is more analyti- 
so-called “free” offers and take at | |cal than ever before,” he said. 


face value claims of “lowest prices 
in town” and the like. ‘Gunn-Mears Adds Four 
In short, said Mr. Root, the| Gunn-Mears Advertising, New 
woman whose dollar keeps Canadi-| York, has been appointed agency 
an business going should do her for four New York accounts. They 
shopping thoroughly before she are Lee Letter Service and Lee In- 
buys. ternational, direct mail specialists; 
land Link Trading Co. and Cin- 
a “This year in Canada, advertis- |derella Co., both mail order com- 
ph budgets will account for at! panies. 
least $300,000,000,” said Mr. Root. 
“But if even 10% of this is spent) 
| without adequately disclosing facts 
| to consumers, the result will be an 
irrevocable loss of $30,000,000 to 


An Ad Agency that Loves DIRECTMAIL 


Many agencies don't want to ‘‘monkey”’ 
with MAILVERTISING (Some don't 


have the know-how.) Direct mai! is no 
—— here! 
e 


Please inquire on let- 
terhead or phone HArrison 17-9187 


He said that the small percent- | “ ” 
age of buns men who ani | Zed fon 
the reputations of their colleagues | A a BaD do , 


talking Shop 


Whatever our business, trade or profession, that, we may be certain, is what we'll 


talk more about than anything else. Talking shop is irresistible. It’s a good thing, 


too. It’s an indication of our interest in what concerns us most . . 


to be well informed. 


. of our desire 


Were it not for business publications, each of us, talking shop, would be restricted 


to subjective chatter about what personal experience alone has taught us. Business 


publications are the silent and able moderators of shop talk. Current, thorough, 


authoritative, they point the way to objective conversation and provide the facts 


and ideas upon which much of it is based. 


The Voice of Authority. . . 


hilton 


COMPANY 


Cc 


uf 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS : Department Store Economist « The Iron Age + Hardware Age « Motor Age 
The Jewelers’ Circular-Keystone « Automotive Industries « The Optical Journal and Review of Optometry 


Distribution Age « The Spectator + Boot and Shoe Recorder » Commercial Car Journal « Hardware World 
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Your TOP 
Engineering Market 


The Magazine of the 
Registered Professional Engineer 


CIRCULATION OVER 35,000 
—18.4% BUY OR SPECIFY 


THE MARKET... 


AMERICAN ENGINEER reaches more Registered 
Professional Engineers than any other magazine. 
The Registered Professional Engineer’s counsel is 
sought on processes, equipment, methods and ma- 
terials—from basic research through design, devel- 
opment, manufacture or construction. In each step 
he has a decisive voice in buying or specifying— 
78.4% Buy or Specify. 


THE READER... 


The Registered Professional Engineer establishes 
his status by complying with the — requirements 
of education and on established by laws 
in all states. He is thus eligible to be, according 
to the State Boards of Engineering Registration, 
“in responsible charge of engineering work.” 


His Position: 

CHIEF EXECUTIVES 
DEPARTMENT HEADS 
OWNERS OR PARTNERS 
SECTION HEADS 
SPECIALISTS (Industrial) 
OTHER 


His Earnings: 

10% (over 3,300 readers) earn more than $18,210 
25% (over 8,250 readers) earn more than $11,700 
50% (over 16,500 readers) earn more than $8,460 


He Supervises: 
Surveys show the average AMERICAN ENGINEER 
reader supervises 9 Engineers, 29 other workers. 


THE MAGAZINE ... 


Official Publication of the National Society of 
Professional Engineers. Membership requires reg- 
istration as a professional Engineer. 


Editorial Policy: 

Professional articles, features and news that treat 
non-technica! engineering topics in the fields of 
industry, legislation, government, and economics. 
Approximately one-half is devoted to articles by 
outstanding men on subjects of current interest to 
the profession; one-fourth to ‘‘workshop”’ pieces 
of interest to the reader as a professional engi- 
neer and as a businessman. 


Circulation: 

Over 35,000 (BPA). National. Highest in Middle 
Atlantic States. Next highest East North Central 
and South Atlantic. Circulation has more than 
tripled in the last ten years. 


Readership: 

Surveys show high readership for features and 
regular departments. Also that each issue has 
average of 2.27 readers—a total of over 75,000 
readers per issue. 


We've Changed Our Address 


2029 K Street, N. A. 


i 


To help you sell the TOP Engineering Market get 
additional Market and Media Information from: 


American 


Senate Unit Will 
Seek Anti-Trust — 


Slant on Networks 
(Continued from Page 2) 

to reshuffle its vhf and uhf chan- 

nel assignments “so that like com- 

petes with like.” 

The shortage of facilities, he 
said, is a severe hardship for ABC} 
national spot and local advertisers. 
“ABC has made remarkable prog-} 
ress,” he said, “but what good is it 
if there is no space to offer| 
to the public?” 

To committee members who) 
doubted whether non-network sta- | 
tions would be able to compete 
effectively, he said he is convinced | 
| that spot advertisers interested in | 
|regional markets will be able to 
|produce “competitive” programs 
|on film or tape, if they are assured | 
of sufficient outlets. 

Mr. Cox, a young Seattle attor- | 
| ney hired less than two months ago} 
|by Sen. Warren Magnuson (D., | 
| Wash.), the committee chairman, | 
| pushed firmly to record the atti-| 
|tude of committee members on a 
list of problems ranging from de- 
intermixture to subscription tv. 


® Time and again he inquired 
jabout the FCC’s investigation of 
|network operations, which is just 
| getting under way. While senators 
| and commissioners agreed nothing 
|should be done to destroy net- | 
| works, Mr. Cox dug for assurance | 
that existing chain broadcast rules | 
will be changed if investigations | 
demonstrate they are enabling 
CBS and NBC to get an advantage | 
over other program sources. 
When Chairman George Mc- | 
Connaughey promised FCC would | 
report to the committee as soon as | 
it reached any conclusions, Sen. 
John Bricker (R., O.) broke in: 
“The power of these networks eco- | 
nomically and politically is some- | 
thing Congress will face for the 
|next year, or two or three.” Sen. | 
| Bricker, who is sponsoring legisla- | 
tion authorizing FCC to license) 
networks, added, “They can make | 
or break a station or an industry.” 
| 


® Questioning in the anti-trust) 
area was initially tipped off by | 
Sen. John Pastore (D., R. I.), who} 
noted most commissioners were 
saying that the crux of the indus- | 
try’s problem is programming. 
“Don’t you think your regula- 
tions determine where this pro- 
gramming is allocated?” he asked. | 
Then, leaning forward in his | 
seat, he asked Chairman McCon- 
naughey: “What is the fundamen-| 
tal distinction between a motion | 
picture producer running a theater | 
who is forced to divest himself of | 
the theater under the anti-trust 
law, and a network running a sta- 
tion?” 
Commissioner Doerfer fielded 
the question: “If there is a short- 
age of space in television, it is not 
the fault of the networks. The 
shortage is caused by the unwill- 
ingness to use the channels which 
are available.” 
Then Mr. Cox took over: 


s “Harry M. Plotkin, who served 
as special counsel for this com- 
mittee last year, reported that time 
option clauses may be a form of) 
block booking. Have you referred 
this to your general counsel or the 
Department of Justice?” he asked. 

“The fact that Mr. Plotkin said it 
doesn’t make it so,” snapped Chair- 
man McConnaughey. 

“IT think you misunderstood the 
question,” interjected Sen. Magnu- 
son. “The question is, have you re- 
ferred it to your general counsel 
or the Department of Justice?” 
When Chairman McConnaughey 


Anginecr 
Washington 6, D.C. | 
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replied that the anti-trust issue 
would depend on the facts, Mr. 
Cox shot back: “But don’t you | 
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have the affiliation contracts on, 
file? Don’t you know how they) 
operate?” 


® FCC lawyers intervened to say 
it would be “premature” to answer | 
until FCC completes the study of | 
network operations which is cur- | 
rently under way. “It is difficult 
to tell the extent to which the 
Times-Picayune and Paramount 
cases apply,” a legal spokesman 
said. 

Mr. Cox then asked what net- 
works mean by “must buy.” 

“That’s a schedule of 55 stations 
which networks require the spon- 
sor to take,” explained Commis- 
sioner Hyde. “That is, two net- 
works require it. The third is not 
in a position to make the same de- 
mand.” 

“Isn’t this a collective refusal to 
deal, in violation of the movie 
cases?” Mr. Cox asked. 


Commissioner Doerfer thought 
not. “Where the advertiser wants 
to buy more and the network re- 
fuses to sell, it might be a re-| 
straint,” he contended, but not} 


where the network makes the ad- 
vertiser buy more than he wants. 


8 “Even if this prevents other pro- 
grams from getting clearance?” 
asked Mr. Cox. “Wouldn’t this be 
restraint?” 

“Time option rules may warrant 
some_ revision,”” Commissioner 
Doerfer conceded. “But we have to 
keep in mind that we are not deal- 
ing solely with the future of the 


reach 5553 
POLICE CHIEFS 


via this all-selective 
medium! They buy uni- 
forms, communications, 
weapons, traffic sys- 
tems, parking meters, 
conveyances! Get the 
full story... TODAY! 


NATIONAL REPRESENTATIVE 
Wm. C. 


1475 Broadway, New York 36. N. Y. 
35 East Wacker Drive. Chicago }, II 


18.3% 


lation in the 


JACKSON, MISS. 
State Times 


(EVENING AND SUNDAY) 


Delivers 


dealer and carrier circu- 


zone than any other eve- 
ning newspaper. 


(Based on information taken from A.B.C. 
publishers statements for the 6 months 
ending September 30, 1955.) 

, © See 


In the short space of one year, the State Times— 
the Newspaper Owned by the People—has con- 
vincingly demonstrated the greater value it offers 
to advertisers. Look at these additional facts: 


38% more department store lineage... 
74% more food lineage... 

30% more automobile lineage... 
107% more appliance lineage... 
More total display advertising... 
More total classified advertising 


since the State Times started publication than 
any other Jackson evening newspaper. 


Represented by 


BURKE, KUIPERS & MAHONEY, INC. 
New York, Chicago, Detroit, Kansas City, Atlanta, 
Oklahoma City, Dallas, Charlotte, San Francisco 


INore 


Jackson city 


(Lineage data based on 
media records statistics.) 


co PP & Associates EPA 


{) RON ge ee tas Op RDO Nay Ses Bede ay i) pate nf Par er eee Be eee So i oc 
ee i ae LE i ‘oh Z bee aaa Pee Ae es. ic See ly a 4 Fp ee ted a ay =e aE es F 
(ei) ome z, as sdoceatny a~ ‘ ms 7 2 a i . fe hp . - aes ee a r oe 7a a Be es ae A an Ser = até 4 

IN. ' ; : ‘ ‘ Rae ; a lf ee? 
j #3. * - ; . 
| at Ss 
Wey . 
[ae 
ie ' 186 ee 
Nees . 
jh oast 
Pen 
lh 
ter a P 
{ Frnt 
eee 
fea 
g . | 
Kk: al inde 
8 LMINCTICAN eee eee 
ae Trias 
Bite Aig vo Bie, 
es — fNG | DAW = 
ee 4 = aia SF" ‘ ees —_ . 
ae he Mee Fy” vee «eee ' 
ian een a > 
Be = te. . } 
fie" -< we ) 
me re td 
ex tg ee ‘ - eel 
ee Ee. 
ie E 
Et: ! 7 
os a 
J hee { . 
le a fl 
1S he) 
eZ coeeereeeo eee eevee seee ee ee @ oer ee 
ei r 
+a ee 
pee 
‘iad 
te mn 
i at 
giv. 
Fin, wa 4 
We | 
he 
Lie 
at | 
ah Pe 
Re 25.7% 8,995 
a 
hf 23.3% 8,115 
he 12.8% 4,480 | 
te 12.2% 4,270 
Be 11.8% 4,130 
iby 14.2% 4,970 
By i ( 
: a 
Rew 
om, 
ges 
Py. Rn 
St ee 
Ne 
shat 
GA. 
& ie 
ae 
4% 
f { 
i 
48 
Bay 
a : 
eg 
Ha Be 
bie : 
ie | 
+ i 
i a } 
ee {\ 
ey, i, 
be 
Pm 
Ris 
Big . 
ae 
abe 
(ts 
hs . 
; ; i 
Tne ee es oe one | ar - err mage hfe! § ice | i® oe) ae 2 wie et ape Cea aa Ss Be as vm . oe nd > cai 
ess ae | i . 7 _ _ Bs ee ie ts oo ig ee mae - Pees Soi — Eas Beet alll 


Advertising Age, February 27, 1956 


broadcaster. It is the people. The will reach out into fringe areas | Rawlins to Retire from 
people like networks. We must be | and bring more service to “under- | ‘Western Family’; Bishop Joins 


,by Charles Dana Gibson, for 12 
years before he joined Western) 


careful not to throw the baby out 
with the water.” 

Later Commissioner Hyde agreed 
that “escape” clauses which FCC 
put into its chain broadcast rules, 
enabling stations to refuse net- 
work programs, are ineffective. 


‘served communities.” 


: Family in Chicago. Prior to that 


| Steven C. Rawlins, midwestern | 
|sales manager of Western Family 


jhe spent 12 years with Conde Nast 
Publications. 


Youngstown Kitchens Buys TV since its inception 15 years ago, 

Youngstown Kitchens-Mullins| will retire on June 30. He will be 
Mfg. Corp., Warren, O., will spon-| succeeded by L. M. (Bish) Bishop, 
sor a weekly quarter-hour seg-| former publisher of Cosmopolitan, 


Carr Liggett Elects Nash 
John F. Nash has been elected 


|ment of “Queen for a Day,” start-| |'who joins Western Family March 


“The pressure on the broadcaster 
does not come from the contract 
as much as from the interest of the 
station in maintaining that con- 


ing April 10 on NBC-TV. Brooke, 1. 
Smith, French & Dorrance is the} 
agency. 


Mr. Rawlins was western man-| 


| ager of the original Life, published | Palm & Patterson. 


a vp of Carr Liggett Advertising, | 
Cleveland. Mr. Nash joined Carr 
Liggett about a year ago from 


tract,” he said. 

“We must recognize that if we) 
are to have national advertising, 
advertising agencies and networks 
must be reasonably sure of clear- 
ance on stations,” he said. 


® Expressing his confidence that | 
ample advertising will be availa- | 
ble for additional stations, he | 
pointed out that 25 advertisers cur- 
rently control nearly 60% of the 
network time. Aside from its sig- 
nificance to broadcasting, he cau- 
tioned, the competitive advantage 
obtained by these tv network ad- | 
vertisers has serious implications | 
for the entire economy. 
Commissioner Doerfer conceded | 
that lack of good programs ham- | 
pers the efforts of uhf stations to 
make their way in “intermixed 
markets.” 
“If we can do it legally, consti- 
tutionally and without injuring our 
free enterprise system, perhaps 
we ought to consider a rule which | 
would prevent stations from af- | 
filiating with more than one net- | 
work and skimming the cream | 
from each,” he said. 
® Clearly reflecting the majority 
point of view, Commissioner Doer- | 


fer and Chairman McConnaughey | 
registered their misgivings about | 


a solution calling for the creation | 


of all-uhf “islands.” 


Chairman McConnaughey insis- 
ted, “I constantly ask myself, ‘What | 


are people going to get?’ I wouldn’t 
want to take vhf away from any. 
community and make second class 
citizens of its people.” 

Commission members balked at 
promising a deadline for their cur- 


rent study of uhf problems. How- | 


ever, Chairman McConnaughey 
was confident “proposed rules” 
could be issued for comment with- 
in six months. 


He continued to hope that some | 
additional vhf channels will be ob- | 


tained from military and other 
users, but he agreed there was no 


possibility of obtaining sufficient | 


vhf channels for an all-vhf system. 
He expressed a belief the final 
answer will involve a mixture of 
actions, including, probably, a de- 
cision to allow more flexibility in 
locating antennas, so that stations 


=. with.. 


TELE. fat 
nda MERCHANDISING 


Batancet Television 


Mass displays in top supermarkets 
(stores represent buying habits 
of 70% of the people in the 
Duluth-Superior market).* Contact 
FREE & PETERS for complete in- 
formation. 


WDSM-TV 


Channel 6 
NBC 


You hear a lot of shouting about “firsts” in the magazine business, 
but if you listen carefully, a lot of them aren’t too important. 
Here are some firsts that are basic in thé outdoor field—so basic, 
in fact, that they are vitally important to every advertiser looking 
for an all-male audience. 


First in its field to reach 900,000 net paid circulation in a single 


issue... 
OUTDOOR LIFE, February, 1950. 


First in its field to reach 1,000,000 net paid circulation in a single 


issue. . 
OUTDOOR LIFE, March, 1954. 


First in its field to average more than 


900,000 


copies over a full year period 


(6 months ending June 30, 1955—910,751 net paid; 6 months 
ending December 31, 1955—919,771 net paid*). And this unpre- 
cedented circulation average was achieved without special issues, 
gimmicks or circulation hypos. 


This is why we can say “OUTDOOR LIFE has been first with 
sportsmen themselves for years.” 


And this is why OUTDOOR LIFE is first with advertisers! It 
carried more dollars of advertising in 1955 than any other maga- 


zine in its field. 
*As filed with ABC — subject to audit. 


OUTDOOR LIFE 


Key to the market of men...big as all outdoors 


CLEVELAND 
SARASOTA 


DETROIT ° BOSTON ° 
PORTLAND, ORE. ° 


CHICAGO ° 
SAN FRANCISCO . 


NEW YORK . 
LOS ANGELES ° 
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“I was born in. the Bronx.” “Just a friend of management.” 


Don't Try to Create Idea and Judge It 


at Same Time, Says Alex Osborn 


Noted Adman and 
‘Brainstorming’ Expert 
Discusses Idea Creation 


New York, Feb. 21—Once upon 
a time a toastmaster introduced 
Alexander Faickney Osborn as 
“the zero in BBDO.” 

That was an amiable slander. 
Mr. Osborn was a co-founder of 
Batten, Barton, Durstine & Osborn. 
He directed the 1938 reorganiza- 
tion of that agency. He inaugurated 
the plan whereby employes ac- 
quire agency stock. 

He brought in two of the agen- 
cy’s brightest lights: Dave Dan- 
forth and Fred Manchee. He’s vice- 
chairman of the board. (But he 
disparages the title, saying, “I’m 
just a friend of the management 
now; I’m a 1% owner.”) 


He’s a distant 


business cousin 
of ACB’s 


® At 66, the Bronx-born adman 
spends much of his time trying to 
|“create a new attitude of mind.” 
¢ What he’s trying to do is prove that 
| anyone can dream up ideas. 

Years ago he “took up the task 


| 
“At (am of getting an idea a day, useful or 
\ | not. 


~ 


. ‘ SS 
SS 


La 
> 


Ny 


“I was ‘the zero in BBDO’.” 
separate.” 


“IT was a nut,” he says. Getting people to use their 

“I'd be walking to work and imaginations to produce ideas in- 
think, ‘Now I’m going to think up volves a technique, according to 
an idea.’” Mr. Osborn. This all rests on a 

In one of his books, “Wake Up twin basis: conscious effort to get 
|Your Mind,” Mr. Osborn says,| ideas, and exercise. 
“The more creative we try to be,; Mr. Osborn says anybody with a 
the more creative we become; and mind can come up with ideas; the 
the more creative we are, the more trick is to keep the “creative mind” 
we can get out of life.” and the “judicial mind” separate. | 
| Mr. Osborn, who once thought; The former spouts out ideas; the 
| he’d spend his life as a Latin prof, | latter criticizes them and accepts 
has devoted much of the past 20 or rejects. The trick is to think up| 
years to idea evangelism. He as many ideas as possible to meet | 
preaches the mechanics of idea a given situation, and never allow 
production. Using his techniques, judgment to enter the picture. 
BBDO last year held 212 “brain- Judgment inhibits the flow. 
storming” sessions which produced 
more than 13,000 new ideas for,» 
clients. 


“If I should be given credit for | 
: : _ | anything,” says Mr. Osborn, “it is 
| Brainstorming, in fact, is getting| for the principle that judicial 
\fairly common in business. It’s! thinking should be separated from 
practiced at the New York Tele-| creative thinking.” 
phone Co., Bristol-Myers, General! Mr. Osborn has written a text- 
| Electric, US. Rubber, Ethyl Corp., book on creative thinking called 
Armstrong Cork and others. “Applied Imagination,” plus a 
teacher’s manual to go with it. It’s 
|® At BBDO, where brainstormers used in a number of colleges and 
|convene in a room painted sun- by the Air Force ROTC program. 
|shine yellow “to aid inspiration,” He has started a Creative Edu- 
the Osborn process, which is han- cation Foundation in Buffalo, 
| dled by Willard Pleuthner, vp, has | where he makes his home. If you’d| 
| resulted in such things as soup-on- | like to get an adult class in idea- 
| the-rocks (for Campbell), colored | making started in your home town, 
| telephones being displayed in su-| you can write to the Foundation 
|permarkets and sleigh bells ap-| for help. 
pearing at Christmas on Schaefer; The Foundation is financed “by 
beer trucks. | sapeniten and collateral profits | 


Tony’s stock of home-town news- 
papers supplies the city wayfarers 
with news from “‘back home,” 

ACB receives all 1,750 of the daily 
newspapers published in the U. S. 
for a very vital service to merchan- 
disers, whose products are sold 
through retail stores. 

ACB reads these newspapers for 
advertising only, so it can tell you 
if your dealers are advertising... 
what competitive dealers are doing 
... by city or state or territory... 
new firms. Various other ACB Re- 
ports cover new uses for products 
..- who is using premiums... ad- 
vertised prices . . . infringements on 
names or trade marks, etc., etc. 

Any information of value to you 
that appears in newspaper adver- 
tising will be spotted by ACB’s | 
readers and passed on to you. 


Send for ACB’s Guat. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It's 
free! Ask for it today. 


ts every advertisement 


ACB SERVICE OFFICE 


79 Madison Ave. + New York 16 
18 8. Michigan Ave. + Chicago 3 
20 South Third St. + Columbus 15 
161 Jefferson Ave. + Memphis 3 
51 First St. + San Francisco 5 


Any Agency, 


Fifty Million 
from an investment of 


$400,000 


NEW ORLEANS, La., Feb. 13—At a conference today, Carl 
Mabry, President of MPA Film Production Studios in New 
Orleans, stated that the recent theatre study of Sindlinger & Co. 
reveals that theatre audiences double during the summer 
months mainly from the opening of Drive-In theatres. He went 
on to say that for $400,000.00 including the cost of one-minute 
film commercials in natural color, a national advertiser can now 
demonstrate before and talk to a captive motion picture theatre 
audience of 50,000,000 people per week of which approximately 
one-half are family-groups found in Drve-In theatres. He stated 
that Drive-In theatres are not only favorite places of amuse- 
ment for family-groups, but are food and drink points of pur- 
chase where the volume of sales run into the millions each week. 


use of natural color film commercials in motion picture theatres 
this summer. MPA Film Production Studios in New Orleans 
are fully equipped to produce any type of natural color films. 
Showings can be scheduled coast to coast or sectionally. MPA, 
New Orleans, said Mabry, invites inquiries from Agencies on 
the basis that the first inquiry for each classification of product 
will be given preference. Address Motion Picture Advertising 
Service Company, New Orleans. 


Mabry points out, can move quickly to control 


“Judicial thinking must be 


“Be creative—get more out of 
life.” 


from Alex Osborn’s textbook and 
other teaching materials, plus con- 
tributions from himself and oth- 
ers.” 


made by Syd Schonbrunn, 
Schonbrunn-Ives, New York. 


The photos of Mr. Osborn were 
of 


handle 
of the 
big front 
door” 


ACB begins 37th year for 
daily newspaper industry 


ACB has for years performed a 
service for the nation’s news- 
papers, namely to make certain 
each national advertiser in the 
newspapers gets a proof-of-inser- 
tion of his advertisements. In 
doing this job well, ACB has re- 
moved the manual labor and the 
irritation and delays in checking 
newspaper advertising that pio- 
neers in advertising can easily 
recall. It is now easy for an ad- 
vertising agency to handle a heavy 
newspaper schedule. 

The city-by-city ‘‘flexibility”’ of 
newspaper advertising allows adver- 
tisers to pin-point the more respon- 
sive markets ...to use the retailers 
favorite media— newspapers . . . todo 
a closer job of timing... to employ 
the local authority and immediacy of 
the newspapers. 

Since all business is local—so are 
the newspapers. ACB has for years 
been reconstructing for merchandisers, 
the widely varying newspaper adver- 
tising in the nation’s 1,393 localities. 
Thus, merchandisers get a sharp co- 
herent picture of this $2 billion annual 
newspaper advertising expenditure 
with all details of what their own and 
competitive dealers are doing as well 
as thru the medium of various Re- 
search Services. 

ACB Newspaper Research Services are 
made possible only because of the co- 
operation of over 1600 Dailies in using 
ACB to distribute their checking copies 
as a direct help to agencies and their ad- 
vertisers. 

These Newspaper Research Services for 
merchandisers are discussed further in 
the opposite in. 


See opposite column for listing 
of ABC Service Offices 


ADVERTISING 
CHECKING BUREAU 
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FCC Head Hits 
‘Back-to-Back’ 
Commercials 


WASHINGTON, Feb. 21—The chair- 
man of the Federal Communica- 
tions Commission called on broad- 
casters today to proceed vigorously 
against annoying commercials 
which have prompted an outburst 
of criticism against the industry 
in Congress. 

Addressing a luncheon meeting 
of state presidents of the National 


55 Was a Big 
Sales Year for 
25 Top Brewers 


(Continued from Page 3) 


improvement in market position. 
The leading 15 of last year sold 
45,193,379 bbls., or 53.1% of a total 
55 sales volume of 84,974,639 bbls. 
The top 15 of 1954 sold 41,421,249 
bbls. in that year; this was 49.7% 
of 1954’s total sales of 83,292,707 
bbls. 

Mest celebrated change in posi- 
tion among the top 15 brewers last 
year involved Schlitz and Anheu- 
ser-Busch, which traded places, 
Schlitz reoccupying first place, 
while Anheuser-Busch returned to 
second. But there were plenty of 
other changes. 

Falstaff continued a sales surge 
which has moved it from sixth 
place in 1953 to fourth place in ’55 
sales; in the process it bumped 
Pabst down to fifth. Theo. Hamm 
Brewing Co. registered a spectacu- 
lar sales gain, and so did Stroh 
Brewery Co., Detroit, while Carling 
jumped from 13th to eighth place 
on the strength of its acquisition 
of the Griesedieck Western brew- 
ery a year ago last fall. 

In general, all but five of the 
leading 25 brewers showed sales 
increases of one kind or another in 
1955. The exceptions: Anheuser- 


Busch, Jacob Ruppert, Piel, Goe- 
bel and Blatz. 


| Assn. of Radio & Television Broad~| 


casters, FCC Chairman George C.| 
McConnaughey praised NARTB’s 
efforts to deal with industry prob-| 
lems through voluntary action. | 

“If your codes for radio and tele-| 
vision are more lofty than the 
standards observed in the market 
place, they nevertheless serve as| 
beacons for the industry,” he ob- 
served. 


® He reported that Congress has 
recently displayed “lively interest” 
in the “unendurable number of 
commercials, many of them back 
to back,” which are carried by 
some stations. 

This situation, he said, “thrusts 
an urgent challenge upon you as 
associations of broadcasters in your 
several states.” 

“Unless such imbalance as may 
exist is rectified,” Mr. McCon- 
naughey warned, “regulation will 
ultimately restrict broadcasters 
from exercising reasonable judg- 
ment concerning the distribution of 
their commercial announcements.” 


® The Senate commerce commit- 
tee’s chairman, Warren Magnuson 
(D., Wash.), earlier this week re- 
leased a letter from the Federal 
Trade Commission outlining its 
continuing review of radio and tv 
commercials. Together with other 
committee members, Sen. Magnu- 
son has protested the use of “bait 
and switch” advertising on the air. 

The FTC letter said 3,676 radio 
and tv broadcasts were examined 
between Sept. 1, 1955, and Jan. 20, 
1956. It did not indicate how many 
had been set aside for investiga- 
tion. 

The letter reported that FTC 
examines all radio and tv adver- 
tisements originating on individual 
stations for a selected 24-hour 
period once every three months. 
Transcripts of network commer- 
cials are obtained for an eight-day 
period once every month. While 
individual stations are not required 
to submit film or recorded trans- 
criptions, FTC obtains lists of 
sponsors and agencies which place 
these materials. 


Krizan Joins Eaton 

Joseph M. Krizan Jr., formerly 
merchandising manager of Davis 
& Geck, has been appointed assist- 
ant advertising manager of Eaton 
Laboratories, Norwich, N.Y. 


for only the first 16. 


1955 

Company Rank 

Jos. Schlitz Brewing Co. ............ 1 
Anheuser-Busch Ine. .......ccccerseee 2 
P. Ballantine & Soms .........00+ 3 


Falstaff Brewing Corp. .... a 
Pabst Brewing Co. ......c--cersecsesneenes 5 
Liebmann Breweries Inc. ............ 6 
Theo. Hamm Brewing Co. ............ 7 
*Carling Brewing Co. .....-0-»0-0 8 
F. & M. Schaefer Brewing Co. .... 9 
Miller Brewing Co. ......cessesereee 10 
Stroh Brewery Co. -..ccseseresereeee W 
C. Schmidt & Soms .......cr-veveseee 12 
Lucky Lager Brewing Co. ............ 13 
Jacob Ruppert ....ccevecesersseersereneee 14 
Drewrys Ltd, U.S.A. ...ccccceceserenenee 15 
Piel Bros. 16 
Pfeiffer Brewing Co. ......--vevssssv 17 
National Brewing Co. ..........» . 2 
Goebel Brewing Co. 0... 19 
San Francisco Brewing Co. ........ 20 
Adolph Coors Co. (Colo.) .......-0+ 21 
Jackson Brewing Co. (La.) ........ 22 
Duquesne Brewing Co. .......-..000+ 23 
Blatz Brewing Co. .......c.cseseereesere 24 
Olympia (Wash.) Brewing Co. .... 25 


Sales of 25 Leading Brewers 
1955 and 1954 


Source: National Beer Wholesalers Assn. of America and Brew- 
ers’ Journal 

The fo'lowing table shows rankings and tentative production 

in barrels of the top 25 U.S. brewers. 1954 rankings are available 


ELEGANCE—The new Scheniey Re- 
serve packages, related to each 
other in “royal” style and decor, 
constitute the “liquor industry’s 
first royal family,” according to 
the company. Heidi Gover, Miss 
Golden Age of Elegance for 1956, 
shows the bottles. 


Schenley Reserve 


Drive Aims at 
Top Blend Spot 


(Continued from Page 2) 
units in more than 90% of liquor 
trade publications. Four-page col- 
or inserts will run in national, re- 
gional and local business papers, 
supplemented by distributor ads in 
those media. Batten, Barton, Dur- 
stine & Osborn handles the Schen- 
ley Reserve account. 

Two teams of advertising, sales 
and merchandising experts are 
visiting about 14 cities, holding re- 
gional meetings to orient company 
personnel. A concentrated public 
relations campaign, through Mar- 
ket Relations Network Inc., is also 
in progress. 


s Along with the introduction of 
the new bottle, one of whose fea- 
tures is a dimple-shaped finger 
grip on the back side, Schenley 
plans a full scale sales promotion 
campaign for AdverCase, a new 
type of shipping case in which the 
product will be shipped. Essential- 
ly, the AdverCase looks like a 
regular shipping container but its 
insides can be completely broken 
down and used for point of sale 
display. 

The top, bottom, and liner are 
all lithographed with displays, and 
the carton itself becomes a large 
banner display after the side tape 
has been cut and the flaps re- 
moved for counter cards. 


@ Schenley President Sidney E. 
Frank said the AdverCase is “the 
most important development in 
retail whisky merchandising since 
the gift decanter, which also was 
first used on a large scale by 


Schenley.” 
He said the company plans “a 
determined long-range struggle 


for first place in the blended 
whisky field, comparable to the 
current battle for leadership in 
the automobile industry.” Sales 
goals are being projected into 1959, 
the year in which Schenley hopes 
to supplant Seagram’s 7-Crown as 
top-dog in the blend market. Mr. 
Frank said “no expense would be 
spared” in the effort. 


Direct Mail Revenue Up 
American business invested an 
estimated $1.4 billion in direct 
mail advertising during 1955, an 
increase of 7.3% over 1954, Direct 
Mail Advertising Assn. reports. 
The past five years have been bil- 
lion dollar years for direct mail. 
The association estimates direct 


1954 
1955 Sales Rank 1954 Sales 
5,780,000 2 5,400,000 
5,611,473 1 5,829,000 
3,953,476 3 3,712,835 
3,652,821 5 3,300,000 
3,550,000 a 3,500,000 
3,162,000 6 3,000,000 
3,071,000 8 2,249,433 
2,654,419 13 1 459,122 
2,575,000 7 2,550,000 
2,180,000 9 2,107,109 
2,153,098 14 1,450,190 
1,916,708 10 1,913,741 
1,823,540 W 1,774,686 
1,685,000 12 1,763,000 
1,424,644 16 1,373,713 
1,263,139 15 1,395,000 
1,208,200 1,065,704 
1,200,000 1,165,000 
1,114,925 1,360,727 
1,069,661 1,036,300 
1,041,000 921,000 
1,008,500 1,006,193 
915,230 975,000 
865,000 815,000 
| 


mail volume during the past five 


|years as follows: 1951—$1 billion; 
*Originally ranked 17th on 1954 sales when two months’ production of newly- 
acquired Griesedieck Western brewery was omitted. | 


1952—$1.1 billion; 1953—$1.2 bil- 
lion; 1954—$1.3 billion; 1955—$1.4 
billion. 
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[As Critics Storm, 2nd Commercial 


British TV Station Hoists Sails 


(Continued from Page 2) | 
| thority (ITA), responsible to) 
| Parliament, licenses “program on 
|tractors” to supply the entertain- 
iment. Their revenue comes from 
| time sold to advertisers for com- 
| mercials; sponsoring is taboo and 
jads must be kept separate from 
entertainment. 

In Birmingham, the two program 
| contractors are Associated Televi- 
sion (ATV), which stages week- 
day shows, and Associated British 
Cinemas Television (ABC TV), 
the weekend contractor. Movie in- 
terests, of course, are behind ABC 
TV, while ATV has the backing of 
show business financiers. ATV is 
also one of the two London con- 
tractors. 


® It is the other London contrac- 
tor, Associated-Rediffusion (A-R), 
that has major money troubles. 

Newspaper and relay (“piped”) 
radio interests financing A-R were 
prepared to stand a loss of £5,- 
600,000 in the initial year, it is 
reported. In the first few weeks 
everything went smoothly and the 
year’s loss would not have topped 
£4,000,000. However, losses have 
soared in the past two months and, 
although slightly checked recently, 
the £5,600,000 margin looks like 
it is being stretched—perhaps to 
breaking point. 

Critics say A-R has been slow 
to gear itself to the needs of adver- 
tisers by arranging programs so 


KK KK KKK 


© brings them in 
a the very nextday 
* 


** 


MANHUNT—Money troubles beset 

Associated-Rediffusion, second tv 

company in London, but it is chas- 

ing hesitant advertisers with a se- 

ries of ads like this simple tale of 
the Wild West. 


advertisers paying peak prices can 
be sure of peak audiences. Al- 
though audiences are growing rap- 
idly, ad rates are high by British 
standards. 


® A minute’s advertising can cost 
up to £2,800, apart from the actual 
cost of the commercial itself, and 
yet be sure of no more than 
600,000 viewers. Ironically, a quar- 
ter-page in the Daily Mail, main 
newspaper in the Associated News- 
paper Ltd. group behind A-R, costs 
considerably less and reaches at 
least 4,000,000 adult readers. 

Money troubles apart, both Lon- 
don contractors have taken a series 
of knecks in recent weeks in other 
fields. Items: 


e@ The ITA banned comperes ad- 
vertising products between acts in 
live shows in case the public got 
the idea “the programs themselves 
have been supplied or suggested by 
advertisers.” 

A spokesman for Crane Public- 
ity Ltd., which handles the Max 
Factor cosmetics account, one of 
the worst hit advertisers, com- 
mented: “We are all very disap- 


pointed ... these were some of the 


THE UPWARDS THEN OF HOECE MOEN ' CLEHIEL OR (re) 


wud 


viewers for ATTY 


te “ 


z 
From strength to strength with Tr 


seweney 


DOUBLE VALUE, SAME PRICE—That’s 

the theme of this ad designed to 

lure advertisers to commercial tv 

in Britain. Figures refer to poten- 

tial rather than actual audience. 

ATV stages weekend shows in the 
London region. 


most effective spots we have car- 
ried out.” 


e Aidan Crawley, who once 
worked for Ed Murrow, resigns as 
chief of Independent Television 
News next April as a result of 
differences with both contractors 
over the handling of news pro- 
grams. Behind the row is the fact 
that less than £3,000 is spent daily 
on ITN, compared with some £4,- 
200 by the BRC news department. 


e The ITA ordered the British 
version of the giveaway show, 
“People Are Funny,” to be toned 
down. Britons were shocked by 
such stunts as a woman carrying 
a doll going up to a stranger on the 
street to accuse him of fathering 
her child. The criticism—and the 
ITA censure—killed the show. 


e Protests over the amount of 
dollars spent importing American 
tv shows into Britain led this week 
to a government promise to “watch 
the position’—which probably 
means restrictions are on the way. 
Since July, 1954, the BBC and com- 
mercial tv have spent £3,725,000 
on American shows. 


e An angry broadside issued from 
newspapers and politicians after 
program times were shuffled to 
give lightweight shows pride of 
place at the expense of less popular 
entertainment like symphony con- 
certs. 


® Almost every development in 
commercial tv has brought a hostile 
response from some newspapers. 
So much so that the tabloid Daily 
Sketch felt compelled to launch a 
front-page blast against Lord Bea- 
verbrook’s Daily Express for “a 
wicked campaign of misrepresen- 
tation.” 

Added the Sketch: “This dis- 
creditable smear campaign [against 
commercial tv] will fail. Indeed, 
it may be said to have failed al- 
ready.” 

The newspaper was obviously 
thinking of audience reaction. 
There has been a torrent of con- 
flicting statistics about the relative 
BBC and commercial tv audiences, 
but the BBC now finally admits 
commercial tv has a slight over-all 
lead of 2% of viewers. Commercial 
tv chiefs claim a bigger lead. 


® And the advertisers? The last 
word must go to the man who 
knows best—Col. Alan M. Wilkin- 
son, president of the Institute of 
Incorporated Practitioners in Ad- 
vertising: 

“Commercial tv has had a pretty 
good start—despite baseless crit- 
icisms,” he says. 
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PHOTO REVIEW 
OF THE WEEK 


BLATZ BEER SHIPPED FROM HERE - ALL OVER THE Wort” 
THEME VARIATIONS—“Everything points to Blatz,” the displays shown here, adapted to fit various loca- 
theme of much of Blatz Brewing Co.’s current out- tions. The posters were designed by Blatz’ ad de- 
door advertising, is used in varying designs in the partment, under the direction of E. S. Jaques. 


TRAY DAY—Robert L. Smith, pub- 
lisher of the Gazette, Charleston, 
W. Va., unwraps a silver tray pre- 
sented to him at a surprise testi- 
monial dinner following comple- 
NOT WITHOUT HONOR—PNAA girls have a warm and enthusiastic tion of 54 years of service with 
welcome for “Advertising Man of the Year,” Trevor Evans, chosen the newspaper. With him are his 
by the University of Washington chapter of Alpha Delta Sigma, wife and Mrs. Mary Carroll Chil- 
national professional advertising fraternity. Mr. Evans is president ton Chapman, Gazette board mem- 
of Pacific National Advertising Agency, Seattle. ber. 


Ee 8 e- “. | ‘ , 


SHOULDER YOKE— 

Jayne Mansfield, 

abetted by Ted 

Kaufmann, ac- 

count exec with 

Ted Bernstein 

Associates, New 

York, tries on 

yj 2 “a a 100-year-old 

Farris Burkhart Helton Bover : a P ee | yoke, useful 

Lar * Ci ae ee * when the sap is 

M & M—Charles B. Burkhart, president of Cream Club, Chicago. With Mr. Burkhart are Harold Far- - “a : an te a ] running in Ver- 
City Outdoor Advertising Co., explains his latest ris and Cy Keenan, of J. Walter Thompson Co.; “2 je oe ; mont, to publi- 
publication on Milwaukee market data at a film Charles Helton, Foote, Cone & Belding, and Robert y a  cize the 100% 
presentation at the Merchants & Manufacturers Bauer, Leo Burnett Co. . =f /) Pure Maple Sy- 
rup Institute. 


NR Be gee 
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STUDENT ADMEN—At Fairleigh Dickinson College, Rutherford, N.J., a class in “advertis- gentleman nuzzling up to an Ancient Age decanter. A textile layout assignment 
ing training” is conducted by Edith Heal Berrien, who got her training with Marshall brought the ribbons-against-burlap creation. Doing a current piece of copy over re- 
Field, A&P, Sears, Roebuck and Conde Nast Publications. Miss Berrien recently asked sulted in the different Dobbs ad, with the student taking his cue from the logo to 
her class, “What about this shock stuff in advertising; horses in living rooms, sur- create a gentleman of long ago. The Viceroy effort, thinks Miss Berrien, is “quite 
realism in sand?” The responses are shown here. One student turned up with the conventional, but amusing, and it commands attention.” 
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--- in Phniladelphia 


It’s a brand new paper! Thousands of awakened Philadelphians, 
who cared little for the old NEws, now “see the bright difference.” 


The new NEws is lighting up the Quaker City sky with muscular 
journalism such as this town hasn’t seen in long, dull years. And 
the town is reading, quoting, applauding as the new NEws rips 
crisply into meaningful issues and the men behind them with clar- 
ity, power and wit. The whole town’s talking about “the modern 
miracle” that almost overnight changed the old NEws into a smart 
tabloid newspaper designed specifically for today’s Philadelphia. 


Represented by: REYNOLDS-FITZGERALD 
New York * Chicago * Detroit « Syracuse * Atlanta 
Los Angeles * San Francisco + Seattle * Philadelphia 


Naturally, the new NEws audience is loyal. And responsive. 


Alert advertisers, knowing how reader loyalty rings bells, are giv- 
ing us bigger and bigger* linage gains. Advertisers know, too, that 
ads are seen in our sparkling tabloid: we couldn’t bury them if 
we tried! You can buy bigger circulation than our 175,000 daily. 
But astute merchandisers know that one reader who sees your ad 
is better than 101 who don’t. If your ads have been getting “buried” 
in the gloomy depths of the oversized papers, put the facts together: 
a singular loyalty plus unparalleled visibility. That’s why the new 
NEws pays off like magic. Test us soon, and see the bright difference! 


PHILADELPHIA DAILY 


“NEWS: 


*Gain 1,177,372 lines (over 1,177 pages) 
12 Months 1955 
Total Daily Advertising Media Records Inc. 
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GM and Ford Were 


Still Top Outdoor 


Spenders in ‘55, OAI Figures Show 


(Continued from Page 1) 
$90,322. In 54, GF was 16th with | 
$1,413,033. Chrysler dropped to| 
14th place in '55. Gulf Oil Corp. 
took 10th place both years. Its ’55 
expenditure was $1,878,113, as 
against $1,983,916 in ’54. 


® Nineteen advertisers climbed in- 
to the top 100 list in ’55. New 
names appearing in OAI’s ’55 list 
include Sinclair Refining Co., Phil- 
ip Morris Co., Quaker Oats Co., 
Best Foods, Canadian Breweries, 
Electric Auto-Lite Co., Crown 
Zellerbach Corp., Hunt Foods, Gen- 
eral Mills, Dr. Pepper Co., Howard 


D. Johnson Co., Drake Bakeries, 
Cott Beverage Corp., Wilson & Co., 
RKO Pictures Corp., Fram Corp., 
DX Sunray Oil Co., Olin Mathie- 
son Chemical Corp., and American 
Telephone & Telegraph Co. 

Two other noteworthy points in 
the ’55 figures: National Distillers 
Products Corp. spent $1,481,414 in 
both ’55 and ’54. It held 15th place 
in °54 and 16th place in ’55. Safe- 
way Stores climbed from 48th 
place in ’54, with an expenditure 
of $498,916, to 17th place in °55 
with $1,395,248. 

The comparative figures for the 
two years are as follows: 


100 Largest National Accounts 
in Outdoor Advertising in 1955* 


(1954 Ranking Shown in Parentheses) 


Ford Motor Co. (2) 
Distillers Corp.-Seagram (5) 
Jos. Schlitz Brewing Co. (7) 
Coca-Cola Co. (4) 


Schenley Industries (3) 
General Foods Corp. (16) 


PENOUALN= 


Gulf Oil Corp. (10) .cccccsessvereesseeeseeens 


Wm. Wrigley Jr. Co. (12) 
Falstaff Brewing Corp. (17) 
Americon Oil Co. (14) 


Anheuser-Busch Inc. (5) ....ccccccccccceccesereeeeesereeees 
a 


1955 
$10,228,386 
6,465,797 
3,653,675 
3,395,598 
3,192,000 
3,130,853 
2,481,865 
2,446,890 
1,890,322 
1,878,113 
1,692,555 
1,655,990 
1,569,640 


1954 
$8,194,901 
6,645,291 
3,253,339 
3,229,977 
3,262,824 
3,244,665 
2,405,777 
3,440,039 
1,413,034 
1,983,916 
1,492,555 
1,395,891 
1,501,807 


Chrysler Cerp. (9) 
Liebmann Breweries (13) 


National Distillers Products Corp. (15) 


Safeway Stores (48) 
General Tire & Rubber Co. 
Theo. Hamm Brewing Co. (30) 


Stendard Oi! Co. of California (21) 


Interstate Bakeries Corp. (52) 
lucky Lager Brewing Co. (27) 
National Biscuit Co. 

Standard Oil Co. (Ind.) (31) 

F. & M. Schaefer Brewing Co. (34) 


Esso Standard Oil Co. (29) coccccccccccceseceeeneevee 


National Deiry Products Corp. (11) 
Socony-Mobil Oil Co. (25) 


Pabst Brewing Co. (24) 
Miller Brewing Co. (19) 


P. Ballantine & Soms (33) ......ccccccccceeseecseseeeeseee 


2,239,349 
1,536,044 
1,481,415 

498,916 
1,130,095 

935,228 
1,176,736 

453,262 
1,034,020 
1,123,732 


1,565,240 
1,490,976 
1,481,415 
1,395,248 
1,319,609 
1,291,714 
1,208,002 
1,197,326 
1,187,124 
1,152,345 
1,014,327 
996,555 
989,844 
905,314 
853,428 
850,331 
819,178 
793,054 
786,798 


Texas Co. (20) 
Hiram Walker Inc. (26) 

Union Oil Co. of California (39) 
Atlantic Refining Co. (38) 


Continental Baking Co. (77) 


Richfield Oil Corp. (53) 
Thomas J. Lipton Inc. (36) 
Morton Salt Co. (45) 
Pfeiffer Brewing Co. (43) 


SESHSASSSSESSSSSSE 


American Motors Corp. (28) 
Sun Oil Co. 
Petri Wine Co. (49) 


California Packing Corp. (80) 
Olympia Brewing Co. (64) 


BOVE Gas CIGD cccecesercsssessccsescesscscccesessccescocse 


Brown-Forman Distillers Corp. (44) ............... 
Quality Bakers of America Cooperative (42) .. 


781,332 
769,451 
767,317 
684,373 
669,258 
646,800 
644,075 


Sinclair Refining Co. .....cccsceeeeeeeeerersneeseeneens 


Continental Oil Co. (46) ...cccceccccceererereeeeeesersees 


Duquesne Brewing Co. of Pittsburgh (57) . 


Philip Morris Co. 


eeesesssask 


Sunshine Biscuits (37) . 


Phillips Petroleum Co. (61) 
Jackson Brewing Co. (54) 
American Bakeries Co. 
Stroh Brewery Co. (60) 
Goebel Brewing Co. (55) 


Jacob Ruppert (66) . 
Pure Oil Co. (40) . 

Canada Dry Ginger Ale (58) 
Canadian Breweries Ltd. 
international Harvester Co. (71) 
Drewry’s Ltd., U.S.A. (74) 
Electric Avto-Lite Co. 


SSLSSTSSSsssasgs 


Swift & Co. (63) 


Crown Zellerbach Corp. ......-ce 


U. S. Tobacco Co. (70) 
Burger Brewing Co. (67) 
Hunt Foods wvend 


Tide Water Associated Oil Co. (62) 


Rolston Purina Co. 75) . i 


GE SII COINS. coeseientitcnnesnctiienstecnresnvescsrencsene 


Sicks’ Seattle Brewing & Malting Co. (59) .... 


434,774 
391,711 
365,310 


689,204 | 


314,497 
418,361 


344,802 
319,336 | 


324,21 4 

391,008 
ctesttadanieneis 344,931 

355,456 


|rebuttal witness to Mr. Presbrey. 
271,368 | He testified that the value of the 
410,636 | 


A a Ullllt—(CsC 


General Mills 


get ee aie ie ee 


1955 
315,237 


National Carbon Co. (91) 


Lone Star Brewing Co. (89) 


Griesedieck-Western Brewery Co. ( 


i a i I ID cetctetitnttrcinsicttinncisnznnnegeverininee 


311,638 
307,120 
305,295 
299,282 
294,442 


Dr. Pepper Co. 


Signal Oil Co. (76) 


E. |. du Pont de Nemours & Co. (86) 


292,462 
289,259 


Howard D. Joh Co. 


270,505 


Drake Bakeries 


270,000 


Cott Beverage Corp. 


267,569 


Narragansett Brewing Co. (83) 
Pearl Brewing Co. (99) 


256,385 
254,415 


Wilson & Co. 


254,152 


RKO Pictures Corp. ......cccccseeceeereeee 
Fram Corp. 


252,347 
246,830 


Griesedieck Bros. Brewery Co. (72) 
DX Sunray Oil Co. .........cccsseseeesseees 
Genesee Brewing Co. (92) 
Olin Mathi Chemical Corp. .... 
American Telephone & Telegraph 


245,868 
243,579 
242,778 
242,164 
242,132 
239,106 


Co. . 


W. E. Long Co. (82) 
International Cellucotton Products 
Glenmore Distilleries Co. (65) 


obtained from available sources. 
*Not in top 100 in 1954, 

|||Listed as Kraft Foods Co. last year. 
tFormerly Socony-Vacuum Oil Co. 


Co. (56) .. 238,599 


235,517 


#Source: Outdoor Advertising Inc. These are estimated figures based upon information 


TLast year, was Nash Motors division, Nash-Kelvinator Corp. 


Court Asks Castle 
for More Proof in 
Lucky Strike Suit 


(Continued from Page 1) 
gan “Be Happy—Go Lucky,” to- 
gether with sketches for a promo- 
tion, to American Tobacco in 1933. 
He asked 15% of all money spent 
to promote the phrase for his pay- 
ment as “advertising agent.” The 
maker of Lucky Strike cigarets has 
denied knowing or taking the 
phrase from Mr. Castle. 

As the trial moved into its final 
day, a stipulation was read into the 
record which said that American | 
Tobacco has spent “about $16,000,- 
000 on the advertising involved in | 
the ‘Be Happy—Go Lucky’ cam- 
paign.” This covers the period from 
about mid-1950, when the theme 
was introduced, to about the end 
of 1953. It does not include charges 
for talent and time used otherwise | 
than in commercials, according to) 


Tobacco; Thomas D’Arcy Brophy, | 
chairman of the board, Kenyon & 
Eckhardt, and William J. Griffin 
Jr., a J. Walter Thompson Co. vp, 
who was with Lord & Thomas 
when it handled Lucky Strike. 

Testifying for the plaintiff was 
Alvan B. Sommerfield, a greeting 
card manufacturer, who worked on 
copy for Lucky Strike at Lord & 
Thomas for a brief period in the 
early ’30s. 

While he was at the agency, Mr. 
Sommerfield testified, he never 
heard the phrase “Be Happy—Go 
Lucky” mentioned. 

Last week (AA, Feb. 20) Charles 
Presbrey, retired chairman of the 
former Cecil & Presbrey agency, 
testified for the plaintiff as an 
“expert witness” on advertising. 

Mr. Brophy was called in as a 


expression “Be Happy—Go Lucky” 
is inconsequential. 

“It is the idea, rather than the 
expression of the idea in words, 
that is important,” he said. ; 


® Apprised of the defense conten- 
tion that variations on the general 


“happy go Lucky” theme were 
| well-known to American Tobacco 
and had been in use for some time 
prior to Mr. Castle’s presentation, 


“Be Happy—Go Lucky” would be 
worth $75,000, more or less, de- 
pending on how much American 
Tobacco spent on promoting the 
phrase. 

Mr. Hahn told the court that he 
had been familiar with the general 
theme “for about as long as I’ve 
been in American Tobacco.” (He 
joined the company in 1929 as an 
attorney, having been previously 
with the law firm now serving as 
American Tobacco’s counsel.) 

“I was present several times with 
Mr. Hill [former American Tobac- 
co president] when agency repre- 
sentatives tried to interest him in 
| the phrase, but he turned it down,” 
Mr. Hahn said. 


® About May, 1950, Mr. Hahn con- 
| tinued, he started thinking about 
| using “Be Happy—Go Lucky” and 
| suggested it to the Lucky Strike 
agency, Batten, Barton, Durstine & 
‘Osborn, as a campaign possibility. 

In view of the fact that there 
were “many letters” in our files 
suggesting “Be Happy—Go Lucky,” 
Mr. Hahn said, he ordered a search 
| made of those letters to see if there 
were any “legal risks” involved in 


American Tobacco counsel. | using the phrase. Company law- 


yers examined “practically 2,000 
letters” and said there was no risk 
involved, he related. 


® Among the witnesses called by. 
the defense this week were Paul | 


M. Hahn, president of American | Mr. Hahn said he then called a 


meeting of agency and company 
|executives, including BBDO Pres- 
ident Ben Duffy, and plans for the 
campaign were initiated. 

William Griffin said the phrase, 
“Be Happy—Go Lucky,” was 
“common knowledge” at Lord & 
Thomas when he worked there in 
the early ’30s. Mr. Griffin reported 
he thought—about the latter part 
of 1930—of the phrase, “Be 
Throat Happy, Go Lucky,” which 
subsequently was executed as a 
point of sale poster in 1937 for 
about 225 Schulte cigar stores in 
New York. 


® The defense contended during 
the trial that the basic theme of 
this poster was “Be Happy—Go 
Lucky,” because the word “throat” 
was in script and inserted through 
the use of a caret sign over the 
block letters, “Be Happy—Go 
Lucky.” 

The defense maintains that the 
statute of limitations now applies 
and the plaintiff may not sue in 
1951 for a breach which occurred 
in 1937. There was some question 
of law as to whether the statute 
does apply in such cases as this— 
one of the points on which final 
briefs will be submitted by both 
sides. 


Mr. Brophy said the value of “Be 
Happy—Go Lucky” was “very lit- | 
tle.” He placed it at “$1.” | 

Last week, Mr. Presbrey, after | 


|much prodding, said he thought! 


Stricker Resigns as R&R VP 

Ray C. Stricker, with Ruthrauff 
& Ryan for 18 years, has resigned 
as a vp in the agency’s Chicago of- 
fice. 


JEROME R. PESKIN has purchased 
Ceramic Age, 34-year-old publi- 
cation in the ceramic engineering 
field, from Pinover Publications, 
New York. Until recently Mr. 
Peskin was general sales manager 
of Industrial Publications, Chica- 
go, and before that was general 
manager of Precision Metal Mold- 
ing and Applied Hydraulics, 
Cleveland. 


Wheeler Sammons, 
66, Publisher of 
‘Who's Who,’ Dies 


Cuicaco, Feb. 22—Wheeler Sam- 
mons Sr., 66, president of 
Marquis-Who’s Who, publisher of 
Who’s Who in America and other 
publications, suffered a fatal heart 
attack yesterday while driving 
with his son, Wheeler Jr. 

Mr. Sammons, born in Tacoma, 
Wash., was a graduate of Harvard 
University. In 1913 he joined the 
A. W. Shaw Co., publisher of Fac- 
tory and Systems (forerunner of 
Business Week). Mr. Sammons 
served as president of Shaw from 
1925 to 1928, when the magazines 
were purchased by McGraw-Hill 
Publishing Co. He left shortly 
after the purchase, rather than 
move to New York. 


s Mr. Sammons then joined A. N. 
Marquis Co. (which recently be- 
came Marquis-Who’s Who) and 
gained controlling interest in the 
company in about 1935. In addition 
to Who’s Who in America, the 
company publishes monthly sup- 
plements of this yearly book, 
“Who’s Who in Chicago and IIli- 
nois,” “Who’s Who in Commerce 
& Industry,” Directory of Medical 
Specialists, “Who Knows—and 
What,” “Who Was Who,” “Blue 
Book of Awards” and four region- 
al “Who’s Who” books. None of 
the books carries advertising, with 
the exception of Who’s Who in 
America and Directory of Medical 
Specialists, both of which have re- 
stricted ads. 

Mr. Sammons was named man- 
aging director of the Drug Insti- 
tute of America Inc. in 1933. He 
was the final authority on who 
was asked to submit biographical 
data for the “Who’s Who” books. 
His own biography occupied only 
10 lines in the 1948-49 edition but 
was omitted in the 1952-53 book. 
A new edition of the biennial di- 
rectory has just been published. 


Time Inc. Becomes Owner 
of East Texas Pulp & Paper 
Time Inc. has completed negoti- 
ations aimed at making it sole 
owner of the East Texas Pulp & 
Paper Co. Included in the transac- 
tion is Southwestern Settlement & 
Development Corp., which has 
660,000 acres of timberland, and 
which will operate as a division of 
East Texas. 
Previously, Time Inc. was joint 
controller of these companies with 
the Houston Oil Co. Present fa- 
cilities at East Texas, it was said, 
“are totally unsuited to the man- 
ufacture of newsprint or mag- 
azine stock.” The mill turns out 
bleached sulphate market pulp 
and paperboard used primarily for 


cartons and folders. 
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K&E, BBDO Plan 
New Activities in 
Foreign Markets 


(Continued from Page 1) 
international operation. Its move- 
ment in this direction underlines 
the growing importance of this 
sphere. 

McCann-Erickson, which has ex- 
panded its overseas billings five- 
fold in the past five years, passed 
BBDO in total billings in 1955. In 
the cases of both McCann and J. 
Walter Thompson Co., foreign bill- 
ings now account for more than 
20% of total billings. 


® At Kenyon & Eckhardt, “Oper- 
ation International” is being super- 
vised by newly-acquired Robert 
Cole, formerly ad director of Olin- 
Mathieson Chemical Corp. Mr. Cole 
knows his way around the inter- 
national field. He did a five year 
trick in South America for Grant 
Advertising, eventually becoming 
the agency’s creative head for all 
of South America. He was elected 
“adman of the year” by the Assn. 
of Brazilian Advertising Agencies. 

K&E already has an operation in 
Canada, having maintained an of- 
fice in Toronto since 1938. It is 
now expected to move southward, 
to Latin America, and it also may 
be planning a European invasion. 

A key factor behind K&E’s in- 
ternational venture is believed to 
be its recently acquired Pepsi-Cola 
account. Since the war, Pepsi has 
made long strides overseas. K&E 
picked up the Canadian advertis- 
ing of Pepsi two weeks ago, and it 
could go into business all over the 
world simply by following the 
Pepsi flag. 

The agency points out, however, 
that it has “several accounts— 
Radio Corp. of America and Ford 
Motor Co.—” with big stakes in 
overseas markets. K&E now han- 
dles RCA’s overseas institutional 
advertising out of New York. 


® Sullivan, Stauffer, Colwell & 
Bayles is another agency recently 
reported to be considering a for- 
eign operation. SSC&B went scout- 
ing for personnel and office space 
in Toronto. However, it is now re- 
ported that the plans “will not ma- 
terialize.” 

Increased activity by American 
agencies in Canada has produced 
a counter-attack. AA reported ex- 
clusively last week that Cockfield, 
Brown & Co. Ltd., Canada’s largest 
agency, is going to run a business 
paper campaign in the US. to 
fight this invasion. Cockfield, 
Brown lost the Pepsi business to 
K&E. 

The great growth in internation- 
al agency operations has come in 
the past 10 years. J. Walter Thomp- 
son, McCann and Grant have cul- 
tivated this sphere for many years, 
and in many countries around the 
world they are today the leading 
agencies. 

Newcomers have done well also. 
Young & Rubicam and Foote, Cone 
& Belding didn’t go international 
until after World War II. Y&R now 
bills an estimated $16,000,000 over- 
seas, and Foote, Cone reports $8,- 
000,000 in foreign billings. 


Public Service Ad Council 
Planned in Canada 

A national advertising council 
which would be available to assist 
in urgent non-commercial public 
service causes and in cases of na- 
tional emergency is in the plan- 
ning stage in Canada. Joint spon- 
sors are the Assn. of Canadian 
Advertisers and the Canadian Assn. 
of Advertising Agencies, which 
will seek the cooperatio.: of allied 
groups at a meeting in Toronto on 
March 22. 
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California Chains 
Design Stamp Plan 
to End Stamp Plans 


Los ANGELES, Feb. 21—Eight of 
the largest food market chains in 
this area have announced plans to 
form a corporation to put out their 
own trading stamps “to take the 
profit out of the stamp business in 
Los Angeles County, and possibly 
the State of California, thereby 
eliminating the stamp racket.” 

The plans were announced at a 
meeting last Friday of some 75 
chain and supermarket operators. 
The eight “host” chains, which op- 
erate a total of 221 supermarkets, 
were: Fitzsimmons Stores Ltd., 
Ralph’s Grocery Co., Alexander’s 
Markets, Von’s Grocery Co., Alpha 
Beta Food Markets, Mayfair Mar- 
kets, Market Basket, and Shopping 
Bag Food Stores. 

Spokesman for the group was R. 
M. Laverty, president of the Fitz- 
simmons chain. He said that the 
eight chains spearheading the 
move do not want to put out the 
stamps if it is possible to avoid it, 
“but if we are forced into it in or- 
der to protect our volume, we will 
do so.” 


® No comment could be obtained 
as to what specifically triggered 
the plans announced. However, 
trade sources point out that two 
chains here, Fox and McDaniel’s, 
have taken on trading stamps in 
the past 60 days. There also ap- 
pears to be some feeling among the 
larger chains that one of their 
number may be readying a sur- 
prise slong these lines. 

With this in mind, a corpora- 
tion, tentatively named Consumers 
Helpers, is now being formed, and 
designs considered for the stamps. 
Mr. Laverty told AA the corpora- 
tion will be formed and organized, 
stamps printed, and ready to go 
overnight, within 60 days. 

Contrary to usual practice, the 
stamps will be available to anyone 
who wants them, and to all types 
of business on an equal basis. 
Named as possible users were 
gasoline stations and department 
stores. The objective will be to 
make the new stamp “the most 
popular in the area.” 

Mr. Laverty said the company 
being formed will be non-profit, 
and that the cost of stamps will be 
kept down to the actual expense of 
operation. 


Probe of Industry 
Influence on FCC 
Set by House Group 


WASHINGTON, Feb. 23—The Fed- 
eral Communications Commission’s 
regulation of television networks 
and the networks themselves will 
come under fire from a second 
congressional source Monday when 
the House anti-monopoly subcom- 
mittee opens an investigation of 
government regulatory agencies. 

While the study will cover gov- 
ernment operations in the airline, 
power, railroad and shipping in- 
dustries too, Rep. Emanuel Celler 
(D., N.Y.), the committee chair- 
man, made it clear today that the 
FCC’s role in supervising the de- 
velopment of television has been 
singled out for special attention. 

In advance of the hearings Rep. 
Celler has indicated he is con- 
vinced that monopolies have devel- 
oped in “regulated” industries be- 
cause the government agencies 
“become captives” of the people 
they are supposed to regulate. As 
his lead-off witness, Rep. Celler 
has called Asst. Atty. Gen. Stanley 
N. Barnes, chief of the anti-trust 
division of the Department of Jus- 
tice. 

(A full-scale probe of the FCC 
and networks is also under way by 
the Senate commerce committee.) 


Last Minute News Flashes 
Alabama Flour Mills Splits Account Three Ways 


Decatur, ALA., Feb. 24—Alabama Flour Mills, southern affiliate of 
Nebraska Consolidated Mills Co., has split its advertising among three 
agencies. Liller, Neal & Battle, Atlanta, which previously handled the 
entire account, will continue to handle Red Hat Feeds. Gardner Ad- 
vertising Co., St. Louis, gets the Duncan Hines mixes account. Robert 
Luckie & Co., Birmingham, will take over Mother’s Best flour and 
Mother’s Best corn meal. The changes are effective March 4. 


Chrysler Parts Moves from Ross Roy to N. W. Ayer 
PHILADELPHIA, Feb. 24—N. W. Ayer & Son has been named agency 
for the Chrysler Corp.’s parts division (MoPar). The account, formerly 
with Ross Roy Inc., will be serviced by Ayer’s Detroit office. The 
agency has handled advertising for the Plymouth division since 1943. 


Greenbelt Co-op Appoints Ver Standig 

WaAsHINGTON, Feb. 24—Greenbelt Consumer Services, reportedly the 
largest consumer cooperative in the nation, has appointed M. Belmont 
Ver Standig, Washington, as advertising and pr counsel. 


Crowell-Collier Forms Magazine Unit for Ads 


New York, Feb. 24—Formation of a Crowell-Collier unit, compris- 
ing Collier’s, Woman’s Home Companion and American, will be ef- 
fected in May. Advertisers will get frequency, continuity and combina- 
tion discounts using all or any two of the magazines, which have a 
combined net paid of 10,500,000. 


Test Staff Bread for Over-40s in Midwest 


Cuicaco, Feb. 24—Continental Baking Co. today started test mar- 
keting its new Staff special diet bread in the Chicago and Milwaukee 
areas. Developed especially for people over 40, the bread is “extra 
rich in proteins, vitamins and minerals to help fill the growing needs 
of older folks for better diets.” The campaign is being carried by 13 
newspapers in the two test areas. Ted Bates & Co., New York, is the 
agency. 


Severn, Werden Join Ted Bates & Co. 


New York, Feb. 24—Donald W. Severn, formerly manager of sta- 
tion relations for Biow Co., and Richard L. Werden, formerly with 
Ogilvy, Benson & Mather, have joined Ted Bates & Co. Mr. Severn 
will be manager of media relations, and Mr. Werden will be a space 
buyer. 


Grey Gets Mennen Hair Creme; Other Late News 

e@ The Mennen Co., Morristown, N. J., has named Grey Advertising to 
handle its Hair Creme account, beginning April 1. The product was 
among several resigned in December (effective March 31, 1956) by 
Kenyon & Eckhardt. Other men’s toiletries were assigned at that time 
to McCann-Erickson (AA, Dec. 26). 


e Health-Mor Inc., Chicago and Cleveland manufacturer of home 
sanitation systems, has appointed Western Advertising, Chicago, as its 
agency. Phil Gordon Agency, Chicago, formerly handled the account. 


e In addition to Chilton Co.’s purchase of Gas and Butane-Propane 
News from Jenkins Publications, Los Angeles (See story on Page 3), 
Chilton has also purchased Tele-Tech & Electronic Industries from 
Caldwell-Clements Inc., New York. The magazine will continue to be 
operated by its present New York staff. Caldwell-Clements’ Mart and 
Technician and Caldwell-Clements Manuals Corp. are not affected by 
the sale. 


@ World demand for paper and board should reach the enormous 
total of 65,000,000 tons a year within a year or two, according to E. 
W. Tinker, executive secretary of the American Pulp & Paper Assn., 
who spoke at the APPA’s annual convention in New York. World con- 
sumption now stands at 62,000,000 tons. North America, Europe and 
Australia, with 29% of the world’s population, produce 92% and con- 
sume 88% of the world’s paper and board (784,000,000 people consume 
132.5 lbs. per capita—a 50% per capita jump in less than 20 years). 


e Roland H. Cramer, formerly a vp and account supervisor with 
McCann-Erickson, has joined Ruthrauff & Ryan, New York, as a vp 
and supervisor of the Lever Bros. account in Canada. 


e Frank C. Peterson, tv producer-director, has joined the tv, radio 
and motion picture department of Williams & London, Newark and 
New York. 


tinues to handle Antell’s hair prep- 
arations. 

Antell has retained numerous 
agencies since it began its radio-tv 


Former Associate 
Gets Antell Account 


BALTrmoreE, Feb. 23—Another 
Charles Antell Inc. agency called 
it quits this week. 

Product Services Inc., New York, 
which has been handling some 
Antell beauty products and Fas- 
tabs, a reducing aid, for less than 
a year, resigned the business, an- 
nouncing at the same time that 
Lester Blumenthal is joining the 
agency as general manager. 

Leonard Rosen, board chairman 
of the Baltimore drug specialty 
house, told AA today that he is as- 
signing these accounts to an agen- 
cy close to home, Paul Venze Ad- 
vertising Associates, Baltimore. 

The Venze agency is brand new 
and is closely linked with the 
Antell company. Mr. Venze for- 
merly worked for Antell. Mr. 
Rosen said he wanted Product 
Services to open a Baltimore of- 
fice, but that the agency refused 
to do so. 

Joseph Katz Co., Baltimore, con- 


pitches four years ago. Intermit- 
tently, it has used a house agency, 
T. A. A. Inc., whose successor the 
Venze agency may be. 


= Among the agencies which have 
had a crack at an Antell account 
are: Kastor, Farrell, Chesley & 
Clifford; Dowd, Redfield & John- 
stone; Ruthrauff & Ryan and J. M. 
Mathes Inc. 

At one point, Antell advertising 
was reported to run in the neigh- 
borhood of $5,000,000 annually, 
most of it in radio and television. 
Mr. Rosen said that the company’s 
total budget is about $3,000,000. 

While at Product Services, An- 
tell brought out a new line of cos- 
metics, including a liquid makeup 
product. The company plans to 
promote this line heavily in the 
future. Fastabs, made by an asso- 
ciated Antell company, National 
Healthaids, is getting very little ad 
support these days. 
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‘Couch’ Speech Was 
Wrongly Couched; 
Adman Is Benched 


New York, Feb. 23—It was sort 
of like this—couch to carpet to 
concrete. 

That is, it was that way for 
Charles Harrell, who had spoken 
to a New York University-Guild 
Films forum series on careers in 
radio and television. 

What Mr. Harrell said ap- 
peared as an article in the Feb. 13 
issue of Broadcasting-Telecasting: 
“Man on a Gray Flannel Couch.” 

Shortly thereafter he was on the 
carpet with Tom Butcher, Lennen 
& Newell exec vp. 

And shortly after that he was 
looking for a job. 

Mr. Harrell was a tv commer- 
cial supervisor for the agency, In 
his speech he said, in part, that his 
job consisted of having people 
“brush your teeth with my prod- 
uct, smoke my cigaret, wear my 
shoes, put on my hat, think my 
thoughts if necessary. And how 
dangerous a position I have... be- 
cause if I were evil I could use 
the same device for non-construc- 
tive ends. 

“So you say to me, ‘How can 
you be such a louse?’ and I say, 
‘It’s easy,’ because the basic posi- 
tion of the advertising man is: 
Does my product do the job better 
than another product?”... 


es “Now you say...‘Is it a good 
product?’ and I have to think 
whether it is a good product or not 
and this is where the will to tell 
the delightful lie takes hold. You 
say, ‘I don’t know whether it is 
better than any other product, but 
I do know its virtues.’ And you 
cling to those. 

“What is it makes a Gillette 
blade better than Pal or Gem or 
another blade? Maxon does... 

“...We are practitioners ... We 
are professionals...We are hired 
and paid to merchandise the mer- 
its... the merits of a product... 

“We are not concerned as ad- 
vertising men with the basic val- 
ues, and I mean this in the real 
sense, the basic values of human 
endeavor. But we are concerned 
with the basic values of the prod- 
ucts we represent. Where the de- 
gree begins and ends I don’t 
know... 

“...Do you draw the line at 
moral values, political values, so- 
cial values? Not at all. I happen 
to be by political persuasion a 
left-wing New Deal Democrat. And 
I have made a great amount of 
money from the National Assn. of 
Manufacturers, and I did all of 
the broadcasts for Dewey for Pres- 
ident—and contributed the money 
to the radio fund for FDR... 


s “I am a protessional salesman. 
And this is the thing you must re- 
member is the guts of television as 
it now stands today. Sure, the pro- 
grams stink. There are some of 
them that are dreadful, and there 
are some of them that are de- 
liriously delightful. But there they 
are solely as instruments of sales- 
manship. I will reject the job only 
when the product is evil...” 
(Mr. Dewey didn’t fit into this 
category, he said, even to a New 
Dealer.] 

Summing up, Mr. Harrell felt, 
“The advertising business is fan- 
tastically large .. . involves billions. 
The errors are colossal. The meat- 
heads are innumerable...I am 
one of them. I am only trying to 
be less of a meathead than my 
employers.” 

At the agency, he was re- 
garded as a good technician, but 
he did not exercise “final decisions 
in judgment or policy.” 

As AA went to press, Mr. Har- 
rell was reported to have a num- 
ber of job prospects but, so far as 
it could be determined, had not 
gone to work for another agency. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 


line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 
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HELP WANTED 


| HELP WANTED 


WRITER 
Chicago headquarters of nationally known 
advertising publisher seeks experienced 
writer with sales background to assist in 
the editorial administration of its ex- 
panding programs of trade paper pub- 
licity, sales training and employee com- 
munivations. Send complete resume 
including salary requirement. All replies 
confidential. 
Box 8221, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPY-CONTACT 

Chicago agency needs young man with 
some experience in advertising. Should be 
strong on copy. We'll train for contact 
work. Starting Salary $550-600. Liberal 
benefits. Man selected destined for key 
position in executive group 

Box 8222, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING-MARKETING 
We are a large, national advertiser in- 
terested in hiring a college graduate with 
administrative abilities, to coordinate 
multi-agency network and local Radio- 
TV time buying operations. Previous 
experience in this area desirable but not 
necessary. Opportunity for growth and 
expansion of responsibilities for an ag- 
gressive analytical-minded young man 
with a strong desire to learn. Please reply 
Stating age, experience, education and 
financial requirements. 

Box 8223, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


BARNARD’S — NATIONWIDE 


CONFIDENTIAL LISTING 
Adv. Art Publ’g Research 
Wa 2-2306 202 S. State Chicago 
MALE EDITOR WANTED 


for long-established merchandising busi- 
ness paper. Unusual opportunity with 
long-established company. Appointment 
made upon receipt of complete resume. 
Our staff knows ca>out this ad. 
Box 8212, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. HA 7-i991 Chicago 


| ADVERTISING ASSISTANT 
to President of medium-size growing 
proprietary drug firm. Age 28 to 36. Ex- 
perience with package goods advertising, 
either for agency or client, necessary. 
Splendid opportunity for man with right 
experience and ability. Write giving com- 
plete information on background, experi- 
|} ence, opportunity you seek, salary desired 
|} to Box 8213, ADVERTISING AGE. 
ALL IS GRIST 
. -which comes to our mill. 
Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 
| PRINTING PRODUCTION ASSISTANT 
| Young, some off. det. Opp. for sales after 
training. Car Helpful. 
| Box 8224, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYWRITERS 
Frank Lavelle provides service for em- 
ployers and applicants in the field of 
Advertising. He’s at Cornell Personnel, Inc. 
14 E. Jackson, Chicago Wabash 2-8550 


Copy-contact man, under 37, will find 
excellent opportunity with central N.J. 
| agency. Ideal working and living condi- 
tions. Must be merchandising minded, 
have experience in consumer and indus- 
trial copy. Salary open. 

Box 8225, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

ADVERTISING SALESMAN 

Permanent position, good opportunity 
with established progressive businesspa- 
per publisher, with long record of leader- 
ship in basic food field. For interview 
give complete business and personal de- 
tails, including salary required. All letters 
confidential. 

Box 8226, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ACCOUNT EXECUTIVE 
$20,000 


Must possess solid history in men's wear 
or related. Knowledge of retail outlets 
and merchandising important. Excellent 
opportunity with large 4-A Agency. Con- 
tact in confidence 
GEORGE E. PYLKAS 
Executive Personne! Consultant 
WABASH EMPLOYMENT AGENCY 

202 So. State Chicago 4 WAbash 2-5020 


From Coast to Coast it’s 
THOMAS PERSONNEL 
for 
Advertising 
Acct. Execs. - Copy - Layout - Artists 
Merchandisers - Media, etc. 
Personalized Service 
8 So. Michigan Ave. - Chicage - FR 2-6230 


Wanted! 


Experienced 
Advertising Man 
Whe Desires 


Bigger Opportunity 
Larger Responsibilities 


More Earnings 


Must be highly creative, yet well balanced 
with management ability and thorough 
advertising experience, qualified to handle 
national accounts with top management. 
Send picture, personne! data and samples. 
N. A. Winter Advertising Agency, Des 
Moines, Iowa. 


ACCOUNT 
EXECUTIVE 
OPPORTUNITY 


Must have agency experience 
in account executive capacity. 
Must be qualified to give leader- 
ship on $200,000 to $500,000 
budgets. You are not likely to 
have the experience we require 
if you are under 30. The man 
we seek is not likely to be seek- 
ing a change if he is over 45. 


We will back you up with 
strong operating departments. 
We will pay a good salary for 
experience and ability we need. 
We also offer year-end profit 
sharing, retirement plan, stock 
ownership. We are prepared to 
prove we offer opportunity— 
security. Write: Executive Vice 
President, VanSant, Dugdale, 
15 E. Fayette St., Baltimore 2, 
Maryland. 


INDUSTRIAL COPYWRITER 


If you can think creatively and write per- 
suasively, you may be just the man to fill 
an immediate opening in the industrial 
advertising department of a prominent 
north central Ohio manufacturer. The po- 
sition entails creating and producing in- 
dustrial advertising of all typés including 
trade journal ads, house organs, direct 
mail pieces, catalogs and publicity. The 
man we are seeking must have ambition, 
& great desire to learn, and the ability to 
get along with people. A college education 
is desirable, an interest in technical copy 
is necessary, and the ability to write is 
essential. Since all replies will be kept in 
strict confidence, please write in full de- 
tail covering your background, experience 
and salary expected. 
Box 826 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Illinois 


PACKAGE DESIGN 
SALES EXECUTIVE 


One of the largest package design con- 
sultants in New York has an opening for 
® sales executive to solicit nationally 
known manufacturers of pac! mer- 
chandise. He should have the following 
background and characteristics: 
Substantial experience in packaged mer- 
chandising, materials and techniques and 
ability to use this experience effectively. 
Creative, imaginative and inventive, yet 
practical. Able to verbalize ideas rapidly 
whether oral or written. 

Ability to understand motives of others 
and to size up complicated human rela- 
tions situations. Enjoy contact work and 
find persuading others rewarding. Abie 
to work with sustained concentration and 
to pay proper attention to both details 
and the overall aspects of the job. An 
effective organizer and administrator able 
to grow into a position of top level re- 

ibility and decisi making 


Our staff! knows of this ad. Replies will be 
held in strict confidence. 
Box 813 ADVERTISING AGE 


480 Lexington Ave. New York 17, N. Y. 


WANTED 
PUBLICITY WRITER 


The man we are seeking may 
be a member of a public rela- 
tions department of an agency 
or a large company. Perhaps 
he is an editor or free lance 
writer. He likes to put words 
on paper and understands the 
various standards, require- 
ments and whimsies of news- 
paper, trade journal and gen- 
eral magazine editors. Above 
all, he has the imagination to 
come up with ideas and an- 
gles on stories that will get 
them printed. Write fully in 
complete confidence. Box 828, 
ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 


POSITIONS WANTED 


Agency Vice President, 37 years old, with 
over ten years experience in Media and 
all phases of Research from both Agency 
and Client side; experience in packaged 
goods, farm, industrial and service ac- 
counts; interested in affiliation with com- 
pany where these functions play a major 
role. 
Box 8227, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPY SUPERVISOR 
Wants change. 17 years Agency and re- 
lated experience, in all media, on gamut 
of accounts. Mature, flexible, versatile 
writer. Imaginative, creative idea man. 
Middle thirties. $20,000. 
Box 82298, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs in 
litho, letterpress, publ. and package 
Worked in agcy. engrav. print. and publ. 
Box 8039, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
High-type, experienced sales & market- 
ing man will work your leads in Metro- 
politan Philadelphia. Write P. S. Keiser, 
1729 Ridgeway Rd., Havertown, Pa. 


| COPY - CONTACT - ART DIRECTION 
| Agency-employed creative contact man 
seeks wider opportunity. No fledgling, | 
| but seasoned producer with proven abil-| 
| ity . » « Only two copy rejections in past | 
| 2% years! Background includes industrial, 
consumer, dealer promotion, editorial. No | 
accounts to bring along. Chicago area. 
Box 8232, ADVERTISING AGE | 

200 E. Illinois St., Chicago 11, Illinois | 


REPRESENTATIVES WANTED | 
EAST COAST REPRESENTATIVE 
National adult education-human relations | 
monthly magazine seeks East Coast ad | 
rep. Commission basis. High potential. | 
Leads supplied. Individual or firm, part- 
time, preferably handling similar accounts. 
Write Adult Education Association of 
U.S.A., 743 N. Wabash Ave., Chicago 11, 
Il. 

REPRESENTATIVES AVAILABLE 
SPACE REP.? WHY SEND A BOY?” 
Association of Publishers Reps. over 50 
members from coast to coast available in 
any section. Suite 2709, 70 East 45 St., 
New York 17, N. Y. 


INDUSTRIAL AND AGRICULTURAL 
advertising & sales promotion director, 
now managing $500,000 all media budget. 
Adv. major, 10 years solid mfgr. & media 
experience. Good speaker, sales & p-.r. 
background, aggressive hard worker. Ask 
for the resume! 
Box 8230, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


DIRECTOR OF SALES PROMOTION for 
nationally advertised product seeks op- 
portunity as ad manager or copy-contact 
man in Chicago area. Present work in- 
volves creation, production, and planning 
entire program. Buys art, printing, pho- 
tography, type. Excellent writer and 
speaker, with plenty of DRIVE. College 
graduate, 10 years of advertising and pub- 
lic relations success in appliances, com- 
munications, films, educations, etc. Pre- 
sent salary: $7500 yearly. 

Box 8231, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

Vice President of medium sized (ap- 
proaching $2,000,000) growing and highly 
diversified agency available; broad ex- 
perience in account handling and plan- 
ning, new business and general agency 
management and operation plus heavy 
background in media and research. 

Box 8228, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


WE NOW NEED 

Foods Copy Writer $12,000 

Miscellaneous Copy Writers 
$5200 to $ 


BIRCH 
bie 
Executive 


Ag. Copy Writers 
© $10 


000 
PR, Editorial and 
Newspaper People 
appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 a 


Placement 
Counselors 


CREATIVE SPACE SALESMAN 


Proved producer seeks challeng- 
ing situation. Eight years with 4-A 
agency and manufacturers serv- 
ing consumer and business mar- 
ket. Four years exceptional space 
sales record working on manufac- 
turers of industrial and consumer 
products and their agencies. 
Box 829 ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N. Y. 


ADVERTISING 
TIME BUYER 


2-3 years experience of net-work 
and spot buying. Send résumé stat- 
ing age, education, military status 
and experience. All replies held 
confidential. Salary $6,500 to $7,- 
500. Our own staff has been in- 
formed of this opening. Write to 
Box 816, 

ADVERTISING AGE 

480 Lexington Avenue 


New York 17, N. Y. 


STOCK PICTURES IN COLOR 


1. For Advertising. 2. All Subjects. 
3. By World’s Top Photographers. 
4. Exclusive rights available. 5. Se- 
lection by return mail. 6. Also ten 
million black & whites. 7. Call or 
wire FPG. est. 1937, 62 W. 45 St., 
N. Y. C. MU 7-0045. 


SAL 


ESMAN 
PHOTO-ENGRAVING 
We are in need of a good top 
notch man with a steady flow 
of business. Our Shop, one of 
the best in the city, doing the 
finest type of black and white 
and color work. Day and Night 
Service. If you are unhappy || 
with your present setup, and 

| 


want peace of mind, we can offer 
you a wonderful proposition. 
Write in strict confidence to || 
President 
Box 830 ADVERTISING AGE |) 
200 E. Illinois St., Chicago 11, Ill. |} 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 


DEARBORN 2-1062 


187 N. LASALLE. CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


“Our 45th Year” 

A. E. WHITE GOODS $20,000 
Under 40. Hvy. agy. exp. nec. 
FILM PRODUCER $12,500 
28-38 Non-studio administration 
SR. CONSUMER COPY. CHGO. $12M 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE. 6-5353 Chicago 


PRODUCTION MANAGER 


Excellent opportunity with indus- 
trial advertising agency to head pro- 
duction department. Prefer man 
with agency production experience 
but would consider applicant with 
similar experience in industrial firm. 
Must have experience in buying en- 
gravings, printing, etc. together 
with ability to expedite job in agen- 
cy and with suppliers. Please give 
full business and personal details, 
including salary. 


PAXSON ADVERTISING, 
INC, 


720 East Main Street 
Benton Harbor, Michigan 


Established Near N. S. Photo. Studio has 


BUSINESS OPPORTUNITIES 
AGENCY MERGER 
Completely staffed, fully recognized Chi- 
cago agency with over $200,000 in billing, 
(and definitely a money-maker), interest- 
ed in merger with similar organization. 
Objective pool resources increase profits. 
Box 8193, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


free space available for small Art Organ- 
ization. You'll love this opportunity. 
Box 8233, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


| MARCH, APRIL or MAY Occupancy— 


MISCELLANEOUS 
NEAR NORTH—CHICAGO 
Improve Your Location and Prestige by 
moving to one of our Attractive Offices, 
Suites or Entire Buildings—Available for 


with Excellent 
Patios, 


Outstanding Locations 
Facilities—i.e. Private Parking, 
Air conditioning. 
E. J. Feulner & Company 
Near North Side Realtors 
858 North State St. Delaware 17-7745 
Amazing suburban business! 
Test it in Sanders ABC 3 
Geneseo, N. Y. 
YOUR PRODUCT placed on National & 
Los Angeles Giveaway Shows at low cost. 
We also arrange film star endorsements. 
Write Roberts & Gail, 5880 Hollywood 
Bivd. Hollywood 28, Calif. 


MARKETING 


EXECUTIVE 
AVAILABLE 


MBA in marketing—4 years sales 
—5 years with National Market- 
ing Counseling firm—5 years with 
major Ad Agency. All experience 
at management level. Age 42. 
Want challenge and opportunity 
to E with aggressive com y 
as Market Managing or Ad Man- 
ager. Will re-locate. Correspond- 
ence confidential. 
Box 832 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, II. 


DRAKE PERSONNEL, INC. 
Confidential Nation-Wide 
SIGE ‘ccscantenetedaus $8,000-$12,000 

2 openings with 4A agencies 
Market Research . $10,000-$12,000 

Bkdg in Consumer Products 
Public Relations ..... $8,000-$15,000 

2 openings offering rapid advancement 
BETTY CLEM 
220 S. State St. Chicago HA 717-8600 


TOP NOTCH LAYOUT 
ARTIST 


Medium sized 4-A Advertising Agency in 
midwestern city needs experienced layout 
man for industrial accounts. Must be qual- 
ified to create crisp, modern visuals. Write 
stating experience, education, age and 
salary requirements. All replies held in 
strict confidence. 
Box 827 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Illinois 


Te ieee 
COLORFUL 


mH ©6DIMENSIONAL 


LIGHTWEIGHT ep 
pensarice nh 


YOU CAN DO SO MUCH MORE WITH CONTINUOUS-ROLL 


FULLER displayoflex 


---THE FLEXIBLE, ECONOMICAL POINT-OF-SALE MEDIUM 
PRINTED IN THE ROLL IN CONTINUOUS REPEATS, AVAILABLE FLAT OR CORRUGATED 


Because of its greater attention-getting value, 
more and more advertisers are turning today to 
FULLER DISPLAY-FLEX for the promotional aid 
it affords as a background, valance, awning —in 
fact, for most in-store or window trims. To prove 
its versatility, wrap DISPLAY-FLEX around a 
stack of plain shipping cartons, set up your 
merchandise on top—result: an eye-catching, 
inexpensive floor stand or island display that 
serves as a most effective, space-paying silent 
salesman. 


FOR FULL PARTICULARS WRITE TO 


FULLER DISPLAYS, Inc. 
: 5-39 48th AVENUE, LONG ISLAND CITY 1, N.Y. 0 


CLUSIVE TERRITORIES OPEN TO ACCREDITED DISPLAY 


Mie: 


| Flute pee ns A AS on REN OO a i! sae teas mass eR ee iF ote po ee see. as a f Le So ae “3 oe: Sf uaa ee, a 4 
Ft : moe meas : ‘ ; [See eee. | oe ee ee ee i ae 
| ; T A . . AY | - » ; ] ee | ee 
ae HE-ADVERTISING Marker Prace — a 

x he 
Bi 
tel ue 
one 
ig Fi 
ate 
a is a 
ie) 
pe 
Pile - 
pea ey 
le 
tis = 3 
Neral! 
oe 
Gra 
Bt 

2p] 
Be, , 
Bet 
Pel 
fe 
¥: ba | 
tt) 
: 1B | 
a | a 
a 
= 4 e 

he 
- 
fad FC 
=[8 
ot ee 
be 
Pad 
pe B — —— 
Re | 
pant 
red } 
PIL ———————————— | 
«is 
a ———————— 
the ait aiindiaaiaesiinhieliialdidinsinnataiideeiall 
eae | 
By OF 
: Ate | 
ae 
ae | = 
he | ee 
he 
“Wy —EEE | 
on a | ee SS SSS ecaaesieainetaallldiaeaiiaieadaieniaditceddadencia nacadammenmanmnaten namadae tea muesiindtineieat 
fer ee pane 
Bie 
~ehigae 
oS Pe | : “ Chins 
Bis Riic~ o : | 
nnn eT ay 
- = 
an +" . ae 

. : 
Sine : ug _ ae A 7 
Bs fe _ @ i > GO 
ures on hey = - 
og - ; =, 7 } 
‘S P| | } 
as r 
nee iad a el , 4 
i 
sii, | | ee 
Sis | 
tha | 
as 
48 “ Rebehe ow kanenapean ee 
aie | ee 
ag | 
abet 
Pa Fie i 4 ‘ 
i | | a 
hs t j 
Sherr. - " 
pas 7 2. -- 
Tiss Rot ie) ail 
* | ECerer’ 

‘s | | P . 
ee Cool off 
we | ; Pe wth a treaty 
ay | Coole, * 
* yt, 
di : ; 4 
434 | | Bi 44 
ot | .. : (Ss 
the a, Se Aare 
+ - a 
1 ; Beat na oF mee _ * 
di; : 
‘hes 
f dee x on 7 Pa 1.) mes ; ae) oR ; : x . See o ae bt ae ee ee ‘ ‘i rats ahs ‘ 
onde heey yl Me PL. eta eet Se sae ae wl er. eee amma ce i eae ee he a 
4, gh OE Piles ys RE pars Sarg ty ECS Te: eg Re a al Pk mae 4 oe acts ae» ‘ 2 potee: ‘ i eT 
PLY es et at Le [ee steers ' Eee ame: aoe ee ie , 
oe Sa OO ee eg SRE a cee RLS Ae eee mm “cap ae Lae . 3 ae Ge 0 Jay . 


Point of 
Change; 


PRING’s around the corner. And, chances are, so’s Pop—at the local 
hardware store, pondering power mowers. Meanwhile, Mom’s at home, 
switching swatches on the chairs. Signs of spring? Could be. 
But even though it’s the season, there’s got to be a reason why Pop 


went shopping and Mom stayed home to choose chintz. 


Simple psychology. They’ve been at the point of change all winter long— 
dreaming of something better for their home. It’s people at the point of 
change who are nearest to the point of sale. But how to spot them? 

You'll find them all year long (over three million families of them) 

every time a new issue of The American Home comes out. Why else would 


they buy a magazine that’s strictly home ideas? 


So if you’re selling a product that goes on the roof of, in the garage of, 
across the floor of, or inside the stove of a home, the place to reach people 


ready to buy is in The American Home. 


becomes 
Point of Sal 


And advertisers agree— 


they've given us the biggest March ever 
—biggest First Quarter ever (up 19.9% over 1955) 


Window Frosting. 
New light on a tradi- 
tional delicacy! Lace 
curtains go modern in 
quick - wash, no - iron 
fabrics. Sheer wisdom 
for people at the point 
of change about their 
windows. (Solid wis- 
dom for advertisers of 
modern miracles.) 


a oe «a 
Ate f 
babe yf 
las) E&Y 
Uniform Houses—Custom Tailored. Your house a 
carbon copy of all the rest on the block? Regard page 67. 
We show how a portico here, a fence there, a few plants 
well placed can lift a home from anonymity to distinc- 
tion—the kind of easy-done ideas that just naturally 
pave the way to the point of sale. 


fe 


Home Port for Lady President. In the March issue, the pres. 
dent of a Portland, Oregon, shipping firm invites American 
Home readers to the heaven she made of a nondescript house. 
Here’s a treasure-trove of home-doing ideas. (Irresistible to 
people at the point of change about paint, panels or porcelain.) 


Power Mower Derby. 
Lawn-mowing machines 
take to the turf in Devon, 
Pa. No hot rods, these—but 
rip-roaring fun when the 


B whole community gets into 
~¢) the race. Goes to show that 


home-spirited people (the 
kind who read the Ameri- 
can Home) are mighty ma- 
chine-minded, too. So if you 
have a mechanical home 
product to sell — well — 
ready, set, go to The 
American Home! 


Presto-Chango Cheese. We scoop 
the magician—tell how to turn 
cheese into eight totally different 


from soup to pie. 


People at the point of change about 
food are forever looking for easy-fix 
ideas like these. (Or like yours, if 
you’ve got a home product to sell.) 
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